
• You’re very welcome this morning!
• Session starts at 10am
• Please enter your name and 

organisation/location in the chat 
window as you arrive 

• Set your chat audience to DCM 
remote trainer1 rather than entire 
audience (in control panel)

• You will be muted as you arrive (I 
will explain this further)

• You do not need your webcam for 
this session 

The Customer Journey



HELLO!
I am Olivia Roche

I am a trainer since 2014. 

You can contact me at olivia@dcmlearning.ie



The Customer
Journey 

Olivia Roche



Agenda 
• Introduction to journey maps: What they are and why they work

• The framework: Elements of a customer journey map

• Understand how customers experience each stage

• Explore how brand values can be brought to life in each stage

• See how different customers go through each stage

• Understand what objectives and tasks customers have in each stage

• Identify opportunities in each stage

• Increase design effect in each stage

• Focus the dialogue with the customer in each stage

• Q&A session



Journey Maps 
• A journey is your customers end to end experience  
• The process of creating a graphical representation of the steps 

and stages a customer goes through to experience a product or 
service 

• The perception that customers have across all of their 
interactions with your organisation 

• How to show everything that really matters to your company’s 
success using a lot of post-its

• Journeys typically involve multiple departments and touch points
• Most maps are linear (some are circular) but they all have some 

things in common
- measure touch points along the journey
- capture your customers attitudes and emotions 
- help you to see your experience through your customers eyes
- shows your experience across touch points 
- focus on your customers true needs   



Journey Maps 
• Customer journey mapping is relevant because it helps you 

design ecosystems of lasting value and you can use it when you 
want to learn about the processes internally or the customers in 
the ecosystem (emotions, good or bad, brand values, 
objectives/tasks of customers, who what how why, design and 
innovative opportunities)

• To understand how customers experience each stage
• To explore how brand values can be brought to life in each stage
• To understand what objectives and tasks customers have at 

each stage 
• To scout for innovative opportunities to each stage 
• To increase design effect in each stage  
• To focus the dialogue with the customer in each stage
• A journey map is typically one of two things; research to 

understand your customer experience or a workshop to 
document your customer experience



Research Based Maps  
• Maps that represent qualitative conversations with your 

customers
• Interviews, focus groups, journals (not surveys)
• Break your customers into segments and interview enough 

representatives of each to find common themes. Customers are 
different so segments are important as different personas often 
experience your product or service very differently  

• The benefits of research based maps is that it is an unbiased 
view of your journey and clearly goes across each touch point 
capturing your customers actual steps and attitudes/emotions 

• The disadvantage is that it is harder to internalise as you are 
capturing from customer’s perspective and it can be seen often 
as just another research report with little action taken after 



Research Based Maps  



Journey Mapping Workshops

• Review your research map first – you need to view your journey as 
your customer does which is why research based maps help. If you 
don’t capture your customer’s true steps here then the rest if the 
process will suffer  

• Usually full day sessions 
• Bring in your teams to map out and create an ecosystem for all the 

parts of the company involved in a customer’s journey 
• The benefit to these workshops are that they create a shared view of 

internal systems – easy to apply to your business as they are so 
specific 

• However customers are not present so sometimes it can just 
reinforce existing work 

• We will come back to this………



Segments   

• Use personas to represent your different customer segments. They 
can be fictitious characters created to mimic a real customer 
(hypothetical use)

• Grouping different sets of like people based on distinct needs and/or 
characteristics 

• Demographic information like age, race, location or other 
information such as, interests, opinions, values, lifestyle or life stage 

• Customer segments don’t provide insights into a customer but 
insights about groups of customers 



Journey Mapping Workshops

• Step one: Document your 
customers steps in your 
experience, documenting each 
step on separate post-it notes

• Step two: Document your 
customers goals 

• Step three: Document your 
customer’s attitudes and emotions

• Step four: Who does your 
customer interact with on the 
journey?

• Step five: Document the systems 
and objects interacted with

• Step six: Document where your 
friction points are (red dot 
stickers)

• Use different colour post-its to 
represent each different step 



Step 1

Steps involved

First she speaks to 

a health insurance 

salesperson via 

email

Then she 

researches a few 

different insurance 

companies to 

discuss policies

She then makes a 

list of the best based 

on her personal 

goals

Then chooses 2 or 3 

to research further 

and call  agents

Step 2

Goals

Learned about the 

process of setting 

up policy

Discovered 

possibilities

Discarded some 

companies (out of 

budget)

Choose the top 3 to 

potentially purchase 

from

Step 3

Attitudes and 

emotions

Delighted Frustrated Annoyed Thrilled

Step 4

Interaction on 

journey

Salesperson Call centre Call centre

Step 5

Systems and 

objects interacted 

with

Email Comparison website Specific company 

website

Phone

Step 6

Friction points



Discussion 

Assessing Brand 
values and dialogue 

with customer at 
each stage  



Exercise 

Could you now think 
of one persona and 
one journey for your 
business to possibly 

put this into practice?



Backstage 

• Problems often originate backstage and decisions made here can 
have dramatic impacts on your customers 

• You can end up solving your own problems instead of the customers 
• There can be a lack of backstage team knowledge about customer 

problems 
• You can visually represent moving backstage with a red ribbon 
• Then show what happens backstage for each frontage step 



Frontstage steps 

involved

First she speaks to 

a health insurance 

salesperson via 

email

Then she 

researches a few 

different insurance 

companies to 

discuss policies

She then makes a 

list of the best based 

on her personal 

goals

Then chooses 2 or 3 

to research further 

and call  agents

Backstage 

processes

Send email Phone call Generate quote and 

await response

Backstage groups IT Operatives Finance

Backstage systems Email system CRM SAP



Make Changes Actionable!! 



Recap
• Introduction to journey maps: What they are and why they work

• The framework: Elements of a customer journey map

• Understand how customers experience each stage

• Explore how brand values can be brought to life in each stage

• See how different customers go through each stage

• Understand what objectives and tasks customers have in each stage

• Identify opportunities in each stage

• Increase design effect in each stage

• Focus the dialogue with the customer in each stage

• Q&A session



THANKS!
Any questions?

30 min Q&A




