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Problem statement: 

Collaboration Management tools should be used for implementing a customer 

journey maps.  This sort of mapping helps build a business process framework around smart 

ecosystems. How would a business process framework look for a BICC (Business 

Intelligence Competency Center) that supports each of the three key marketing management 

functions: Marketing Planning, Campaign Management and Customer Analytics? How can 

leveraging big data analytics manage collaborative marketing campaigns as virtual 

enterprises? 

Challenges & Opportunities 

The challenge is being able to identify with the customer (creating a persona) so the 

journey is in context to the customer need and the ability to find the pain points. This is an 

opportunity for companies to bring the customer-centric culture to life by communicating its 

importance throughout the organization (Papachristos, 2014).  

When Can Journey Mapping Be Used? (Oracle Customer Experience Solutions, n.d.) 

• Understanding & diagnosing experiences 

• Designing experiences (redesign existing, create new) 

• Implementing (as blue prints) 

• Communicating (align, train, orient) 

What are the Key Take Away Points (Oracle Customer Experience Solutions, n.d.) 

• Map to understand & diagnose experience issues 

• Use maps to reframe and reimagine experiences 

• Redesign experiences to influence attitudes 

• Leverage mapping to connect, collaborate, & align 

In the article, Knowledge@Wharton (2014), put things in context in why companies 

should invest in mapping the customer journey and to keep it collaborative. “Value 

Proposition: Being able to contextualize the customer needs; for instance, if the guest is a 

child, the access card could recommend relevant kid-friendly activities. For business 
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travelers, it could offer details about convention centers and other business-related 

information (Knowledge@Wharton, 2014). In other words, for BICC, there could be different 

maps for what Marketing Planning needs, Campaign Management is needed to expand, and 

Customer Analytics to identify what could potentially be the customer trends or making a 

better experience at Sonoma wine country. The Way Forward: One of the biggest 

challenges, as with so many initiatives, is getting senior management’s commitment. 

Successful customer journey mapping takes time and close collaboration. The effectiveness 

of a map depends in part on how well managers engage in the map creation process and 

how far into the future they can project as they analyze customer insights. While converting 

journey map findings into actionable insights about digital touchpoints requires senior 

members across functions to brainstorm together, this is often easier planned than executed. 

The ROI: While the value of traditional journey maps is widely accepted, there remains the 

issue of setting metrics for the return on investment (ROI) for the latest, digital approaches. 

Currently not clear on how to define return on investment for customer journey mapping. 

With advanced analytics, the value, effectiveness and cost of an investment can be 

understood early on and be able to address any issues that arise.” 

Series of collaboration tools out there that are used for mapping customer journeys; 

such as, PowerPoint, Tableau, Prezi, Poster board with post-its which later will be 

transformed into a digital format. Regardless of tools used, the bottom line is to map the 

journey in a format that is readable, understood and able to share. Table 1 is an example of 

what steps to take in mapping a customer’s experience and Figure 1 is an example what sort 

of tools can be used and how to set up a map. Brainstorming and the ability to empathetic to 

the customer is crucial when mapping; assumptions are made which will be validated once 

the brainstorming is completed.   
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Table 1. Seven (7) Steps to Mapping the Customer Experience (2016, June 13): 

Step Scope and objective 
Step 1 Assemble 
 

Core group of stakeholders such as IT, Front Line employees, SME 
(subject matter experts), Marketing, consumer affairs 
Know that will be invested in the project  and willing to take 
responsibilities – choose the right stakeholders 
 

Step 2 share the 
vision 
 

Communicate their vision in a one-day workshop 
Set with a couple of CX (customer experience) hypothesis 
Which will be tested, refined and examined for areas of improvement 
and serve as living documents that will guide a path forward 
 

Step 3 Plan 
 

The scale and scope of the CX journeys to be map 
Update the customers persona 
 

Step 4 Map 
 

The workshop 
Use updated persona and customer empathy worksheets to establish a 
stronger connection with the customer during this customer experience 
Customer Journey Map: 

• Target customer 
• Touchpoints 
• Thinking 
• Feeling  
• Doing  

 
Step 5 Validate 
 

After workshop; you will have a set of customer journey maps that are 
hypothesis and assumptions that need to be tested with real live 
customers and internal teams 
 

Step 6 Improve 
 

See parts in the customer journey where improvements are needed 
Start with the quick wins that will improve the customer experience 
while reinforcing the  value of the  journey mapping within the company 
 

Step 7 Aim High 
 

Once organization sees tangible improvements and key customer 
metrics – continue to push towards integrating the mapping process 
every day; work to digitize the maps as dashboards to use them for 
ongoing CX projects and assigning an owner which they ensure the 
customer journey’s will improve.  
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Figure 1: Example of collaboration tools when mapping a customer journey 

 

Business Solution 

Papachristos (2014): All companies must factor in three considerations as they work 

to develop their customer experience strategies:  

1. Empower the team.  Be sure to focus on relevancy as it pertains to the 

company's mission and provide the resources and tools necessary to achieve 

customer goals. 

2. Be patient.  Encourage team members to remain positive, as they may not see 

distinct results for a year or more after implementation. 

3. Support the team. Leverage people and experts already within the company by 

creating cross-functional teams that aid one another and champion the overall 

objectives. 

  

There are a variety of options when creating a map of the customers’ journey; such 

as, making it into a game. “A blank journey worksheet and a set of cards representing the 

touchpoints are needed to set the ground for the activity. According to the specific context 

and purpose of the session, various game modalities and rules can be then created. A 

typical process for this kind of activity can start by asking the participants to choose a 
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persona (or create a persona from scratch), define a goal for this persona, pick up the 

touchpoints that allow reaching this goal and describe the experience flow across the 

different touchpoints. The cards provide a visual support that facilitate understanding and 

assembling the sequence of activities and touchpoints that characterize the service 

experience (Tassi, 2009); see Figure 2 created by Paul Kahn (Mad Pow) & Christophe 

Tallec (Uinfoshare)(Tassi, 2009). 

Figure 2. Customer Journey Mapping Game (Tassi, 2009) 

 

Below is an example of a customer empathy worksheet (mentioned in Table 1). In 

order to understand the touchpoints of a customer, understanding the persona is where we 

need to start. In the worksheet the persona is a customer considering a trip to Sonoma wine 

country but the individual is coming from the east coast. As you work through the persona 

you will identify what concerns a customer may have; their feelings about the trip and what 

are their touchpoints? 
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Lessons Learned/Business Case 

There are several ways on capturing the customer’s journey; mapping it out and 

having it as a live document to ensure continuous improvements, form of dashboard, or 

video storytelling. For example, Hampton Hotels highlights great customer experiences 

through video storytelling. For instance, Papachristos (2014) discusses about the culture at 

Hampton Hotels for the employees: “Hamptonality, as coined by Hampton Hotels, refers to 

the proactive, friendly service that defines every employee's role within the organization. 

Team members are consistently committed to fulfilling guests' needs, thereby going above 

and beyond expectations to deliver the best customer experience possible.  In addition, 

Hampton Hotels recognized the need to generate awareness, thereby leading marketers to 

tap into the heartfelt stories and experiences fans of Hampton Hotels were actively sharing 

online. Hampton Hotels created video testimonials featuring guests across America. These 

videos were derived from experiences guests shared with the brand directly, as well as 

those discovered online.” 

  Companies need to be able to provide a customer journey to put them on the map 

and maintain it; avoid being the one-hit wonder.  Glagowski (2017) posed a question, 

“Where is customer experience headed?” Then provides a list of predictions of where the 

customer experiences is headed for 2017 and beyond (Glagowski, 2017):  

• By 2020, 40% of commerce transactions will be enabled by cognitive/AI personal 

shoppers and conversational commerce solutions. – IDC 

• By 2018, more than 10 billion things will be connected in the combined consumer and 

business worlds. – Gartner 

• Social media spend will reach $35.98 billion by 2017. – eMarketer 

• By 2020, the average person will have more conversations with bots than with their 

spouse. – Gartner 

• By 2018, 50% of customer support interactions will be digitalized and occur in online 

communities. – IDC 

• By 2020, 100 million consumers will shop in augmented reality. – Gartner  
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The trend is heading towards more online convenience and social media. The more and 

more the internet is designed to identify a customer’s need the more virtual/digital life 

becomes.  

Why I care 

Companies must move forward as the digital world evolves; in addition, mapping the 

customer’s journey is crucial piece as digital transformation takes light. As mentioned in case 

study 1, how does one map a customer’s journey when selecting cable TV, satellite or 

streaming? How did you select where you are today with your TV viewing options? Thinking 

about those steps taken, the touchpoints, now map the journey.  Creating interactive live 

dashboards of the customer journey will benefit companies in the long run. This will give 

them edge on engaging the customers’ need regardless if it is a consumer, employee or 

stakeholder.  

Companies need to understand the customer touchpoints and channels (Roberts, 

2014).  Roberts (2014) simply summarized key points on mapping the customer journey: 

• Complete the exercise from the customer’s view point, not how you expect them to 

use your process/system. 

• Where possible use actual customer feedback to determine the path taken. 

• Identify key customer persona, you cannot map every customers path individually! 

• Keep it simple, the idea is to provide context and understanding to help identify areas 

for improvement or influence in the customer’s journey. 

The take home message is to start simple. Providing too much detail in the beginning will 

and may dilute the pain points the company is truly looking for.   
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