
“X” marks the customer: 

Six customer journey mapping 
best practices

If accountability for improving your organization’s  
customer experience (CX) falls on your shoulders,  
you know the challenges firsthand.    
In a recent study by the CMO Council, only 16% of marketers 
say they feel their organization is delivering on brand promises. 
Meanwhile, only five percent believe they have mastered the 
ability to predict the customer journey and truly understand 
which of their CX initiatives are deriving value.1

How can you overcome the key 
challenges? Clearly, getting to 
grips with customer behaviors, 
motivations and goals across 
all touchpoints — both digital 
and physical — is key. 

To this end, many now rely on 
customer journey mapping to 
provide the deeper insights 
needed to improve their  
overall CX.
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“63% of CX pros said that their firm  
maps its customer experiences.”

—Costa and Brink-Quintanilha, Forrester
2
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What’s the value  
of a customer  
journey map?

?
A customer journey map should be 
completely unique to your organization and 
the buyers you hope to appeal to. The goal 
is to identify who your buyers are and then 
measure and monitor their overall experience. 
However, the most important aspect of 
your journey map is your touchpoints - the 
moments in time when you engage with your 
customers, which drive their overarching 
perception of your business and, if properly 
leveraged, can provide the foundation for 
holistic and sustainable CX initiatives.

A customer journey map is a tool that 
helps you improve your customer 
experience by breaking down your 
interactions with your customers to 
specific points in the buying cycle and 
beyond — from when you initially create 
awareness of your value to when they 
actively seek to research your brand, 
select one of your products or services, 

make a purchase and ultimately 
become advocates of your brand. This 
allows you to understand how your 
customers perceive you at every step 
of their journey, which in turn helps you 
to identify opportunities for optimizing 
and creating greater consistency 
across your customer experience.
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“In reality, this bleak picture is really a 
statement about the next big leap in 
marketing. We have to stop thinking 
about customer experience as a loosely 
connected tapestry made up of random acts 
of marketing... and think of the customer 
experience across every touch point.”

—Liz Miller, Senior VP of Marketing, The CMO Council3
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Just as no two customer journey maps are  
the same, not all CX professionals should use 
the same methods to create, optimize and 
derive value from these maps.

Six customer journey mapping  
best practices
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Create  
customer personas

1

By evaluating how different types 
of customers interact with your 
organization from touchpoint to 
touchpoint, you gain a more thorough 
understanding from a demographic 
perspective of the types of people who 
typically engage with you — along with 
their values, behaviors and motivations. 

This information is at the crux of 
identifying and defining different 
buyer personas, which represent who 
your customers are in relation to your 
product — their reflections, experience, 
and expectations.2 

These personas can then be ‘projected’ 
across all potential customer touchpoints and 
mapped to specific tasks to help you provide 
a more memorable and engaging customer 
experience. 
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1. Find customers to interview

Collaborate with other teams internally 
to cherry pick a group of customers 
who might be willing to participate 
in a casual interview. The optimal 
number of interviewees will depend on 
the nature and size of your business, 
although best practice is to gather as 
much information as possible from a 
broad range of your customer base.

2. Channel your inner journalist

Record your interviews and ask probing 
questions about motivations, emotions, 
purpose, and goals as customers travel 
through your customer journey. 

3. Search for trends and themes

Go through your interviews and collect 
phrases, quotes and details that reveal 
patterns and buyer types.

4. Rank results in favor of  
    buyer needs

Use your data to craft compelling 
brand messages, sales tools, and 
customer service materials in order of 
importance for each type of buyer.

5. Maintain your CX edge

Use your findings to implement 
necessary changes across your 
multichannel experiences and offer a 
personalized journey for each buyer 
persona.

Personas (continued)

Typically, the process of creating a persona requires six to 
eight weeks,4 and consists of the following five steps:
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Develop a customer 
research protocol

2
While this process can take between three 
to eight weeks to complete2, the resulting 
blueprint will enable key stakeholders 
to effectively collaborate with customer 
experience-focused teams and create an 
essential CX foundation on which to build.

A customer research protocol is the 
first draft of your map and a basis from 
which to work from. Here, you can 
outline your initial findings in terms 
of target customers and their desired 
journey to purchase. By breaking 

down these insights by touchpoint, 
this report reveals what type(s) of 
customer journey map(s) you should 
build — saving you time and resources 
down the road. 
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Baseline with intensive 
qualitative research 

3

To create a highly customized, 
personalized and informed customer 
journey map, CX experts commonly 
recommend what they call the “purist” 
approach.2 This relies on collecting 
and analyzing customer feedback 
prior to creating the initial map. 
Typically, this process includes focus 
groups, interviews, diary studies and 

organizing activities guided by a 
trained moderator whose impartiality 
can provoke more candid feedback. 
The information collected can be used 
to identify moments of truth and pain 
points along the journey, enabling you to 
build a more empathetic, personalized 
and realistic understanding of what 
your customers truly desire.

“Almost 78 percent of digital natives now 
expect a personalized web experience.” 

—Stuart Rogers, Venturebeat3
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Co-create  
with customers

4

Collaborating directly with customers 
can be a big challenge; however, if done 
effectively, this co-creation approach2 
can deliver the highly valuable and 
contextual feedback necessary for a 
successful journey map. The onus falls 
on you to plan and organize these 
collaborations, which could be as simple 
as a one-day workshop or as complex 

as an ongoing, multi-city project. 
Duties might include everything from 
recruiting the right customers, to 
training employees on how to collect 
and measure the insights gained. Yet, 
by collaborating with customers in this 
way, organizations can uncover pain 
points or moments of truth that might 
have otherwise been overlooked.

Collect customer journey mapping insights by asking:

Interview Cheat Sheet

• What prompted your  
search for a new product  
(or service)?

• Did you have anything 
specific in mind before 
starting your search?  
Any specific criteria?

• Were you able to  
accomplish your goals?

• Did you consider any other 
vendors or products?

• Who did you decide  
to purchase from?  
Why, or why not?

• Once you were on our  
site, what was the most 
important goal you hoped  
to accomplish?

• Did any experiences stand 
out during your buying 
process? How did you feel?

• Did you perceive any 
risk in your purchase 
decision? If so, how did 
you overcome it?
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Hold internal 
stakeholder workshops 

5

Also known as the ‘hypothesis-first 
method’,2 this approach calls for a 
one-day internal workshop focusing 
on cross-functional collaboration 
between key groups from across all 

of your customer facing functions. It 
works best when teams can openly 
communicate their ideas and work 
together to achieve a common goal.

To ensure a successful workshop,  
expectations should be set early that  
that the goal is to build empathy with  
your customers and to identify any 
commonly-held internal CX assumptions.
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Triage your 
CX pain points 

6

For those seeking to take action on 
immediate CX issues in 90 days or less, 
the ‘quick-fire approach’2 is a faster, 
more specific method that turns your 
basic customer journey map into a tool 
for organizational improvement. Similar 
to the ‘hypothesis-first approach’, this 
method focuses on identifying the 
biggest issues impacting your customer 
experience. Key stakeholders typically 
begin this process by outlining an 

“assumed” journey map. From there, 
teams rank each moment of truth or 
problem area in terms of importance. 
Rapid brainstorming sessions then 
generate solutions, which are ranked 
in terms of feasibility. Once all involved 
have agreed on a specific plan of action, 
you can generate a basic customer 
journey map that can be assessed 
‘on the go’ through A/B, multivariate 
testing or direct customer feedback. 

“In some cases, the results from A/B or 
multivariate tests or feedback from online 
communities and forums can serve as  
proof points of CX success.” 

—Costa and Brink-Quintanilha, Forrester2
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What resources 
are required? 

?

The major obstacle most organizations 
face when creating and maintaining 
their customer journey maps is lack 
of resource.3 To carry out this task 
effectively, many organizations are 
either forced to take on additional staff 
— such as user experience designers, 
persona creation specialists, and 
mapping tool vendors — or hire outside 
agencies.2 

Each map could take anywhere from 
a few weeks to several months to 
complete and continue to be effective 
for a number of years, if properly 
maintained.4 Ultimately, however, 
your customers themselves are the 
true judges of the effectiveness of a 
journey map.

You should therefore continuously collect 
customer feedback and consistently take 
action on the insights provided to ensure 
journey maps continue to deliver added value.
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Use real-time  
Voice of Customer to 
inform your customer 

journey mapping 

!

While the six best practices highlighted 
here can help you to build an effective 
customer journey map, incorporating 
your Voice of Customer into your 
analysis and taking action on this can 
elevate it to the next level.

To provide an enriching CX with limited 
resource as the number of channels 
available to your customers continues 
to rise, you need to turn each touchpoint 
throughout the journey into a listening 

post that captures critical customer-
specific information. An effective Voice 
of Customer (VoC) program provides 
the insight to not only improve the 
accuracy of the research and design 
aspect of your mapping process, but 
also makes maintaining and updating 
your customer journey maps over time 
easier. The result is a far more dynamic 
and agile approach across multiple 
channels in real-time.4

“Only five percent of marketers say they have 
mastered the ability to adapt and predict the 
customer journey and truly understand which 
actions will derive maximum value.” 

—Stewart Rogers, VentureBeat3
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By actively listening to customers, 
encouraging them to be a part of the 
process and then taking action on what 
they tell you, you increase loyalty and 
advocacy while continuously fine-tuning 
the customer experience you offer to 
ensure it reflects what your customers 
want.4 Furthermore, an effective VoC 
strategy enables you to troubleshoot 
problems, understand trends, pinpoint 
solutions and share discoveries across 

OpinionLab is a high-growth SaaS 
provider of continuous Voice of Customer 
engagement solutions that drive smarter 
and faster business decisions and help 
build customer centered cultures.

The world’s largest brands trust 
OpinionLab to optimize customer 
experience and drive omnichannel 
engagement. 

Find out more at opinionlab.com
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the organization without workshops, 
emails, or focus groups. In other words, 
it can save time, money, resources and 
energy, all while making customers 
feel truly heard and appreciated across 
every channel and touchpoint. 

To find out how an effective VoC program 
enables you to continuously inform 
and optimize your customer journey 
mapping process, visit opinionlab.com.

“31% of marketers say they are able to provide 
better customer experiences largely due to 
customer intelligence data.” 

—Stewart Rogers, VentureBeat3
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