
customer journey map example

What Is a Customer Journey Map Example and Why
Does It Matter?

customer journey map example serves as a powerful visual representation of
the entire experience a customer has with your brand, from their initial
awareness to their eventual loyalty, and even potential churn. It's not just
a flowchart; it's a narrative that delves into the emotions, motivations, and
pain points of your audience at every single touchpoint. Understanding these
interactions is crucial for businesses aiming to create seamless, delightful,
and ultimately more profitable customer experiences. This comprehensive
article will walk you through the intricacies of a customer journey map,
providing a clear example and detailing how you can leverage this invaluable
tool to enhance your business strategies. We'll explore what makes an
effective map, the key components to include, and how to translate this
understanding into actionable improvements across your organization.
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A robust customer journey map example is built upon several critical elements



that paint a holistic picture of the customer's interaction with your brand.
Without these foundational pieces, your map might be incomplete, leading to
missed opportunities and a skewed understanding of customer sentiment. Think
of it as building a house; you need a solid foundation, walls, a roof, and
all the interior details to make it functional and livable.

Customer Persona: The Heart of Your Map
Every great customer journey map example begins with a well-defined customer
persona. This isn't just a demographic profile; it's a semi-fictional
representation of your ideal customer based on research and data. A persona
includes their goals, motivations, pain points, demographics, behaviors, and
even their personality traits. You need to deeply understand who you're
mapping the journey for. What are they trying to achieve? What frustrates
them? What are their aspirations? Answering these questions for your persona
brings them to life and allows you to empathize with their experience.

Touchpoints: Every Interaction Counts
Touchpoints are the specific moments where a customer interacts with your
brand or its products/services. These can be online or offline, direct or
indirect. For an online shopper, touchpoints might include seeing an ad,
visiting your website, reading reviews, adding an item to their cart,
receiving an email confirmation, or interacting with customer support.
Identifying every single touchpoint is vital because each one is an
opportunity to either delight or disappoint your customer. A comprehensive
list ensures no interaction is overlooked.

Actions: What the Customer Does
This component details the specific actions a customer takes at each
touchpoint. Are they browsing products, comparing prices, filling out a form,
making a purchase, or leaving a review? Understanding these actions helps you
see the journey from the customer's perspective. It's not just about what you
want them to do, but what they actually do. Mapping these actions reveals the
flow of their engagement and where they might be encountering friction or
making decisions.

Thoughts and Feelings: The Emotional Landscape
Perhaps the most critical, yet often overlooked, element is understanding the
customer's thoughts and feelings at each stage. Are they excited, confused,
frustrated, delighted, anxious, or satisfied? This emotional layer provides
invaluable insights into their perception of your brand and their overall
experience. Positive emotions at key moments can lead to loyalty, while
negative emotions can signal a potential churn risk. This is where empathy



truly comes into play; you're trying to get inside their head and feel what
they're feeling.

Pain Points: Areas for Improvement
Pain points are the obstacles, frustrations, or negative experiences a
customer encounters along their journey. These are the moments where things
go wrong, where expectations aren't met, or where significant effort is
required. Identifying these pain points is crucial for pinpointing areas that
need immediate attention and improvement. A customer journey map example
should clearly highlight these friction points so that you can strategize on
how to alleviate them.

Opportunities: The Path to Enhancement
Once you've identified pain points, the next logical step is to brainstorm
opportunities for improvement. This involves thinking creatively about how
you can address the identified problems, enhance positive experiences, and
ultimately create a more valuable journey for your customer. Opportunities
might include simplifying a process, providing better information, offering
proactive support, or personalizing an interaction. This is where your map
transitions from a diagnostic tool to a strategic planning instrument.

Goals: What the Customer Wants to Achieve
Understanding the customer's underlying goals at each stage of their journey
is paramount. What are they trying to accomplish? Are they looking for
information, a solution to a problem, a specific product, or a particular
outcome? Aligning your brand's offerings and touchpoints with these customer
goals is fundamental to delivering a successful experience. Without clear
goals, you might be designing touchpoints that are misaligned with what your
customers truly desire.

Stages of a Typical Customer Journey Map
Example

While the specifics can vary greatly depending on your industry and business
model, most customer journey map examples can be broken down into distinct
stages. These stages represent the progression of a customer's relationship
with your brand over time. Understanding this progression allows you to
tailor your strategies and touchpoints to meet the customer's needs at each
phase. Think of it as a story arc for your customer.



Awareness Stage
This is the very beginning of the customer's journey, where they first become
aware of a problem or need, and potentially become aware of your brand as a
possible solution. They might be passively consuming content, seeing an
advertisement, or hearing about your company from a friend. At this stage,
their goal is typically to learn more about their problem and potential
solutions. Your aim here is to capture their attention and introduce them to
your brand in a relevant and helpful way.

Consideration Stage
Once a customer is aware of their need and your brand, they move into the
consideration stage. Here, they are actively researching and evaluating
different options, including your competitors. They might be reading reviews,
comparing features, visiting your website to learn more, or downloading
informational content. Their goal is to determine which solution best fits
their needs. This is a critical phase where you need to provide clear,
persuasive information that highlights your unique value proposition.

Decision Stage
In the decision stage, the customer has narrowed down their options and is
ready to make a purchase. They might be looking for final confirmation, the
best pricing, or a smooth checkout process. Their goal is to confidently
choose the best option and complete the transaction. Your focus should be on
making the purchasing process as easy and reassuring as possible, minimizing
any last-minute hesitations.

Onboarding/Purchase Stage
This stage begins immediately after the purchase and focuses on the initial
experience a customer has with your product or service. For a physical
product, it's about unboxing and setup. For a service, it might be about
initial usage and understanding the platform. The goal is to ensure the
customer has a positive and successful first interaction, setting them up for
long-term satisfaction. A confusing or difficult onboarding process can
quickly lead to regret and dissatisfaction.

Retention Stage
The retention stage is all about keeping your existing customers happy and
engaged. This involves ongoing communication, excellent customer support,
loyalty programs, and providing continued value. The customer's goal is to
continue receiving benefits from your product or service and to feel valued.
This is where customer loyalty is built, leading to repeat purchases and



positive word-of-mouth referrals. Nurturing existing relationships is often
more cost-effective than acquiring new customers.

Advocacy Stage
The ultimate goal for many businesses is to move customers into the advocacy
stage. At this point, customers are not only loyal but are actively
recommending your brand to others. They might be leaving positive reviews,
sharing their experiences on social media, or referring new customers. Their
goal is to share their positive experience and influence others. Fostering
advocacy turns your happy customers into your most powerful marketing asset.

A Practical Customer Journey Map Example: The
Online Shopper

Let's bring these concepts to life with a tangible customer journey map
example focused on "Sarah," a busy professional looking to buy a new pair of
running shoes online.

Persona: Sarah, The Active Professional
Sarah is 35 years old, works in marketing, and tries to fit in three runs a
week for stress relief and fitness. She values quality and durability but is
also price-conscious and time-poor. She often researches purchases on her
mobile phone during her commute or breaks. Her primary goal is to find
comfortable, supportive running shoes that will last, without breaking the
bank or requiring extensive research.

Awareness Stage: Sarah Needs New Shoes

Touchpoint: Old running shoes are worn out.

Action: Sarah notices her current shoes are uncomfortable and less
supportive.

Thoughts/Feelings: "These shoes are falling apart. I need to get new
ones soon before I injure myself." (Slightly Anxious, Motivated)

Pain Point: None yet, but a growing need.

Opportunity: Targeted ads for running shoes on social media or search
results.



Consideration Stage: Researching Options

Touchpoint: Searches online for "best running shoes for women."

Action: Reads blog reviews, visits multiple e-commerce sites, compares
brands and models.

Thoughts/Feelings: "There are so many options! Which one is right for my
pronation? This is taking longer than I thought." (Overwhelmed, Slightly
Frustrated)

Pain Point: Information overload, technical jargon, difficulty comparing
features across different sites.

Opportunity: Provide clear, comparison-friendly product descriptions,
educational content on shoe types, and user-generated reviews.

Touchpoint: Visits "OurBrand's" website.

Action: Browses running shoe category, filters by features, reads
product descriptions.

Thoughts/Feelings: "This site is easy to navigate. The descriptions are
helpful, but I'm still unsure about the fit." (Hopeful, Cautious)

Pain Point: Lack of a clear sizing guide or virtual try-on tool.

Opportunity: Implement a detailed sizing chart, offer a "find your fit"
quiz, or show customer photos with shoe reviews.

Decision Stage: Making the Purchase

Touchpoint: Adds chosen shoes to cart on "OurBrand's" website.

Action: Proceeds to checkout.

Thoughts/Feelings: "Okay, this looks like the right pair. I hope the
checkout is quick." (Focused, Anticipatory)

Pain Point: A lengthy or complicated checkout process, unexpected
shipping costs.

Opportunity: Streamlined checkout with minimal fields, transparent
shipping costs, guest checkout option.



Touchpoint: Receives email confirmation.

Action: Checks email for order details.

Thoughts/Feelings: "Good, I got the confirmation. Now I just have to
wait." (Relieved, Expectant)

Pain Point: Vague or uninformative confirmation email.

Opportunity: A branded, detailed confirmation email with expected
delivery date and tracking link.

Onboarding/Purchase Stage: Receiving the Shoes

Touchpoint: Receives the package.

Action: Unboxes the shoes, tries them on.

Thoughts/Feelings: "They fit perfectly! They feel so light and
supportive. Exactly what I was hoping for!" (Delighted, Satisfied)

Pain Point: Damaged packaging, incorrect size, or shoes don't match the
description.

Opportunity: Beautiful, protective packaging; clear instructions on how
to care for the shoes; a thank-you note.

Retention Stage: Ongoing Engagement

Touchpoint: Receives follow-up email from "OurBrand."

Action: Reads email about shoe care and related products.

Thoughts/Feelings: "That's helpful information. Maybe I'll check out
their running socks too." (Engaged, Considering)

Pain Point: Generic marketing emails that aren't relevant.

Opportunity: Personalized emails based on purchase history, loyalty
program updates, relevant content like training tips.



Advocacy Stage: Sharing the Experience

Touchpoint: Post on social media about new shoes.

Action: Shares a positive photo and caption tagging "OurBrand."

Thoughts/Feelings: "Loving my new shoes from [OurBrand]! So comfortable
for my morning run. running newkicks" (Enthusiastic, Generous)

Pain Point: No incentive or recognition for advocacy.

Opportunity: Encourage reviews, offer referral bonuses, feature customer
content on your social media.

Benefits of Using a Customer Journey Map
Example

Implementing a customer journey map example is far from a mere academic
exercise; it's a strategic imperative that yields tangible benefits for
businesses of all sizes. By stepping into your customers' shoes, you unlock a
deeper understanding that translates directly into improved performance and
stronger customer relationships. Think of it as gaining X-ray vision into
your customer's world.

Enhanced Customer Experience
This is the most direct and impactful benefit. By identifying and addressing
pain points, you can streamline processes, reduce friction, and create a more
intuitive and enjoyable experience at every touchpoint. A seamless journey
leads to happier customers who are more likely to return and recommend your
brand.

Improved Customer Retention
When customers feel understood and well-cared for, they are less likely to
seek alternatives. A customer journey map helps you identify opportunities to
build loyalty, foster strong relationships, and reduce churn. It allows you
to proactively address potential issues before they lead to dissatisfaction
and a lost customer.



Increased Sales and Revenue
A positive customer experience directly correlates with increased sales. By
optimizing the path to purchase and ensuring customer satisfaction, you
reduce cart abandonment, encourage repeat purchases, and drive higher average
order values. Loyal customers are also more receptive to upselling and cross-
selling opportunities.

Better Product and Service Development
Your customer journey map can highlight unmet needs or areas where your
current offerings fall short. This valuable feedback can inform product
development and service improvements, ensuring you are creating solutions
that genuinely resonate with your target audience. It prevents you from
building features nobody wants.

More Effective Marketing and Communication
Understanding where your customers are in their journey allows you to deliver
the right message, at the right time, through the right channel. This
personalization makes your marketing efforts more relevant and impactful,
leading to higher conversion rates and a better return on your marketing
investment. No more shouting into the void.

Alignment Across Departments
A customer journey map provides a shared vision of the customer experience
for all departments, from marketing and sales to customer service and product
development. This shared understanding breaks down silos and fosters
collaboration, ensuring everyone is working towards the common goal of
customer satisfaction.

Identification of New Opportunities
By meticulously mapping out the customer's path, you can uncover unforeseen
needs, emerging trends, and innovative ways to engage your audience. This can
lead to new service offerings, marketing campaigns, or business strategies
that differentiate you from the competition.

How to Create Your Own Customer Journey Map
Example

Creating a customer journey map isn't a dark art; it's a structured process



that requires research, collaboration, and empathy. While it might seem
daunting at first, breaking it down into actionable steps makes it manageable
and incredibly rewarding. Let's get started on building your own roadmap to
customer understanding.

Step 1: Define Your Goals and Scope
Before you begin, ask yourself: what do you want to achieve with this
customer journey map? Are you trying to improve a specific stage, understand
a new customer segment, or gain a holistic view of the entire experience?
Clearly define the scope of your map – which persona are you focusing on, and
which specific journey are you mapping? This clarity will guide your research
and prevent you from getting lost in irrelevant details.

Step 2: Identify and Understand Your Customer
Personas
If you don't have customer personas, now is the time to create them. Conduct
thorough market research, analyze your existing customer data, and interview
customers to build detailed, data-driven personas. Understand their
demographics, motivations, pain points, goals, and preferred communication
channels. Remember, the more accurate your persona, the more insightful your
map will be.

Step 3: List All Customer Touchpoints
Brainstorm every single point of interaction a customer might have with your
brand. Think broadly – this includes everything from seeing your ad on social
media, visiting your website, calling customer service, receiving an email,
to even encountering your product in a store or through word-of-mouth.
Categorize them by stage of the journey (awareness, consideration, etc.) to
maintain structure.

Step 4: Map Out Customer Actions, Thoughts, and
Feelings
For each touchpoint, detail what the customer is doing, thinking, and
feeling. This is where empathy is key. Put yourself in their shoes. What
questions are they asking? What emotions are they experiencing? Are they
excited, confused, frustrated, or satisfied? Use quotes from customer
feedback, surveys, or interviews to add authenticity.



Step 5: Identify Pain Points and Opportunities
Review your mapped actions, thoughts, and feelings to pinpoint specific pain
points – the moments of friction, frustration, or unmet expectations. Then,
brainstorm solutions and opportunities to address these pain points and
enhance the positive aspects of the journey. Think creatively about how you
can improve the experience at each stage.

Step 6: Visualize Your Map
Once you have gathered all the information, it's time to visualize your
customer journey map. You can use various tools, from simple spreadsheets and
whiteboards to specialized journey mapping software. The visual format should
be clear, easy to understand, and engaging. Consider using color-coding to
highlight emotions or pain points.

Step 7: Validate and Iterate
Your customer journey map is not a static document; it's a living, breathing
tool. Share it with your team, gather feedback, and validate your assumptions
with real customer data. As your customers' needs and behaviors evolve, so
too should your map. Regularly review and update it to ensure it remains
relevant and actionable.

Common Pitfalls to Avoid When Developing a
Customer Journey Map Example

Even with the best intentions, developing a customer journey map can
sometimes lead you down the wrong path if you're not aware of common
mistakes. Avoiding these pitfalls will ensure your efforts are productive and
lead to truly actionable insights, rather than just a pretty picture.

Creating a Map Based on Assumptions, Not Data
One of the biggest mistakes is to create a map based solely on what you think
your customers do or feel, rather than what they actually do and feel. Rely
on hard data from surveys, analytics, customer interviews, and feedback to
build an accurate representation. Your assumptions are a starting point, not
the destination.



Focusing Only on the "Happy Path"
It's easy to focus on the ideal customer journey, but this overlooks crucial
areas where things go wrong. You need to map the "unhappy path" too – the
moments of frustration, error, and dissatisfaction – as these are often the
most critical opportunities for improvement.

Making it Too Complicated or Too Simplistic
A map that is overly detailed can be overwhelming and difficult to use.
Conversely, a map that is too simplistic may not capture the nuances of the
customer experience. Strive for a balance that provides enough detail to be
insightful without being unmanageable.

Not Involving the Right People
Customer journey mapping should be a cross-functional effort. If only one
department creates the map, it's likely to be biased and incomplete. Involve
representatives from sales, marketing, customer service, product, and even
design to get a comprehensive perspective.

Failing to Act on the Insights
The most significant pitfall is creating a beautiful customer journey map
that then sits on a shelf, gathering dust. The real value comes from using
the insights to drive tangible changes in your products, services, and
processes. If you don't plan to act, don't bother mapping.

Ignoring the Emotional Component
While touchpoints and actions are important, the emotional journey of the
customer is paramount. Failing to capture their feelings, frustrations, and
delights means you're missing a huge piece of the puzzle. Empathy is your
most powerful tool here.

Not Defining the Persona Clearly
A generic map for "all customers" is rarely effective. You need to map the
journey for specific, well-defined customer personas. If your personas are
vague or non-existent, your map will lack focus and actionable insights.



The Evolving Nature of the Customer Journey Map
Example

In today's dynamic business landscape, the customer journey is not a static
entity; it's a fluid, ever-changing experience. As technology advances and
customer expectations shift, so too must our approach to mapping and
understanding these journeys. The traditional, linear customer journey map
example is becoming less of a straight line and more of a complex web,
reflecting the omnichannel nature of modern interactions. Businesses that
fail to adapt risk creating maps that quickly become obsolete, leading to
misaligned strategies and missed opportunities.

The rise of artificial intelligence and machine learning is already beginning
to influence how we gather and analyze customer data, allowing for more
personalized and predictive journey mapping. Furthermore, the increasing
importance of ethical data usage and customer privacy means that future
journey maps will need to be created with transparency and consent at their
core. Staying agile and continuously iterating on your customer journey map
is not just good practice; it's essential for long-term success in a world
where customer understanding is the ultimate competitive advantage.

FAQ

Q: What is the primary purpose of a customer journey
map example?
A: The primary purpose of a customer journey map example is to visualize and
understand the complete experience a customer has with a brand, from initial
awareness through to post-purchase engagement, identifying pain points and
opportunities for improvement to enhance customer satisfaction and loyalty.

Q: Who should be involved in creating a customer
journey map example?
A: Creating a customer journey map example should be a collaborative effort
involving representatives from various departments that interact with
customers, such as marketing, sales, customer service, product development,
and even design, to ensure a holistic and accurate perspective.

Q: How often should a customer journey map example
be updated?
A: A customer journey map example should be updated regularly, ideally at
least annually or whenever there are significant changes in customer
behavior, market trends, or your company's products and services, as it is a
living document.



Q: Can a customer journey map example be used for
B2B businesses as well as B2C?
A: Absolutely. While the touchpoints and specific stages might differ, the
core principles of mapping customer interactions, understanding their needs,
and identifying pain points are equally applicable and valuable for B2B
businesses looking to improve their client relationships and sales cycles.

Q: What are the key differences between a customer
journey map and a user journey map?
A: While similar, a customer journey map typically focuses on the entire
relationship and emotional experience a customer has with a brand or product,
including pre-purchase and post-purchase phases. A user journey map is often
more specific, focusing on how a user interacts with a particular product or
interface to achieve a specific task.

Q: How does a customer journey map example help
improve marketing efforts?
A: A customer journey map example helps marketers by identifying key
touchpoints and customer motivations at each stage, allowing for more
targeted messaging, personalized campaigns, and optimized channel selection,
leading to higher engagement and conversion rates.

Q: What is the role of "pain points" in a customer
journey map example?
A: Pain points represent the challenges, frustrations, or negative
experiences customers encounter during their journey. Identifying these is
crucial because it highlights areas where the business needs to intervene and
improve the customer experience to prevent dissatisfaction and potential
churn.

Q: Can I create a customer journey map example
without specialized software?
A: Yes, you can create a customer journey map example using a variety of
tools, including whiteboards, sticky notes, spreadsheets, or even
presentation software like PowerPoint or Google Slides. The key is clear
organization and visualization of the information, not necessarily the
software used.
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