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Understanding a  
customer journey map

The Customer Journey Map, also known as Map of Customer 
Experience, consists of a conceptual map where the entire customer 
purchase process is reflected. From the stages, interactions and opinions 
to the channels, elements and possible errors or complications that may 
occur throughout your journey.

The origin of the Customer Journey Map lies in the Design Thinking, 
a discipline which it is one of its most used tools. Continuing with the 
premise “the organization is the key to achieving objectives”, this map 
will provide quality information to your company.

01  Understanding a customer journey map
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The dynamic 
customer decision 
journey
By Brian Solís

01  Understanding a customer journey map



What is the customer 
journey map for?
The Customer Experience Map stands out like a great and useful tool to obtain, 
manage, and order the user information.

It allows you to track the actions of customers, as well as their emotions, obtaining 
very valuable information to be able to improve the Customer Experience of users,
in addition to the work of the employees.

02 What is the customer journey map for?
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In order to know about their feelings, doubts and problems that they 
experience as customers when they approach our company. This way, 
there is a roadmap of each step and decision that the customer takes 
in relation to our products and our brand image.

Why should we improve 
the Customer Experience 
of our customers?

02 What is the customer journey map for?
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The Customer Journey Map allows establishing and defining the phases 
in which customers interact with your employees, your company, and by 
what it is tracked. Very often this happens through the Contact Center 
department, but not always, as there are many other departments that 
welcome the voice and doubts of your users or clients.

Whichever the case, you need to identify this data to find out easily what 
problems do your employees have and how you can solve them better. 
After all, customers are the most important thing, but your employees 
are determining factors in the success of your Customer Experience.

The objective around this is to find and identify the key moments 
of interaction between user and company, or the also called Touch 
Points. 

In addition, find out the reasons why users and/or potential clients 
follow or slow down their purchase through your company.

Why will the work of your 
employees improve?

02 What is the customer journey map for?
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Analyse your business and create 
your customer journey map 

03

03 Analyse your business and create your customer journey map

01

Take action

02

03

04

05

Review the objectives of the product or service you provide to your customers.

Perform a search, a field work in the sector and customers through surveys, articles, studies, ...  
Collect and structure the data obtained. 

Assemble the stops of the trip. This trip should be divided into different phases according to its 
importance. From that point, go straight away to step 4. 

Group and determine the feelings that the client experiment in each of these phases after 
interacting with your company.

Specify and diagram the actions performed or that must be done by your client in the different 
phases of the trip.



06 List the key points of contact between company and client: 

• Active Points of Contact (OWNED): Company Resources through which consumers can receive 
stimuli (examples, offices, stores, employee uniform, dealing with the client...). 

• Paid Points of Contact (PAID): Advertising and creative ads paid to approach the customer. 
The clients receive them through external supports of the company in online or offline media. 

• Achieved Contact Points (EARNED):  Achieved through third parties at no cost (press releases, 
content turned viral on social networks, comments on blogs, Youtube, etc.

07

08

09

Establish an internal trip of the steps that your customer follows, in order to get the goals marked 
in step 1. Also think of a change of perspective to be able to generate different ideas and bring 
solutions to problems.

Clarify and digitalize all the previous points, considering an objective opinion of an expert to 
improve it. You can also count on the criteria of the rest of employees.

Present the idea in an attractive way to your clients and company.

03 Analyse your business and create your customer journey map
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Phases Investigation Book and appointment Arrive and register Waiting time during the service Checkout Follow up

Make

Problem definition process: at 
this stage the client will collect 
information to later make a 
choice of the service they 
need.

Owning an appointment 
system will optimize the load 
of services and increase user 
satisfaction, allowing you to 
stay long enough with each 
client.

The objective of the register 
process is to receive clients 
in an orderly and professional 
manner and convey confidence 
to the client.

Limit waiting times to the 
standard set by customers. 
Then a contingency process 
must be implemented if the 
standard time is exceeded. 

Make sure that customers 
leave positively impressed and 
satisfied with the work they 
requested and the service 
offered.

Post-service follow-up helps 
build customer relationships 
and provides valuable feedback 
on the level of customer 
satisfaction.

Think

How much will it cost?
What is it near to me?
How can I contact them?
Why GG?

Are they flexible?
What is the quickest way to 
book an appointment?
Can I postpone or cancel my 
appointment?
How can I do that?

Is it easy to find the place and 
get there?
Where can I park?
Where do I go?
To whom do I need to ask for?
How long do I need to wait?
How much will it cost?

What can I do while I’m 
waiting?
Would you prefer waiting at 
home or to come later?
Would it be ready?
How would I know when it’s 
ready?
How is my eco-friendly 
service?

Will a mechanic explain me 
exactly what he/she has done?
Will I understand what he/she 
is talking about?
Will I get a cost breakdown?
Will I receive any maintenance 
suggestions?

Where is my car?
When should I bring my car 
again?
What must be done by a 
mechanic and what I can do 
myself?

Feel

Anxious: - I don’t want to 
spend much 
Irritated: - The problems with 
cars are disadvantageous.
Disorientated: - I don’t know 
anything about cars.
Skeptical: - Would this be really 
helping the planet?

Frustrated: - : I don’t want 
to go through that many 
steps. I just want to ask for an 
appointment. 
Hopeful: - I might get what I 
want 
Relieved: - That that the 
appointment has been booked 
successfully.

Anxious: - : If I arrive late, will 
they attend me? 
Uncertain: - It looks different 
comparing to other garages 
Irritated: - The problems with 
cars are inconvenient but they 
need to be solved.

Surprised: - It is comfortable 
and spacious. 
Boring: - There is not 
magazines or TV, but there is 
Wifi
Skeptic: - All this ecologic issue 
is it real?
Impatient: - How long will this 
be more?

Releaved: - Finally it’s done!
Informed: - It has costed me 
what I expected
Disappointed: - I have not met 
my mechanic
Confused: - I don’t understand 
what they have done

Hopeful: - My car will work 
better now
Optimist: - I can feel my car 
different now
Cautious: - Will they send me 
too much spam now?

Consumer 
experience

• There is a lot of competition 
and it is key to know to whom 
you can trust.

• The website is overwhelming 
and it’s difficult to navigate 
across it.

• There are broken links.
• The information is not 

updated.

• The appointments can be 
booked either by phone or 
online. In both cases it’s quite 
tedious

• The online forms ask for too 
many information

• The big size of the credit card 
is alarming

• In the online booking it is 
required the phone and email

• The agent was very friendly, 
but I was first attended by an 
automated voice system.

• The check in is easy and 
quick but it does not look like 
it is the best quality service.

• There is not a differential 
treatment for new clients.

• The phone is ringing 
continuously very loud.

• The client was not informed 
that the car needed an oil 
change until the client asked 
for it.

• To provide the client a list of 
services and prices

• The wait is more comfortable 
than most but reading 
about the product and 
environmental issues gets 
boring. 

• Artifacts are not relevant to 
my service.

• There is not an estimation 
about when my service will be 
finished.

• There is not entertainment.
• The staff does not recognize 

me.

• The check out is quick and 
effective, but I don’t feel like 
coming back again.

• The knowledge and passion 
just come after the motivation.

• Thee is not a clear cost 
breakdown: I don’t know in 
what aspect I have saved 
money or how I have helped 
the planet.

• No reason to keep in contact 
in between the different visits.

• GG is on social media but 
there is no reason to be in 
touch in between the visits.

• I need a better reminder than 
just a sticky label.

• To receive an email it’s non-
sense.

• Nothing that keeps me 
interested in maintaining 
contact in between my visits

Opportunities

• Eliminate elements of the 
website

• Concise messages
• Easy navigation 

• Speed up the process to book 
the appointment

• Create clients’ profiles to 
be able to segment the 
appointments easily

• Use the telephone number 
to have more information to 
know about:  
- What has happended with 
your car?  
- Do you need valet parking?

• To have a signage for the 
parking

• Identify if the client is new or 
a frequent one. 

• Mention the importance 
of Green Thinking in the 
conversation

• To recognize local amenities 
maps would be helpful

• Facilitate information about 
the process.

• Simplify the exhibition of the 
artifacts.

• More interaction with the 
staff.

• It is great to hear the passion 
how the staff talks about the 
environmental aspects.

• The space is too open (not 
easy to differentiate private 
and public spaces)

• Point out actions and provide 
deep information of what it 
has been done.

• Motivate clients to visit 
the website and increase 
satisfaction.

• To show different costs 
comparing to other garages: 
GG vs other.

• In the documents of my car 
service, it should be included 
diagrams and comprehensive 
language for the clients.

• Make a follow up with your 
client: how the client has 
helped to the environment, 
suggestions for the car, 
reminders, and invitations to 
special events.

• Make a frequent client profile, 
maintain registrations, and 
postpone appointments.

03 Analyse your business and create your customer journey map
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How to check 
that the customer 
journey mapping is 
being fruitful?

To answer this question, we asked the testimony of Juan Carlos Alcaide, 
one of the most referenced Spanish consultants in Marketing, Customer 
Service, Loyalty and Customer Experience; supported by twenty-seven 
years of consulting experience and management training. Juan Carlos 
has developed multiple business projects in the world of training, video 
applied to advertising and consulting. He studied Sociology at the 
Complutense University and owns various postgraduate degrees in 
Marketing.

https://www.linkedin.com/in/jcalcaidecustomerexperience/

04  How to check that the customer journey mapping is being fruitful?

04



“In order to analyze the performance of a 
Customer Journey Map, it is necessary to 
make a qualitative research, so you can 
understand the customer perception, get an 
emotional analysis and incorporate research 
into the company everyday life”.

Professor, writer, speaker and consultant
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01

04

05

03

02

Transactional surveys: short questionnaires that are asked to customers to respond when 
receiving the service.

Group sessions or focus group: meetings with smaller client groups (8 to 12) focused on highly specific 
issues of the service. They can be used with own clients or of our competitors.

Customer Dashboards - Select and organize a group of customers to get regular feedback and 
their advice on issues related to the service and other matters.

Survey among new customers, declining customers, and former customers:
questionnaires to determine the following points:
A Why new customers have selected our company?
B Why are some older customers reducing their levels of operations?
C Why have they stopped doing business with our company?

Mystery shopping: an experienced researcher impersonates a customer to experience and 
evaluate the quality of service that the company offers to its users/clients.

06 Relationship reviews: regular meetings with high-level representatives of highly selected clients, 
in which the relationship company-client is deeply analyzed and evaluated, as well as the services 
they are receiving.

04  How to check that the customer journey mapping is being fruitful?
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09

10

11

08

07

Staff field reports: formal system for collecting, categorizing, and analyzing the reports produced 
by the staff, who establish a direct contact with customers. Then the results should be distributed 
throughout the organization.

Employee Surveys: Employees Who establish direct contact with customers constitute an 
important and valuable source of information with regards to the identification of those problems 
they face, as well as the satisfaction levels.

Operational measures’ system: a system that allows to capture, categorize, track, analyze and 
distribute key aspects of internal operations. These affect directly or indirectly the quality of the 
services and the value for customers generation. For example, a system based on an end-to-end 
management quality.

Comprehensive Market Research: Research formalities of the entire market in order 
to obtain a global evaluation of the company’s services. Either with own clients or the 
competitors.

Complaints and claims: management system that captures, record, categorize and follow up on 
complaints, claims and other customer communications with the business.

04  How to check that the customer journey mapping is being fruitful?
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Success 
stories

05

05 Success stories
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Over the last years we have analyzed countless customer journeys, 
the tastes they have, the hours they prefer to buy or what motivates 
them to buy. Preparing the Customer Journey Map is fundamental to 
understand the user, what they want, where and why. This allows us to 
create promotions and design products based on our client behavior.

The characteristics in our sector are the ease of purchase: a product 
that attracts and its quality and price, which is exceptional in the optics 
market. Nowadays, when people use word of mouth or when they 
receive the product and they can see how it is physically, they are 
surprised, because in our mind this type of product is translated into 
something like “the more expensive, the better “, and that is not always 
the case. These are all points of contact that we have discovered by 
analyzing the shopping experience of our clients, and this helps us to 
improve and grow day by day, indeed. 

To communicate this to our employees and training teams is essential to 
achieve good results. Doing everything possible to help a client, solve 
any query or stay close to them is very important to us

Hawkers

05 Success stories

”Our clients are very demanding, they expect 
a quick and clear attention”.

ESTHER CORBALÁN
Customer Service Manager in Hawkers

https://www.linkedin.com/in/esther-corbalán-238b99104/ 
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It is important to have a clear and well plotted Customer Journey Map 
to improve the experience of our customers. For us it is fundamental to 
know what their needs are, what aspects they value the most and the 
ones they care the less. Moreover, we also check what expectations 
have been generated in each of the interactions they do with the bank. 
This knowledge allows us to offer products and services tailored to their 
needs and expectations.

In each interaction with our clients, we try to identify the emotions. This 
allows us to recognize the interactions not satisfactory, which we call 
“Pain Points”, and those that do satisfy and even positively surprise our 
customers, the called “Gain Points”. Is then when we can focus on the 
results to improve and contribute the client’s vision around the entity’s 
processes, products or services.

It is a very visual tool composed by a series of elements that analyze 
each interaction that the client has with the bank. Besides that, it can 
be as wide as we want, and we can zoom in on a specific operation or 
a particular channel. Through the customer journey we can analyze the 
customer life value, considering all the process, the first initial contact, 
purchase, after sale service, and the renewal service. These elements are 
key to determine the customer’s experience with the bank.

Banco Sabadell

“The Customer Journey Map helps us to put 
oneself in the client’s shoes: what do they 
think and feel? what do they listen to? what do 
they see? what do they say?”

05 Success stories

EVA CASTELL
Customer Experience Specialist  

en Banco Sabadell

https://www.linkedin.com/in/evacastells
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We were aware that it was time to analyze in detail the journey that our 
clients made. The qualitative data did not help to improve their experience 
and it was necessary to also analyze their emotions. 

To prepare the Customer Journey Map for Canal de Isabel II we analyzed 
the interactions that had greater weight in the different channels. The 
interactions that were critical for the customer experience we addressed 
them, like it happened with the complaint process. In addition, we carried 
out focus groups with clients before addressing specific changes in the 
customer care processes or channels.

Consider the voice of the customer is crucial before addressing any change. 
When measuring the results, it is important to define a system of customer 
information that is able to cross and compare data and customer experience 
indicators and global business data, defining tailored dashboards depending 
on the job position and area. To this day, we can confirm that having this 
route clear has marked a before and an after in our business trajectory. It is 
important to point out that without the involvement of employees and teams, 
this transformation would not have been possible. The success of all this has 
been achieved through training courses and a strategic plan focused on the 
Customer Experience. 

Canal de Isabel II

05 Success stories

“The voice of the customer is fundamental 
before tackling the change” 

SILVIA ÁLVAREZ MORANO
Head of the Commercial Service Area 

at Canal de Isabel II 

https://www.linkedin.com/in/silvia-álvarez-a54b0691/
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Conclusion06
After reading this eBook, we hope you have a much clearer vision of what 
it is and how to implement a Customer Journey Map in your company.

Print this document and gather your team to start working on analyzing 
your business and your customers.

The customer journey map will 
help you to find out:

The relationship of your users/customers with your service/products 

The evolution of the CX while interacting with your company 

The answer to the problems encountered 

01

02

03

06 Conclusion

“The objective is to innovate and create 
values, in addition to giving reasons to 
your clients to choose you over your 
competitors”

GABI NAVARRO
CEO ICR Evolution



Find out more at

Improve your customer experience and your 
agents’ performance with ICR Evolution

www.icr-evolution.com


