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Pain Point-Free Customer Experience Journey

Module I 

• Introduction to Experience 
Economy

• Customer Journey
• Experience Clues
• Customer Oriented-Failure 

Prevention



Customer Journey – Experience based view on B2C relationship

Treanor, T. (2019, August 24). How to Create a Customer Journey Map to 
Optimize Your Campaigns. Retrieved September 17, 2020, from 
https://www.brandknewmag.com/how-to-create-a-customer-journey-map-
to-optimize-your-campaigns/



Customer Journey
The concept of Customer Journey

Customer journey approach uses

experience-based view on customer

perspective while interacting with

business. The objective of using such an

approach is to get customer perspective

and shape own business in accordance

with customers experiences. It should

lead to increase satisfaction, identifying

weak points and optimization of customer

service.

A customer journey map is a data-

driven visualization of how the majority of

customers move through the buying process.

The key feature of the approach is to identify

all the interactions between business and

customers.



Customer Journey
Changes in consumer behavior

The Increasing
importance of research 

and info experience
sharing

Zasuń, M. (n.d.). Customer Journey - Why is it worth 
mapping? Retrieved September 3, 2020, from 
https://www.bluerank.pl/downloads/customer-journey.pdf



The sequence could include three types of experiences:

• A spreadsheet or flowchart is the most simple way to lay out the 
data. It’s a good way to organize you get visual.

• A chart can include some design elements to keep it visually 
compelling while still getting across plenty of data.

• An infographic seeks to engage with the data in an rendering that’s 
easily digestible, distilling the journey down to its most crucial 
touchpoints.

Zasuń, M. (n.d.). Customer Journey - Why is it worth 
mapping? Retrieved September 3, 2020, from 
https://www.bluerank.pl/downloads/customer-journey.pdf

Possible variants of Customer Journey Mapping (CJM)



Source of Image:

https://cdn.productplan.com/wp-content/uploads/2017/02/productplan-journey-map.png

Content, 

Perception,

Opportunities

Flowchart CJM

Stages of Customer Journey



Source of Image:

https://cdn.productplan.com/wp-content/uploads/2017/02/productplan-journey-map.png

Chart CJM



Infographic 

CJM



Customer Journey
Steps in developing CJM: Why do we need improvement?

Zasuń, M. (n.d.). Customer Journey - Why is it worth 
mapping? Retrieved September 3, 2020, from 
https://www.bluerank.pl/downloads/customer-journey.pdf

Strategy
Why?

Process
What?

People
Who?

Measurement
Does it work?

Implementation
When?

Technology
How?

Customer 
Journey Map



Customer Journey
Steps in developing CJM: Why do we need improvement?

Zasuń, M. (n.d.). Customer Journey - Why is it worth 
mapping? Retrieved September 3, 2020, from 
https://www.bluerank.pl/downloads/customer-journey.pdf

Strategy
Why?

Process
What?

People
Who?

Measurement
Does it work?

Implementation
When?

Technology
How?

Customer 
Journey Map

Designing customer 
service in a way to
use positively all 

the contact points



Touchpoint:

W. (n.d.). Customer Journey Mapping. Retrieved September 3, 
2020, from https://www.thinkcx.co.uk/services/customerjourney/



Customers are increasingly 

choosing products and services 

based on the quality of the 

experience they have with them.

Advances in technology and changes in customer expectations 

are placing more emphasis on the interconnectedness of channels 

and touchpoints that support customers attempting to satisfy their 

goals and needs. 

Smart organizations have realized a lack of interconnectedness is 

a major competitive.

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf



An experience map is a strategic tool for capturing and 

presenting key insights into the complex customer interactions that 

occur across experiences with a product, service, or ecosystem.

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

At the heart of an experience map lies the customer journey 

model, an archetypal journey created from an aggregate of all 

customers going from point A to point B as they attempt to 

achieve a goal or satisfy a need.

The Value of Experience Mapping



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

Touchpoint

A point of interaction between a 

person and any agent of artifact of an 

organization. These interactions take 

place at a certain point in time, in a 

certain context, and with the intention 

of meeting a specific customer need.

Channel

A medium of interaction with customers 

or users. Print, the web, mobile, voice 

calls, and brick and mortar locations are 

all common channels for reaching out 

to and interacting with customers. A 

channel defines the opportunities or 

constraints of a touchpoint.

Some Key Definitions



Classification of touch points 

Lemon, K. N., & Verhoef, P. C. (2016). Understanding 

customer experience throughout the customer 

journey. Journal of marketing, 80(6), 69-96.

Brand-owned

designed and managed by 
the firm and under the firm’s 

control

Partner-owned

jointly designed, managed, 
or controlled by the firm and 
one or more of its partners. 

Customer-owned

the firm, its partners, or 
others do not influence or 

control

Social/external 

recognize the important 
roles of others in the 
customer experience

Touch Points 



Process Model for Customer Journey and Experience

Post-purchase 
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Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience 

throughout the customer journey. Journal of marketing, 80(6), 69-96.



Uncover 

the Truth

Study customer 

behavior and 

interactions across 

channels and 

touchpoints.

Chart the 

Course

Collaboratively 

synthesize key 

insights into a journey 

model

Tell the 

Story

Visualize a compelling 

story that creates 

empathy and 

understanding

Use Your Map

Follow the map to 

new ideas and better 

customer experiences

Experience Mapping: Procedure

The Activity The Artifact

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf



Step 1: Uncover the Truth

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

For early stage discovery, call center logs, customer satisfaction surveys,

or existing personas could be excellent resources. 

“Leverage your existing research and subject matter experts, but never rely on

just one data source. center logs, customer satisfaction surveys, or existing 

personas could be excellent resources. 

In order for others to buy into the story your map tell, they need to know it’s an

authentic story built from strong insights based on real data.

As you collect your data, don’t expect it to be organized.”

Toi Valentine –
Experience Designer, Adaptive Path



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

• What actions are customers taking 

to meet their needs?

• What are their key behaviors?

Doing

• How do people frame and 

evaluate their experience?

• What do they expect?

Thinking

• What emotions do people have 

along their journey?

• What are the highs? The low?

Feeling



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

Example



Goulbourne, C. (2019, July 25). How empathy mapping can be used to 

help generate ideas for your business. Retrieved September 13, 2020, 

from https://obaninternational.com/blog/empathy-mapping/

Empathy Map



Goulbourne, C. (2019, July 25). How empathy mapping can be used to 

help generate ideas for your business. Retrieved September 13, 2020, 

from https://obaninternational.com/blog/empathy-mapping/

Example of 

a filled-in empathy map 

for a fragrance brand



Step 2: Chart the Course

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

The Anatomy of an Experience Map…

1. The lens is an overriding filter through which you view the journey, such 

as a persona, more general experience principles, or a value proposition.

2. The customer journey model depicts the range of interactions

customers have across channels, touchpoints, time, and space in pursuit of 

satisfying one or more needs.

3. The takeaways summarize key findings from the experience mapping 

process.

Chris Risdon –

Design Director, Adaptive Path



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San Francisco, 

CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_Paths_G

uide_to_Experience_Mapping.pdf

Chambers, L. (2012, November 18). Rail Europe Experience Map. 

Retrieved September 13, 2020, from https://uxmastery.com/ux-marks-the-

spot-mapping-the-user-experience/experiencemap/



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

1. Set the context

2. Organize yourselves

3. Deconstruct

4. Stage

5. Construct

6. Shape

Facilitating 

A Successful Workshop



Step 3: Tell the Story

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

“Design for Impact”

Like any good story, there’s 

a beginning, a middle, and 

an end.



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

A good experience map has a lot in common with a

good poster. What make a good poster is Hierarchy.

A way to determine the right hierarchy is 

to consider what would stand out
when viewed from different distance and 

for different lengths of time. 

What would stand out after one quick glance? 

After one minute? After ten minutes? What should 

stand out from across a room, and what is OK to 

be discovered after closer inspection?

Iran Nages & Amber Reed–

Visual Interaction Designers, Adaptive Path
Source of Image:

https://www.mycustomer.com/customer-experience/engagement/nine-sample-customer-journey-maps-and-what-we-

can-learn-from-them



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

How to reach a compelling visual story?

1. Have a point of view

2. Consider your audience

3. Design for impact

Iran Nages & Amber Reed–

Visual Interaction Designers, Adaptive Path

“Your goal is to craft a communication piece that can stand out on its own, inspire a new 

ideas, and have longevity as a strategy and design. In the end, every map is unique.”



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

Sketching Your Story



Sim, Y. (2018, October 28). Are you getting the RIGHT Starbucks Experience? 

— Redesigning the Starbucks Singapore App. Retrieved September 15, 2020, 

from https://medium.com/nyc-design/are-you-getting-the-right-starbucks-

experience-redesigning-the-starbucks-singapore-app-2cd07e1ff53d

Sample



Source of Image:

https://www.mycustomer.com/sites/default/files/smartcitiesjourney-map.png

Sample



Source of Image:

http://www.cw-ux.com/other-projects/

Sample



Step 4: Use Your Map

A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

“It’s a catalyst,

Not a conclusion”

Make your map visible to the

whole organization



A. (2013). Adaptive Path's Guide to Experience Mapping [Pdf]. San 

Francisco, CA: Adaptive Path. Retrieved September 29, 2020, from 

https://adaptivepath.s3.amazonaws.com/apguide/download/Adaptive_P

aths_Guide_to_Experience_Mapping.pdf

Insights to Action

Here are three examples of how an experience map 

can be put into practice.

1. Issue/Opportunity Identification and Prioritization

2. Experience Storyboards

3. Future Experience Mapping

We often invent new, just-

in-time approaches to 

meet the unique strategic 

objectives of our clients or 

to work within the 

constraints of time and 

budget on an initiative.



Action Plan should refer to all the 

touchpoints with possible improvements to 

be introduced. 

It could be focused on removing or mitigating 

pain points as well as boosting success 

points. 

Action Plan should be organized in form of 

strategy that aim at complex improvement of 

customer journey and transforming customer 

experiences into desired value and revenue 

stream for the company
Zasuń, M. (n.d.). Customer Journey - Why is it worth 
mapping? Retrieved September 3, 2020, from 
https://www.bluerank.pl/downloads/customer-journey.pdf

Action Plan



Analysing customer journey and its experiences and introducing action 

plan to improve it could not be so successful as expected. 

Therefore, its implementation should be closely associated with 

evaluation of the results and verification of actions. 

In fact, first map is a hypothetical one, and if well introduced, should lead 

to create the true one and to improve customer experience.

Zasuń, M. (n.d.). Customer Journey - Why is it worth 
mapping? Retrieved September 3, 2020, from 
https://www.bluerank.pl/downloads/customer-journey.pdf

Testing and Updating



Measuring Progress

The status and Customer Experience level 

could be measured with Net Promoter 

Score (NPS). 

It is a simplest measure of customer 

loyality and the quiality of relationship. 

Changes in NPS in a long-term show the 

efficiency and quality of business  activities 

towards improving customer experience 

and satisfaction. The higher the NPS value the more 

customers are willing to recommend 

company’s offer
Zasuń, M. (n.d.). Customer Journey - Why is it worth 
mapping? Retrieved September 3, 2020, from 
https://www.bluerank.pl/downloads/customer-journey.pdf
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