
MAKING CUSTOMER 
JOURNEY MAPPING EASIER

Alex Mead

AND WHEN SHOULD WE NOT 
CUSTOMER JOURNEY MAP AT ALL….



TOO MANY CUSTOMER JOURNEY MAPS ASSUME ALL 

CUSTOMERS UNDERGO SIMILAR JOURNEYS & HAVE  

SIMILAR PREFERENCES & NEEDS..

4 out of 5 brands claim to have a 

holistic understanding of key customer 

segments, yet just 22% of customers 

feel understood by brands.



WHAT IS CUSTOMER JOURNEY 
MAPPING AND WHY DOES IT MATTER?

• The creation of customer journey maps allows companies 
to observe how consumers feel about brand touchpoints. 
This prevents potential difficulties ahead of time, leads to 
improved customer retention and improved business 
decisions.

• Who are your customers? Do you know their wants? 
Motivations and pain points? And can you explain why 
they choose you over the competition?

Expert opinion says…
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THERE ARE MULTIPLE SCENARIOS WITHIN & BETWEEN THESE   

5 STAGES THAT MAKE THIS SIMPLISTIC VIEW SIMPLY 

IMPRACTICAL IN THE REAL WORLD.

WHAT’S WRONG WITH THIS APPROACH ?



2 - IN THIS JOURNEY MAP THERE IS NO CONSIDERATION 

GIVEN FOR CUSTOMER SITUATION, CONTEXT, PREFERENCE, 

EMOTIONAL STATE ETC…

1 - WITHIN EACH STAGE THERE ARE ALMOST 

UNQUANTIFIABLE ALTERNATIVE PATHS WHICH IT’S 

IMPOSSIBLE TO CAPTURE IN A JOURNEY MAP…

WHAT’S WRONG WITH THIS APPROACH ?

WHAT’S WRONG WITH THIS APPROACH ?



1 - CONSIDER ALL YOUR CUSTOMER PERSONA TYPES

2 - CONSIDER ALL POTENTIAL SITUATIONS & CUSTOMER NEEDS

3 – CONSIDER THE DIFFERENT CONTEXTS FOR EACH SITUATION & PERSONA

4 - CONSIDER THE PERFECT CUSTOMER JOURNEY FOR EACH

5 – ASSESS THE GAPS FOR ALL COMBINATIONS OF THE ABOVE

SO, WHAT SHOULD WE DO ??

PERSONAS

SITUATIONS



A MOTHER AT AN AIRPORT WITH CHILDREN WITH A 

MISSING SUITCASE CONTAINING A WEDDING DRESS & 

BRIDESMAIDS OUTFITS v A SINGLE TRAVELLER’S HOLIDAY 

OUTFIT….



A DELAYED FLIGHT FOR A SENIOR EXECUTIVE WITH A VITAL 

BUSINESS PRESENTATION v A CONFERENCE DELEGATE 

GOING TO A 4 DAY EVENT FOR NETWORKING…



LEADING GLOBAL AIRLINE GROUP

BA Headlines

Call Centres Specification Review
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Facts & Figures

✓9.5m calls received annually 

✓€ 430m revenue from 13% of calls

✓60% in house, remainder outsourced

✓ In house locations are in HKG, NCL, MAN, JNB, BRE, BTS, DEL

✓Using 18 languages(ES, EN, DE, FR, IT, PT, CN, SE, GR, NL…)

Insights

✓32% of UK callers did not get their call answered *

✓High levels of abandoned calls (customers give up waiting).

✓High levels of low value customer service query & failure calls.

✓Missed opportunities to sell or retain for many sales enquiries.

✓Poor availability of digital and self-service channels.

✓Poor levels of personalisation of customer contact journeys relevant to 

status and / or situation.

✓ Inconsistent responses to ongoing customer complaints.

Source: 2014 Data provided by OpCos to Commercial Dashboard

* BA NGCC Business Case papers prepared in Q3/Q4 2014.
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A DELAYED FLIGHT FOR AN EXECUTIVE WITH A VITAL 

BUSINESS PRESENTATION v A CONFERENCE DELEGATE 

GOING TO A 4 DAY EVENT

NOW CONSIDER EACH OF THESE SITUATIONS AGAINST A 

PERSONA AND THE SITUATIONAL CONTEXT.

A MOTHER AT AN AIRPORT WITH CHILDREN WITH A 

MISSING SUITCASE CONTAINING A WEDDING DRESS & 

BRIDESMAIDS OUTFITS v A SINGLE TRAVELLER’S HOLIDAY 

OUTFIT….



CHECK CURRENT STATE AGAINST YOUR CX VISION

47

• Charlotte returned to the homepage and located the ‘help and contacts’ 
link at the bottom of the page 

• On selecting ‘customer relations enquiries’ Charlotte was 
presented with 16 options 

• Selected the top option ‘make a booking, check flight prices…’

• After dialling the number Charlotte reached a recorded message stating 
calls may be recorded for training purposes before IVR options: 

– Change booking = 1

– Availability/ Prices/ Make booking = 2

– Anything else = 3

• Further IVR options after selecting option 2

– Caribbean = 1

– Mauritius = 2

– Dubai = 3

– Other = 4 

• Charlotte selected option 4 and reached an engaged tone

“I am planning a trip to America and looking for a good deal”  
- Phone call Monday 12 Jan 16.03pm, 2 minutes  (0844 493 0787)

Customer Journey Shopping
Draft
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CHECK CURRENT STATE AGAINST YOUR CX VISION
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• Charlotte returned to the website to complete an online form to 
request a call back to discuss her enquiry 

• The form requested name, email, address, phone number, 
issue (selected ‘complaints, comments or claims’ as the 
most relevant, stage of journey (selected ‘pre booking’), 

• FAQs appear before submission before reaching a final option 
to submit if the enquiry has not been answered by the FAQs

• Confirmation received that the email had been received 
but no timescales given for response

“I am planning a trip to America and looking for a good deal”  
– Online request form Monday 12 January 16.10pm  

BA Mystery Shopping
Draft

Sensitive & Confidential - Draft produced for discussion purposes only and subject to consultation
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BA Mystery Shopping 
Summary & recommendations

“I am planning a trip to 
America and looking for a 
good deal”

Phone

Website

Email

FAQs

Social

Online form

•Flights and holiday package search 
tool used

•Presented with a number of options
•Multi location tool used but unable to 
amend details once input

•Returned to homepage and located 
contact details

Monday 21st Jan

0844 493 0787

Improved digital self serve 
Recommendation:
•Review online self service tools to 
simplify completion of the customer 
journey and remove the need to call
•Consider webchat to enhance digital 
journey and reduce phone contacts   
•Review contact us pages with a view to 
simplifying

•Response received from adviser with 
package information for the August trip

• Information for New York flight and 
holiday packages in December not sent

•Detailed email response
•Phone number and extension number 
provided

Tuesday 22nd Jan

Closing the sale  
Recommendation:
•Consider follow up to close the sale 

•Difficult to understand Customer 
Relations Adviser (Indian accent) 

•Transferred to Sales – 14 minute 
queue

•Very knowledgeable and friendly sales 
adviser

•Advice and options provided – direct 
experience of locations

Monday 21st Jan

Customer Relations (transferred to 
Sales  
IVR option 3 ‘anything else’ then 
option 3 for ‘other’ 

Reduce customer effort and 
capture feedback 
Recommendation: 
•Review resourcing to reduce call 
queues
•Offer a feedback tool – adviser was 
very helpful and would have been good 
to feedback

•Recorded message ‘calls may be 
recorded for training purposes’ 

•Reached engaged tone

Monday 21st Jan

0844 493 0787

Sales
VR option 2 for ‘prices’, then option 
4 for ‘other’ destination

Review staff resourcing  
Recommendation:
•Review resourcing and peak handling 
to reduce abandonment rates  

?

•Online form completed on the website 
requesting call back 

•Personal details entered 
•FAQs presented before submission 
•Submitted and received online 
confirmation of receipt 

•No response received (by 15 January 
2015) 

Monday 21st Jan

Assess existing channel 
effectiveness  
Recommendation :
•Review use of this channel to optimise 
response times or remove email option 

Draft

Sensitive & Confidential - Draft produced for discussion purposes only and subject to consultation

JOURNEY MAP AGAINST YOUR CX VISION

THE BASICS WERE SO FAR OFF, THERE WAS NO POINT IN 

CUSTOMER JOURNEY MAPPING ANY FURTHER…



Helpful articles about La Finca Golf 
Course Facilities

Easy, relevant 

and contextual 

support options.

LEADING GOLF TRAVEL GROUP
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Feedback will 

be responded 

to if you ask 

us.



1. UNDERSTAND YOUR CUSTOMER TYPES (PERSONAS)

2. UNDERSTAND ALL SITUATIONS WHERE CUSTOMERS COULD NEED HELP  

3. CONSIDER ALL THE DIFFERENT CONTEXTS OF THESE SITUATIONS BY PERSONA

4. CAPTURE WHAT PERFECT / GOOD / GREAT CX LOOKS LIKE AGAINST EACH

5. JOURNEY MAP THE PROCESS GAPS (IF YOU LIKE…)

6. PUT PROCESSES IN PLACE TO MEASURE ALL STAGES

7. PUT REAL-TIME FEEDBACK SOLUTIONS IN PLACE & WATCH OUT FOR THE 
CONTEXT

8. THEN COME UP WITH A PLAN TO CLOSE THE GAPS

MAKING CUSTOMER JOURNEY 
MAPPING EASIER


