CUSTOMER JOURNEY MAPPING B2B

CUSTOMER JOURNEY MAPPING B2B: UNLOCKING DeePER CLIENT CONNECTIONS

CUSTOMER JOURNEY MAPPING B2B IS QUICKLY BECOMING A CORNERSTONE STRATEGY FOR BUSINESSES LOOKING TO ENHANCE
THEIR RELATIONSHIPS WITH OTHER COMPANIES. UNLIKE B2C ENVIRONMENTS WHERE EMOTIONAL IMPULSES OFTEN DRIVE BUYING
DECISIONS, B2B INTERACTIONS TEND TO BE MORE COMPLEX, INVOLVING MULTIPLE STAKEHOLDERS, LONGER SALES CYCLES, AND
HIGHER STAKES. UNDERSTANDING THE ENTIRE JOURNEY A BUSINESS CLIENT TAKES—FROM INITIAL AWARENESS TO POST-
PURCHASE ENGAGEMENT—CAN EMPOWER COMPANIES TO TAILOR THEIR STRATEGIES, IMPROVE CUSTOMER EXPERIENCE, AND
ULTIMATELY BOOST RETENTION AND REVENUE.

IF YOU’VE EVER WONDERED HOW TO VISUALIZE AND OPTIMIZE THESE INTRICATE INTERACTIONS, DIVING INTO CUSTOMER JOURNEY
MAPPING SPECIFICALLY DESIGNED FOR B2B CONTEXTS IS THE WAY FORWARD. LET’S EXPLORE WHY THIS PRACTICE MATTERS,
HOW TO EFFECTIVELY IMPLEMENT IT, AND WHAT BENEFITS IT CAN BRING TO YOUR ORGANIZATION.

WHY CusTOMER JOURNEY MAPPING MATTERS IN B2B

CUSTOMER JOURNEY MAPPING ISN’T JUST ABOUT PLOTTING TOUCHPOINTS, IT’S ABOUT GAINING EMPATHY FOR YOUR CLIENTS’
EXPERIENCE AND UNCOVERING HIDDEN OPPORTUNITIES TO SERVE THEM BETTER. IN B2B MARKETS, THE STAKES ARE HIGHER AND
DECISIONS MORE CALCULATED. EACH INTERACTION CAN INFLUENCE WHETHER YOUR PROSPECT MOVES DOWN THE FUNNEL OR
TURNS TO A COMPETITOR.

B2B CUSTOMER JOURNEY MAPS HELP BUSINESSES:

- VISUALIZE THE DECISION-MAKING PROCESS ACROSS DEPARTMENTS AND ROLES.

- IDENTIFY PAIN POINTS THAT MAY CAUSE FRICTION OR DELAYS.

- ALIGN MARKETING, SALES, AND CUSTOMER SERVICE EFFORTS FOR A SEAMLESS EXPERIENCE.
- TAILOR CONTENT AND COMMUNICATION TO THE DISTINCT NEEDS OF EACH STAGE.

- FORECAST AND ADAPT TO CHANGING CLIENT BEHAVIORS OR MARKET TRENDS.

W/ ITHOUT A CLEAR UNDERSTANDING OF HOW YOUR CLIENTS ENGAGE WITH YOUR BRAND, YOU RISK DELIVERING IRRELEVANT
MESSAGES OR MISSING CRITICAL MOMENTS THAT CAN MAKE OR BREAK A DEAL.

CoMPLEXITY oF THE B2B BuYING PrOCESS

UNLIKE CONSUMER PURCHASES THAT OFTEN HAPPEN ON IMPULSE OR EMOTION, B2B TRANSACTIONS USUALLY INVOLVE MULTIPLE
DECISION-MAKERS—PROCUREMENT TEAMS, TECHNICAL EXPERTS, FINANCE OFFICERS, AND MORE. EACH STAKEHOLDER MAY HAVE
DIFFERENT PRIORITIES AND CONCERNS.

A THOROUGH CUSTOMER JOURNEY MAP CAPTURES:

- WHO THE KEY INFLUENCERS AND DECISION-MAKERS ARE.

- THE CRITERIA USED TO EVALUATE VENDORS.

- THE CHALLENGES FACED AT EACH STAGE.

- THE CHANNELS AND CONTENT FORMATS PREFERRED BY EACH PERSONA.

THIS MULTI-FACETED APPROACH HELPS YOU CRAFT TARGETED STRATEGIES THAT SPEAK DIRECTLY TO THE NEEDS OF DIVERSE
STAKEHOLDERS WITHIN THE SAME ORGANIZATION.



Key CoMPONENTS OF EFFECTIVE CUSTOMER JOURNEY MAPPING B2B

CREATING A USEFUL CUSTOMER JOURNEY MAP REQUIRES MORE THAN JUST LISTING TOUCHPOINTS. [T DEMANDS A HOLISTIC VIEW
OF THE CLIENT’S EXPERIENCE COMBINED WITH ACTIONABLE INSIGHTS.

1. DEFINE BUYER PERSONAS AND STAKEHOLDERS

START BY IDENTIFYING THE DIFFERENT PERSONAS INVOLVED IN YOUR B2B SALES CYCLE. THIS MIGHT INCLUDE PROCUREMENT
MANAGERS, IT DIRECTORS, OR END-USERS. UNDERSTANDING THEIR GOALS, PAIN POINTS, AND MOTIVATIONS IS CRITICAL TO
TAILORING YOUR MESSAGING AND SOLUTIONS.

2. OUTLINE STAGES OF THE JOURNEY

TvypPICALLY, B2B CUSTOMER JOURNEYS INCLUDE STAGES SUCH AS:

- AWARENESS: THE PROSPECT REALIZES A NEED OR PROBLEM.

- CONSIDERATION: THEY RESEARCH OPTIONS AND EVALUATE SOLUTIONS.

- DECISION: FINAL VENDOR SELECTION AND PURCHASE.

- IMPLEMENTATION: ONBOARDING AND DEPLOYMENT OF THE PRODUCT OR SERVICE.
- PosT-PURCHASE: ONGOING SUPPORT, RENEWALS, AND RELATIONSHIP BUILDING.

MAPPING THESE PHASES ENSURES YOU COVER EVERY MOMENT WHERE YOUR BRAND CAN ADD VALUE.

3. IDENTIFY TOUCHPOINTS AND CHANNELS

EACH STAGE INVOLVES MULTIPLE TOUCHPOINTS—\WEBSITE VISITS, EMAILS, PRODUCT DEMOS, SALES CALLS, SOCIAL MEDIA
INTERACTIONS, TRADE SHOWS, AND MORE. DOCUMENTING THESE ALLOWS YOU TO OPTIMIZE THE CLIENT’S EXPERIENCE ON EACH
CHANNEL AND ENSURE CONSISTENT MESSAGING.

4. CAPTURE CLIENT EMOTIONS AND CHALLENGES

A TRULY INSIGHTFUL JOURNEY MAP GOES BEYOND ACTIONS TO UNDERSTAND HOW CLIENTS FEEL DURING EACH STAGE. ARE THEY
FRUSTRATED BY SLOW RESPONSES? CONFUSED BY TECHNICAL JARGON? RECOGNIZING THESE EMOTIONS HELPS YOU CREATE
EMPATHETIC COMMUNICATION AND SMOOTHER PROCESSES.

5. GATHER DATA AND FEEDBACK

Use ANALYTICS, SURVEYS, CUSTOMER INTERVIEWS, AND CRM INSIGHTS TO VALIDATE ASSUMPTIONS AND UNCOVER REAL-
WORLD BEHAVIORS. THE MORE DATA-DRIVEN YOUR MAP, THE MORE EFFECTIVE IT WILL BE IN GUIDING STRATEGY.

IMPLEMENTING CUSTOMER JOURNEY MAPPING IN YOUR B2B STRATEGY

ONCE YOU HAVE A COMPREHENSIVE MAP, THE NEXT STEP IS PUTTING IT TO WORK. HERE ARE SOME PRACTICAL TIPS FOR
INTEGRATING CUSTOMER JOURNEY MAPPING INTO YOUR EVERYDAY BUSINESS OPERATIONS.



ALIGN INTERNAL TEAMS AROUND THE MAP

CUSTOMER JOURNEY MAPPING BREAKS DOWN SILOS BY CONNECTING MARKETING, SALES, CUSTOMER SUCCESS, AND PRODUCT
TEAMS AROUND A SHARED UNDERSTANDING OF THE CLIENT EXPERIENCE. REGULAR WORKSHOPS OR COLLABORATIVE SESSIONS CAN
KEEP EVERYONE ALIGNED AND ENCOURAGE CROSS-FUNCTIONAL PROBLEM-SOLVING.

PERSONALIZE ENGAGEMENT T ACTICS

USE THE INSIGHTS FROM YOUR JOURNEY MAP TO TAILOR CONTENT AND COMMUNICATION STRATEGIES. FOR EXAMPLE, IF YOUR
MAP REVEALS THAT PROCUREMENT TEAMS PREFER DETAILED ROl CALCULATORS DURING THE CONSIDERATION PHASE, DEVELOP OR
HIGHLIGHT THESE RESOURCES ACCORDINGLY.

OPTIMIZE TOUCHPOINTS FOR BETTER CONVERSION

ANALYZE EACH TOUCHPOINT FOR FRICTION POINTS. MAYBE YOUR WEBSITE’S CONTACT FORM IS TOO LENGTHY, OR FOLLOW-UP
EMAILS LACK CLARITY. SMALL TWEAKS INFORMED BY THE JOURNEY MAP CAN SIGNIFICANTLY IMPROVE CLIENT ENGAGEMENT AND
MOVE PROSPECTS FASTER THROUGH THE FUNNEL.

LEVERAGE TECHNOLOGY AND AUTOMATION

MobDERN CRM PLATFORMS AND MARKETING AUTOMATION TOOLS CAN BE CONFIGURED TO MIRROR YOUR CUSTOMER JOURNEY
MAP, TRIGGERING PERSONALIZED MESSAGES OR ALERTS BASED ON WHERE A PROSPECT IS IN THE BUYING PROCESS. THIS ENSURES
TIMELY, RELEVANT COMMUNICATION WITHOUT OVERWHELMING YOUR SALES TEAM.

ConTINuousLY UPDATE AND REFINE THE MAP

B2B MARKETS EVOLVE QUICKLY. NEW TECHNOLOGIES, COMPETITIVE MOVES, AND SHIFTING CLIENT NEEDS MEAN YOUR CUSTOMER
JOURNEY MAP SHOULD BE A LIVING DOCUMENT. REGULARLY REVISIT IT, INCORPORATING FRESH DATA AND FEEDBACK TO STAY
AHEAD.

BenerITS oF CUSTOMER JOURNEY MAPPING IN B2B RELATIONSHIPS

INVESTING THE TIME AND RESOURCES INTO DETAILED CUSTOMER JOURNEY MAPPING PAYS DIVIDENDS ACROSS MULTIPLE FACETS OF
BUSINESS.

o |MPROVED CUSTOMER EXPERIENCE: BY ANTICIPATING CLIENT NEEDS AND PAIN POINTS, YOU DELIVER A SMOOTHER, MORE
SATISFYING EXPERIENCE.

o HiGHER CONVERSION RATES: T ARGETED MESSAGING AND OPTIMIZED TOUCHPOINTS HELP MOVE PROSPECTS MORE
EFFICIENTLY THROUGH THE SALES FUNNEL.

® RepuceDp CHURN: UNDERSTANDING POST-PURCHASE EXPERIENCES ALLOWS YOU TO PROACTIVELY ADDRESS ISSUES,
INCREASING LOYALTY AND RENEWALS.

* STRONGER COMPETITIVE EDGE: DEEP INSIGHTS INTO CLIENT JOURNEYS HELP DIFFERENTIATE YOUR BRAND AND ANTICIPATE
MARKET SHIFTS.



o ENHANCED INTERNAL COLLABORATION: A SHARED JOURNEY MAP FOSTERS ALIGNMENT AND COOPERATION BETWEEN
DEPARTMENTS.

THESE ADVANTAGES COLLECTIVELY EMPOWER BUSINESSES TO BUILD LONG-LASTING, PROFITABLE RELATIONSHIPS WITH OTHER
COMPANIES.

CoMMON CHALLENGES AND How To OVERCOME THEM

W/HILE CUSTOMER JOURNEY MAPPING IS POWERFUL, B2B COMPANIES OFTEN FACE HURDLES DURING IMPLEMENTATION.

CHALLENGE; COMPLEXITY OF MULTIPLE STAKEHOLDERS

W/ITH SO MANY PEOPLE INVOLVED IN DECISIONS, CAPTURING EVERY VIEWPOINT CAN BE OVERWHELMING.

TIP: PRIORITIZE KEY PERSONAS AND GATHER FEEDBACK INCREMENTALLY. UsSE WORKSHOPS, INTERVIEWS, AND SURVEYS TO BUILD
A LAYERED UNDERSTANDING.

CHALLENGE; DATA SILOS AND INCONSISTENT INFORMATION

DISPARATE DATA SOURCES CAN LEAD TO INCOMPLETE OR INACCURATE JOURNEY MAPS.

TiP: INVEST IN INTEGRATED CRM AND ANALYTICS PLATFORMS. ENCOURAGE DATA SHARING AND REGULAR UPDATES ACROSS
TEAMS.

CHALLENGE: KeepING THE MAP DYNAMIC

MARKETS AND CLIENT EXPECTATIONS SHIFT FREQUENTLY, MAKING STATIC MAPS OBSOLETE QUICKLY.

TIP: SCHEDULE PERIODIC REVIEWS AND REFRESHES. INCORPORATE ONGOING CUSTOMER FEEDBACK AND MONITOR INDUSTRY
TRENDS.

LookING AHEAD: THE FUTURE oF CUSTOMER JOURNEY MAPPING B2B

AS DIGITAL TRANSFORMATION ACCELERATES, B2B CUSTOMER JOURNEY MAPPING WILL BECOME EVEN MORE SOPHISTICATED.
EMERGING TECHNOLOGIES LIKE Al AND MACHINE LEARNING PROMISE TO AUTOMATE MUCH OF THE DATA GATHERING AND ANALYSIS,
PROVIDING REAL-TIME INSIGHTS INTO BUYER BEHAVIOR.

ADDITIONALLY, THE RISE OF OMNICHANNEL ENGAGEMENT MEANS COMPANIES MUST CONSIDER NOT ONLY DIRECT INTERACTIONS
BUT ALSO INDIRECT INFLUENCES SUCH AS INDUSTRY FORUMS, ONLINE REVIEWS, AND SOCIAL MEDIA CONVERSATIONS.

BY EMBRACING THESE INNOVATIONS AND MAINTAINING A CUSTOMER-CENTRIC MINDSET, BUSINESSES CAN STAY AHEAD IN
DELIVERING EXCEPTIONAL EXPERIENCES TAILORED TO THE NUANCED NEEDS OF THEIR B2B CLIENTS.

CUSTOMERJOURNEY MAPPING B2B IS MORE THAN A BUZZWORD—IT’S A VITAL FRAMEWORK FOR UNDERSTANDING AND ENHANCING



EVERY TOUCHPOINT IN COMPLEX BUSINESS RELATIONSHIPS. COMPANIES THAT INVEST IN MAPPING AND OPTIMIZING THESE
JOURNEYS POSITION THEMSELVES TO WIN TRUST, DRIVE GROWTH, AND FOSTER PARTNERSHIPS THAT LAST WELL BEYOND THE
INITIAL SALE. WHETHER YOU’RE JUST STARTING OUT OR LOOKING TO REFINE YOUR EXISTING STRATEGIES, ADOPTING CUSTOMER
JOURNEY MAPPING AS A CORE PRACTICE CAN TRANSFORM HOW YOU CONNECT WITH YOUR CLIENTS AND COMPETE IN TODAY’S
DYNAMIC MARKETPLACE.

FREQUENTLY ASkeD QUESTIONS

WHAT IS CUSTOMER JOURNEY MAPPING IN A B2B CONTEXT?

CUSTOMER JOURNEY MAPPING IN B2B INVOLVES VISUALIZING THE ENTIRE PROCESS A BUSINESS CUSTOMER GOES THROUGH WHEN
INTERACTING WITH A COMPANY, FROM INITIAL AW ARENESS TO POST-PURCHASE SUPPORT, TO BETTER UNDERSTAND AND
OPTIMIZE THEIR EXPERIENCE.

WHY IS CUSTOMER JOURNEY MAPPING IMPORTANT FOR B2B CcoMPANIES?

[T HELPS B2B COMPANIES IDENTIFY PAIN POINTS, STREAMLINE PROCESSES, IMPROVE CUSTOMER SATISFACTION, AND TAILOR
MARKETING AND SALES STRATEGIES TO MEET THE SPECIFIC NEEDS OF BUSINESS CLIENTS.

\WHAT ARE THE KEY STAGES TYPICALLY INCLUDED IN A B2B CUSTOMER JOURNEY MAP?

KEY STAGES OFTEN INCLUDE AW ARENESS, CONSIDERATION, DECISION, PURCHASE, ONBOARDING, ADOPTION, RENEWAL, AND
ADVOCACY.

How po B2B cUSTOMER JOURNEYS DIFFER FROM B2C JOURNEYS?

B2B JOURNEYS TEND TO BE LONGER AND MORE COMPLEX, INVOLVING MULTIPLE STAKEHOLDERS, HIGHER-VALUE PURCHASES, AND
MORE TOUCHPOINTS, COMPARED TO TYPICALLY SHORTER AND MORE INDIVIDUAL-FOCUSED B2C JOURNEYS.

\W/HAT DATA SOURCES ARE USEFUL FOR CREATING AN ACCURATE B2B cusTOMErR
JOURNEY MAP?

USEFUL DATA SOURCES INCLUDE CRM DATA, CUSTOMER INTERVIEWS, SALES AND SUPPORT TEAM FEEDBACK, WEBSITE
ANALYTICS, AND THIRD-PARTY MARKET RESEARCH.

How CAN TECHNOLOGY ENHANCE B2B CUSTOMER JOURNEY MAPPING?

TECHNOLOGIES LIk CRM PLATFORMS, JOURNEY MAPPING SOFTWARE, AND Al ANALYTICS CAN HELP COLLECT, ANALYZE, AND
VISUALIZE CUSTOMER INTERACTIONS TO CREATE MORE PRECISE AND ACTIONABLE JOURNEY MAPS.

\WHAT CHALLENGES DO COMPANIES FACE WHEN MAPPING B2B CUSTOMER JOURNEYS?

CHALLENGES INCLUDE CAPTURING THE COMPLEXITY OF MULTIPLE STAKEHOLDERS, INTEGRATING DATA FROM DIFFERENT SOURCES,
AND KEEPING THE MAP UPDATED AS CUSTOMER BEHAVIORS AND MARKET CONDITIONS EVOLVE.

How CAN CUSTOMER JOURNEY MAPPING IMPROVE B2B SALES PERFORMANCE?

BY IDENTIFYING BOTTLENECKS AND OPPORTUNITIES IN THE SALES PROCESS, JOURNEY MAPPING ENABLES SALES TEAMS TO TAILOR
THEIR APPROACH, IMPROVE LEAD NURTURING, AND ULTIMATELY INCREASE CONVERSION RATES.



\WHAT ROLE DOES CUSTOMER JOURNEY MAPPING PLAY IN B2B CUSTOMER RETENTION?

[T HELPS BUSINESSES UNDERSTAND POST-PURCHASE EXPERIENCES AND PAIN POINTS, ALLOWING THEM TO ENHANCE CUSTOMER
SUPPORT, INCREASE SATISFACTION, AND REDUCE CHURN.

ADDITIONAL RESOURCES

CUSTOMER JOURNEY MAPPING B2B: UNLOCKING DEEPER INSIGHTS FOR CoMPLEX SALES CYCLES

CUSTOMER JOURNEY MAPPING B2B HAS EMERGED AS AN INDISPENSABLE PRACTICE FOR ORGANIZATIONS SEEKING TO UNDERSTAND
AND OPTIMIZE THE MULTIFACETED BUYING BEHAVIOR INHERENT IN BUSINESS-TO-BUSINESS TRANSACTIONS. UNLIKE B2C
ENVIRONMENTS WHERE PURCHASE DECISIONS ARE OFTEN QUICK AND EMOTIONALLY DRIVEN, B2B INTERACTIONS TYPICALLY
INVOLVE MULTIPLE STAKEHOLDERS, LONGER SALES CYCLES, AND COMPLEX DECISION-MAKING PROCESSES. THEREFORE, MAPPING
THE CUSTOMER JOURNEY IN A B2B CONTEXT DEMANDS A MORE NUANCED, DATA-DRIVEN APPROACH TO REVEAL FRICTION POINTS,
OPPORTUNITIES FOR ENGAGEMENT, AND THE EVOLVING NEEDS OF CORPORATE BUYERS.

UNDERSTANDING CUSTOMER JOURNEY MAPPING IN B2B CONTEXTS

CUSTOMER JOURNEY MAPPING IN B2B IS THE STRATEGIC EXERCISE OF VISUALLY ILLUSTRATING THE END-TO-END EXPERIENCE A
BUSINESS CUSTOMER UNDERGOES WHEN INTERACTING WITH A COMPANY’S PRODUCTS OR SERVICES. THIS PROCESS CAPTURES
EVERY TOUCHPOINT—FROM INITIAL AW ARENESS AND RESEARCH TO EVALUATION, PURCHASE, ONBOARDING, AND POST-SALE
SUPPORT. UNLIKE B2C JOURNEYS, WHICH OFTEN CENTER ON INDIVIDUAL CONSUMER PSYCHOLOGY, B2B JOURNEY MAPS MUST
CONSIDER THE COLLECTIVE INFLUENCE OF MULTIPLE ROLES SUCH AS PROCUREMENT OFFICERS, TECHNICAL EVALUATORS,
FINANCIAL APPROVERS, AND END-USERS.

THE PRIMARY OBJECTIVE OF CUSTOMER JOURNEY MAPPING B2B IS TO UNCOVER HOW EACH STAKEHOLDER’S NEEDS AND

PERCEPTIONS EVOLVE THROUGHOUT THE SALES FUNNEL. THIS APPROACH HELPS COMPANIES ALIGN THEIR MARKETING, SALES, AND
SERVICE EFFORTS TO BETTER MEET EXPECTATIONS, REDUCE FRICTION, AND ULTIMATELY ACCELERATE DEAL CLOSURE.

Key ComMPONENTS oF B2B CUSTOMER JOURNEY MAPPING

AN EFFECTIVE B2B CUSTOMER JOURNEY MAP TYPICALLY INTEGRATES THE FOLLOWING ELEMENTS:
® BUYER PERSONAS: DETAILED PROFILES REPRESENTING DIFFERENT STAKEHOLDERS INVOLVED IN THE DECISION-MAKING
PROCESS.

® TOUCHPOINTS: ALL INTERACTIONS ACROSS CHANNELS SUCH AS EMAIL CAMPAIGNS, WEBINARS, PRODUCT DEMOS, AND
CUSTOMER SUPPORT.

¢ ACTIONS AND MOTIVATIONS: THE BEHAVIORS, NEEDS, AND GOALS DRIVING EACH STAKEHOLDER AT VARIOUS STAGES.
* EMOTIONS AND PAIN POINTS: IDENTIFICATION OF FRUSTRATIONS OR BARRIERS THAT COULD STALL PROGRESS.

e CHANNELS AND TECHNOLOGIES: PLATFORMS CUSTOMERS USE TO ENGAGE, INCLUDING CRM SYSTEMS, SOCIAL MEDIA, AND
INDUSTRY EVENTS.



THE CoMPLEXITY OF B2B BUYING PROCESSES AND | TS IMPACT ON JOURNEY
MAPPING

B2B PURCHASE DECISIONS ARE RARELY LINEAR. ACCORDING TO A 2023 GARTNER REPORT, THE AVERAGE B2B BUYING GROUP
NOW INVOLVES 6 TO 10 DECISION-MAKERS, EACH WITH DISTINCT PRIORITIES AND CRITERIA. THIS COMPLEXITY MEANS JOURNEY
MAPS MUST ACCOMMODATE PARALLEL OR OVERLAPPING PATHS RATHER THAN A SINGLE, STRAIGHTFORW ARD ROUTE.

MOREOVER, THE EXTENDED TIMELINE—OFTEN SPANNING SEVERAL MONTHS OR EVEN YEARS—INTRODUCES CHALLENGES IN
TRACKING TOUCHPOINTS ACCURATELY. FOR EXAMPLE, AN INITIAL INQUIRY GENERATED THROUGH CONTENT MARKETING MAY

RESURFACE MUCH LATER DURING A BUDGETING CYCLE. HENCEIJOURNEY MAPS IN B2B ENVIRONMENTS REQUIRE ITERATIVE UPDATES
AND INTEGRATION WITH SOPHISTICATED DATA ANALYTICS TO REMAIN RELEVANT.

How TecHNoLoGY ENHANCES CUSTOMER JOURNEY MAPPING B2B

ADVANCEMENTS IN CUSTOMER DATA PLATFORMS (CDPS), ARTIFICIAL INTELLIGENCE, AND MACHINE LEARNING HAVE TRANSFORMED
HOW COMPANIES APPROACH JOURNEY MAPPING. | HESE TECHNOLOGIES ENABLE:

o ReAL-TIME DATA AGGREGATION: CONSOLIDATING BEHAVIORAL DATA ACROSS MULTIPLE PLATFORMS TO PAINT A
DYNAMIC PICTURE OF THE BUYER’S EXPERIENCE.

® PREDICTIVE ANALYTICS: ANTICIPATING BUYER NEEDS AND POTENTIAL ROADBLOCKS BY ANALYZING HISTORICAL
PATTERNS.

* PERSONALIZATION ENGINES: DELIVERING TAILORED CONTENT AND COMMUNICATIONS ALIGNED WITH WHERE EACH
STAKEHOLDER IS IN THE JOURNEY.

SUCH CAPARBILITIES ARE VITAL FOR B2B FIRMS AIMING TO CREATE DETAILED, ACTIONABLE MAPS THAT INFORM STRATEGIC
DECISIONS ACROSS MARKETING, SALES ENABLEMENT, AND CUSTOMER SUCCESS TEAMS.

BeNEFITS OF IMPLEMENTING CUSTOMER JOURNEY MAPPING IN B2B BUSINESSES

\W/HEN EXECUTED PROPERLY, CUSTOMER JOURNEY MAPPING B2B CAN YIELD SIGNIFICANT ADVANTAGES:
1. IMPROVED ALIGNMENT ACROSS DEPARTMENTS: BY VISUALIZING THE CUSTOMER’S EXPERIENCE, MARKETING, SALES, AND
SUPPORT TEAMS GAIN A UNIFIED UNDERSTANDING OF ROLES AND RESPONSIBILITIES.

2. ENHANCED CUSTOMER EXPERIENCE: IDENTIFYING PAIN POINTS ALLOWS ORGANIZATIONS TO PROACTIVELY ADDRESS
ISSUES, REDUCING CHURN AND INCREASING SATISFACTION.

3. INCREASED REVENUE OPPORTUNITIES: MAPPING CAN REVEAL UPSELL OR CROSS-SELL MOMENTS PREVIOUSLY
OVERLOOKED.

4. DATA-DRIVEN DECISION MAKING: JOURNEY INSIGHTS SUPPORT STRATEGIC INVESTMENTS IN CHANNELS AND TECHNOLOGIES
THAT DELIVER THE HIGHEST ROI.



CHALLENGES AND CONSIDERATIONS IN B2B CUSTOMER JOURNEY MAPPING

DESPITE ITS BENEFITS, CUSTOMER JOURNEY MAPPING IN B2B IS NOT WITHOUT HURDLES. SOME COMMON CHALLENGES INCLUDE:

o DATA SiLOS: FRAGMENTED INFORMATION ACROSS DEPARTMENTS CAN HINDER COMPREHENSIVE MAPPING.

o STAKEHOLDER COMPLEXITY: CAPTURING THE VIEWPOINTS AND INFLUENCES OF DIVERSE DECISION-MAKERS REQUIRES
EXTENSIVE RESEARCH AND VALIDATION.

e DYNAMIC BUYER BEHAVIOR: SHIFTS DUE TO MARKET CONDITIONS OR ORGANIZATIONAL CHANGES NECESSITATE
CONTINUOUS JOURNEY UPDATES.

® RESOURCE INTENSITY: DEVELOPING ACCURATE JOURNEY MAPS DEMANDS TIME, EXPERTISE, AND TECHNOLOGICAL
INVESTMENT.

ADDRESSING THESE CHALLENGES INVOLVES FOSTERING INTERDEPARTMENTAL COLLABORATION, LEVERAGING TECHNOLOGY FOR
DATA INTEGRATION, AND ADOPTING AN AGILE MINDSET TOW ARD JOURNEY MAP REFINEMENT.

PrRACTICAL STeEPS FOR CREATING EFFeCTIVE B2B CUSTOMER JOURNEY MAPS

FOR COMPANIES EMBARKING ON CUSTOMER JOURNEY MAPPING B2B INITIATIVES, THE FOLLOWING APPROACH CAN ENHANCE
OUTCOMES:

1. CONDUCT STAKEHOLDER INTERVIEWS: ENGAGE WITH SALES REPS, CUSTOMER SUCCESS MANAGERS, AND ACTUAL CLIENTS
TO GATHER QUALITATIVE INSIGHTS.

2. ANALYZE CusToMeR DATA: UTILIzZE CRM AND ANALYTICS PLATFORMS TO TRACK INTERACTION HISTORIES AND
BEHAVIORAL PATTERNS.

3. DEFINE BUYER PERSONAS: DEVELOP DETAILED PROFILES REFLECTING THE ROLES AND MOTIVATIONS WITHIN TARGET
ORGANIZATIONS.

4. MAP TOUCHPOINTS AND EMOTIONS: CHART ALL ENGAGEMENT POINTS ALONGSIDE THE EMOTIONAL STATES AND
CHALLENGES AT EACH STAGE.

5. VALIDATE AND ITERATE: SHARE JOURNEY MAPS WITH INTERNAL TEAMS AND EXTERNAL CUSTOMERS TO REFINE ACCURACY
AND RELEVANCE.

6. INTEGRATE FINDINGS INTO STRATEGY: USE JOURNEY INSIGHTS TO INFORM CONTENT CREATION, SALES TACTICS, AND
CUSTOMER SUPPORT FRAMEW ORKS.

ExAMPLES oF B2B CUSTOMER JOURNEY T OUCHPOINTS

(UNDERSTANDING THE SPECIFIC TOUCHPOINTS THAT CHARACTERIZE B2B JOURNEYS IS CRITICAL. THESE MAY INCLUDE:

® DISCOVERY VIA WHITEPAPERS OR INDUSTRY REPORTS



ENGAGEMENT THROUGH WEBINARS AND VIRTUAL EVENTS

® PRODUCT DEMONSTRATIONS TAILORED TO TECHNICAL REQUIREMENTS
o REQUEST FOR PROPOSALS (RFP) AND NEGOTIATION PHASES
o ONBOARDING AND TRAINING SESSIONS POST-PURCHASE

e ONGOING ACCOUNT MANAGEMENT AND SUPPORT INTERACTIONS

EACH TOUCHPOINT SERVES AS AN OPPORTUNITY TO INFLUENCE PERCEPTIONS, BUILD TRUST, AND MOVE THE BUYER CLOSER TO A
FAVORABLE DECISION.

THe FUTURe oF CusTOMER JOURNEY MAPPING IN B2B

As B2B ECOSYSTEMS BECOME INCREASINGLY DIGITAL AND DATA-RICH, CUSTOMER JOURNEY MAPPING WILL EVOLVE BEYOND
STATIC DIAGRAMS TO BECOME A CONTINUOUS, AUTOMATED PROCESS. INTEGRATION WITH Al-DRIVEN INSIGHTS WILL ALLOW
COMPANIES TO ANTICIPATE CUSTOMER NEEDS WITH UNPRECEDENTED ACCURACY AND PERSONALIZE EXPERIENCES AT SCALE.

MOREOVER, THE RISE OF ACCOUNT-BASED MARKETING (ABM) STRATEGIES HIGHLIGHTS THE IMPORTANCE OF TAILORED JOURNEY
MAPS FOR KEY ACCOUNTS, EMPHASIZING CUSTOMIZATION OVER BROAD SEGMENTATION.

IN SUMMARY, CUSTOMER JOURNEY MAPPING B2B IS NO LONGER A LUXURY BUT A STRATEGIC IMPERATIVE FOR ORGANIZATIONS
STRIVING TO NAVIGATE THE COMPLEXITIES OF MODERN BUSINESS BUYING BEHAVIORS. BY INVESTING IN DETAILED, DATA-INFORMED
JOURNEY MAPS, COMPANIES CAN UNLOCK DEEPER CUSTOMER UNDERSTANDING, FOSTER STRONGER RELATIONSHIPS, AND SUSTAIN
COMPETITIVE ADVANTAGE IN AN INCREASINGLY CROWDED MARKETPLACE.

Customer Journey Mapping B2b
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external webpage of IBM and its sub-pages are used to analyze webpage visitors' click and scroll
behavior and to assess their interest in the presented content assets. The exploratory investigation
was undertaken based on three online surveys with a total sample of 234 participants. The age of
classical advertising is over. The introduction of digital technology and the spread of the Internet
have led to radical changes in the way companies meet the expectations and interests of their
stakeholders. In digital communication, content marketing plays a major role in achieving business
benefits. In fact, valuable B2B content marketing initiatives can drive website traffic, customer
engagement, and inbound leads, which yield sales and retain customers. In the context of this digital
environment, companies increasingly aim to provide relevant, engaging content assets to acquire
new leads and create business benefits. This raises the following question: What digital content
assets encourage website visitor engagement and how does this relate to customer progress in the
B2B buying cycle? According to the literature, content that is consistent, timely and contains
exclusivity messages that matter to the target audience lead to engagement. However, engagement
is obviously dependent on individual customer needs, motives, and goals. It should, therefore, be
interesting for companies to know how to turn their website visits into engaged visits, but research
on engagement combined with content marketing is scarce—especially in the B2B context.

customer journey mapping b2b: CX That Sings: An Introduction to Customer Journey
Mapping Jennifer L. Clinehens , 2019-01-15 4.5/5 star rating on Goodreads - Includes FREE access
to online resources with large, full-color downloadable images of all example Journey Maps and
Personas - All content from the example Journey Maps and Personas is also included in the text,
making it easy to see, read, and highlight important passages - Includes access to FREE video
companion course launching July 6th on CXThatSings.com Do you know what makes your customers
tick? This book lays out, in actionable detail, the process of creating a Customer Journey Map - a
visual story about how people experience your brand. A bridge between your business and its
buyers, Journey Maps can empower your team to understand customer motivations, fears, and
challenges. CX That Sings will guide you, step-by-step, through the mapping process. You’ll finish
feeling ready to engage stakeholders and design a Customer Journey Map that makes an impact. In
CX That Sings, you'll discover: - Actionable advice, checklists, and tactics that will make you
confident to start journey mapping right away - Customer Journey Map Examples including
eCommerce, Mixed Retail and Fast-Casual Dining - How to create user and customer personas, with
examples, and a “how-to guide” for creating supporting user and customer personas - Free bonus
material, including customer experience case studies - Free access to online resources What readers
are saying: Very clear with lots of useful online resources. This is a great step by step guide that
anyone can follow with some really solid logic behind why each element is important. About the
Author Jennifer Clinehens is currently Head of Experience at a major global experience agency and
holds a Master's degree in Brand Management as well as an MBA from Emory University's Goizueta
School. Ms. Clinehens has client-side and consulting experience working for brands like AT&T,
McDonald's, Adidas, and more, she's helped shape customer experiences across the globe. A
recognized authority in marketing and customer experience, she is also the author of Choice
Hacking: How to use psychology and behavioral science to create an experience that sings. You can
find more information about this book, additional materials, and supporting resources at
CXThatSings.com

customer journey mapping b2b: Crafting Customer Experience Strategy Sapna Popli,
Bikramjit Rishi, 2021-05-04 Crafting Customer Experience Strategy: Lessons from Asia looks at how
Customer Experience Management can be vital in providing a competitive advantage for businesses.
This is essential reading for marketing scholars and practitioners looking for insights into improving
their customers' experiences.

customer journey mapping b2b: HCI in Business, Government, and Organizations:
eCommerce and Innovation Fiona Fui-Hoon Nah, Chuan-Hoo Tan, 2016-07-04 This volume
constitutes the refereed proceedings of the Third International Conference on HCI in Business,
Government and Organizations, HCIBGO 2016, held as part of the 18th International Conference on



Human-Computer Interaction, HCII 2016, which took place in Toronto, Canada, in July 2016. HCII
2016 received a total of 4354 submissions, of which 1287 papers were accepted for publication after
a careful reviewing process. The 53 papers presented in this volume are organized in topical
sections named: social media for business; electronic, mobile and ubiquitous commerce; business
analytics and visualization; branding, marketing and consumer behavior; and digital innovation.

customer journey mapping b2b: Next Level CMO Martin Recke, Adam Tinworth, 2022-10-04
In the 21st century, marketing is in the midst of dramatic change - and the CMO role is changing
with it. The marketing of the 20th century was defined by mass production and mass
communication. It required an inside-out logic that began with the product and ended with the
consumer. Today's marketing operates the other way around: it starts with people and their
experiences and works its way backwards to products, technologies and processes. Marketing is
about to hit the next level, and thus the chief marketing officer role needs to grow to match. This
book profiles marketeers and CMOs from leading brands such as Banana Republic, Bayer, Generali,
Gucci, Jagermeister, Katjes, Oatly, smart, Tony's Chocolonely, Unilever, Zalando and many more.
What are their views, how do they perceive today's marketing and their role in it, and what skills will
every CMO need to meet the challenges of marketing in the future?

customer journey mapping b2b: How to use storytelling for sales and create an
emotional connection with your customers Digital World, 2024-07-05 Tired of mediocre sales
results? Wanting to turn your business into a magnet for loyal customers? In this series of practical
and revealing ebooks, you will have access to an arsenal of advanced strategies and techniques to
boost your sales to new heights and build lasting relationships with your customers. Throughout the
series, you will: Unlock the secrets of consumer psychology: Understand the motivations and
triggers that drive purchasing decisions and learn how to create irresistible messages that convert
leads into loyal customers. Master foolproof prospecting techniques: Discover how to find your ideal
customers, even in competitive markets, and build a solid foundation of qualified leads. Improve
your communication skills: Learn to communicate with clarity, persuasion and empathy, creating
genuine connections with your customers and building the trust necessary to close sales. Monetize
your knowledge and skills: Transform yourself into a sales expert and explore lucrative opportunities
to offer your services as a consultant or mentor. Each ebook in the series offers: Practical, actionable
content: Proven tips and strategies you can immediately implement in your business. Real examples
and case studies: Learn from the experiences of successful salespeople and replicate their results.
Valuable tools and resources: Templates, checklists and scripts to help you implement strategies.
Personalized guidance: Access to an exclusive group to answer questions and receive personalized
support. Whether you are a beginner or an experienced seller, this ebook series is the key to your
success. Invest in your future and become a sales master! Secure your complete series today and
take the first step towards mastering the art of selling and building customer loyalty!

customer journey mapping b2b: How to do an analysis of exceptional dice for sales -
definitive guide to commercial success Digital World, 2024-07-05 Tired of mediocre sales results?
Wanting to turn your business into a magnet for loyal customers? In this series of practical and
revealing ebooks, you will have access to an arsenal of advanced strategies and techniques to boost
your sales to new heights and build lasting relationships with your customers. Throughout the
series, you will: Unlock the secrets of consumer psychology: Understand the motivations and
triggers that drive purchasing decisions and learn how to create irresistible messages that convert
leads into loyal customers. Master foolproof prospecting techniques: Discover how to find your ideal
customers, even in competitive markets, and build a solid foundation of qualified leads. Improve
your communication skills: Learn to communicate with clarity, persuasion and empathy, creating
genuine connections with your customers and building the trust necessary to close sales. Monetize
your knowledge and skills: Transform yourself into a sales expert and explore lucrative opportunities
to offer your services as a consultant or mentor. Each ebook in the series offers: Practical, actionable
content: Proven tips and strategies you can immediately implement in your business. Real examples
and case studies: Learn from the experiences of successful salespeople and replicate their results.



Valuable tools and resources: Templates, checklists and scripts to help you implement strategies.
Personalized guidance: Access to an exclusive group to answer questions and receive personalized
support. Whether you are a beginner or an experienced seller, this ebook series is the key to your
success. Invest in your future and become a sales master! Secure your complete series today and
take the first step towards mastering the art of selling and building customer loyalty!

customer journey mapping b2b: Elgar Encyclopedia of Consumer Behavior Johanna
Gollnhofer, Reto Hofstetter, Torsten Tomczak, 2024-06-05 Modern commercial landscapes are
characterized by rapidly evolving markets, and this authoritative Encyclopedia acts as an essential
navigational guide to such changeable consumer environments.

customer journey mapping b2b: Managing Customer Experiences in an Omnichannel
World Tagkin Dirsehan, 2020-11-26 Managing Customer Experiences in an Omnichannel World
explores how organizations integrating both the physical and virtual environments for consumers
will enable them to effectively manage the customer experience.

customer journey mapping b2b: Digital Marketing in the Automotive Electronics Industry Uli
Schneider, Jurgen Hoika, 2023-06-08 The book complements the current body of knowledge in
business-to-business marketing with the experience of many professionals ranging from marketers
to top management of a leading automotive semiconductor supplier worldwide. It presents unique
and adaptable practical concepts, case studies, and tested models from practice. The book
operationalizes the theory of approaches such as omni-channel marketing, and target driven
performance marketing into practical and actionable approaches in large B2B companies in
automotive sectors. The change management nature of the digital transformation of marketing is a
common thread throughout the book and the experience of more than 10 practitioners, allowing
readers to relate the content directly to their own business reality.

customer journey mapping b2b: The Streaming Media Guide Michael D'Oliveiro,
2019-06-03 Streaming media has irreversibly revolutionised the ways in which media is transmitted
and consumed. Most of us engage with streaming media on a daily basis via platforms that deliver
our entertainment: Spotify, YouTube and Netflix are new brands which many of us engage with daily
for our information and entertainment. It has created upheaval in the entire value chain and wiped
out industries slow to adapt to it (like the video store rental chain). And it continues to evolve.
Streaming media is transforming business communications in myriad ways, and it is becoming
almost as crucial for project managers and marketers to understand streaming technology as it is for
media professionals. The Streaming Media Guide demystifies the technology and features behind a
successful streaming media service, especially in the context of how it is used by broadcasters and
other media organisations. Common terms and systems being used in this space are presented and
defined simply and clearly for non-technical readers. Best practice examples from Michael
D'Oliveiro's experiences demonstrate how this technology can be successfully implemented. This
book equips any media professional with the most basic of traditional media knowledge to enable
confident conversations in the typical media organisation they work in. For technology-based
graduates or dedicated broadcast professional seeking to refresh their understanding, this book
provides enough information to form a solid foundation for day-to-day work. Finally, for leaders in
cross-functional senior management matrices, information is provided to enable you to understand
and exploit streaming media capabilities as a business. This will be the ultimate reference source,
guaranteed to be bedside reading for anyone serious about using streaming media.

customer journey mapping b2b: X: The Experience When Business Meets Design Brian
Solis, 2015-10-13 Welcome to a new era of business in which your brand is defined by those who
experience it. Do you know how your customers experience your brand today? Do you know how
they really feel? Do you know what they say when you re not around? In an always-on world where
everyone is connected to information and also one another, customer experience is your brand. And,
without defining experiences, brands become victim to whatever people feel and share. In his new
book X: The Experience When Business Meets Design bestselling author Brian Solis shares why
great products are no longer good enough to win with customers and why creative marketing and




delightful customer service too are not enough to succeed. In X, he shares why the future of
business is experiential and how to create and cultivate meaningful experiences. This isn’t your
ordinary business book. The idea of a book was re-imagined for a digital meets analog world to be a
relevant and sensational experience. Its aesthetic was meant to evoke emotion while also giving new
perspective and insights to help you win the hearts and minds of your customers. And, the design of
this book, along with what fills its pages, was done using the principles shared within. Brian shares
more than the importance of experience. You'll learn how to design a desired, meaningful and
uniform experience in every moment of truth in a fun way including: How our own experience gets
in the way of designing for people not like us Why empathy and new perspective unlock creativity
and innovation The importance of User Experience (UX) in real life and in executive thinking The
humanity of Human-Centered Design in all you do The art of Hollywood storytelling from marketing
to product design to packaging Apple’s holistic approach to experience architecture The value of
different journey and experience mapping approaches The future of business lies in experience
architecture and you are the architect. Business, meet design. X

customer journey mapping b2b: HubSpot Mastery for Marketing Teams Liam Bennett,
Maximize the power of HubSpot and elevate your marketing strategies with this practical,
easy-to-follow guide. Designed for marketing professionals, HubSpot Mastery for Marketing Teams
offers comprehensive strategies to optimize your use of HubSpot's tools, streamline your workflows,
and drive meaningful results. This book covers everything you need to know about HubSpot, from
lead management and automation to in-depth analytics. Whether you're new to HubSpot or looking
to enhance your current strategies, this guide will help you: - Manage and nurture leads effectively
through the entire customer lifecycle - Automate repetitive tasks to improve team efficiency and free
up time for strategy - Analyze and leverage data to refine campaigns and maximize ROI - Create
personalized marketing experiences that resonate with your audience - Integrate HubSpot
seamlessly into your existing marketing systems Packed with actionable insights and real-world
examples, HubSpot Mastery for Marketing Teams is the ultimate resource for mastering HubSpot
and transforming your marketing approach. Ready to take your marketing to the next level? Get
started today and discover the power of HubSpot!

customer journey mapping b2b: A Practitioner’s Guide to Enterprise Agility Paramu
Kurumathur, J. Veeraraaghavan, S. Sivaguru, 2024-02-15 This book beautifully bridges theory and
practice to provide a comprehensive roadmap for organizations seeking to embrace agility. Drawing
on real-world case studies and examples, the authors provide tangible steps leaders can take to
engage employees, satisfy customers and position their company for long-term success in a complex
world. From leadership styles to team empowerment and everything in between, this book offers
practical guidance for driving agility at all levels of an organization. Leaders, coaches, and change
agents will find invaluable wisdom and actionable insights in this must-read playbook for enterprise
transformation. Professor Bharat Bhasker, Director, IIM, Ahmedabad I loved the holistic view of
Enterprise Agility - customer, employee, market, HR system, process, innovation, stakeholder focus,
waste, vision, Leadership role etc. The best part of this book is about the focus on business
outcomes. My five-star rating goes for connecting practices & tools with outcomes, with real-world
examples! I learned new perspectives on Enterprise Agility that I will bring in my next
transformation journey. The way it is written in a storytelling format is a big differentiator!
Jayaprakash Prabhakar, Founder & CEO, Lean Wisdom This book is a must-have,
quick-reference-bible for managers on their Agile implementation journey. This provides a
well-structured, and well-thought-out framework that serves as an aid to identify areas to improve
and problems to solve, and then suggests appropriate practices and tools for each type of challenge
that we all face. The large appendix at the end of the book will serve as a good reference toolkit for
both project level and organization level managers and can serve as an introspective perspective
provider.

customer journey mapping b2b: The Journey Mapping Playbook Jerry Angrave, 2020-09-30
The Journey Mapping Playbook: A practical guide to preparing, facilitating and unlocking the value




of customer journey mapping A valuable guide in helping you build stronger customer experience
programmes by developing effective customer experience strategies. Customer journey mapping is a
vital tool used by Customer Experience professionals around the world. The journey map is crucial in
understanding and managing the customer's perception of your service or brand at critical
touchpoints and prioritising how to improve that experience. Journey mapping also shows where
great experiences currently exist within the company and how they should be celebrated or
protected. The danger in not journey mapping or getting it wrong is having no meaningful purpose
and no consensus around what actions to take or why. At best, you risk wasting time, and effort or,
at worst, handing your advantage over to your competitor. What should a customer journey map
envisage? How should you use it? And how do you plan, facilitate then demonstrate the value of
journey mapping by providing a compelling argument within the organisation to make changes? The
Journey Mapping Playbook is an accessible how-to-do-it toolkit aimed at customer experience (CX)
and marketing professionals who wish to improve their customer and employee experience. Jerry
Angrave, a Customer and Passenger Experience Director who works across many sectors, including
aviation and travel, financial services, professional services, and manufacturing, provides insight and
practical guidance on planning, facilitating, and delivering a strategic journey mapping workshop. In
this playbook, you will learn how to: Define journey mapping; Understand why a journey map is
commercially important; Prioritise which journeys to focus on and how; Decide whom to invite and
which tools to prepare; Plan for an effective session; Make every stage of the journey relevant and
purposeful; What to do at the output of the workshop to ensure you get the most out of them; Build
an ongoing programme; Nurture better and more profitable customer experiences. This book is for
you if: You are a customer experience or marketing professional; You are in the early stages of
building a rewarding career in customer experience; The Journey Mapping Playbook is a practical
guide, presented in striking colour, with downloadable worksheets and frameworks to help you
prepare, plan and run your workshop. Events around the book Link to a De Gruyter Online Event in
which the author Jerry Angrave and founder & CEO of Empathyce, together with Ian Golding, Global
Customer Experience Specialist; Sarah Corney, Head of Digital Experience, CIPD, London; and
Nathalie Wickens, Customer Experience Manager, Cardiff Airport, discuss how business
professionals can develop confidence with Customer Journey Mapping by making business decisions
which are aligned with the experiences of the people they serve: https://youtu.be/s64kDeldm2Y

customer journey mapping b2b: The Framemaking Sale Brent Adamson, Karl Schmidt,
2025-09-09 This essential guide reinvents selling for today’s B2B market, showing sellers how to
overcome stalled deals and customer indecision Business-to-business commerce is broken. Today’s
customers find themselves overwhelmed by too many options, too much information, and too many
obstacles. The result is often an inability to execute any but the safest of purchase decisions,
frequently resulting in no decision at all. Could this be the death of sales as we know it? Traditional
sales methods are all carefully designed to change the way customers think of sellers—to win
customers’ business by first gaining their trust. But Brent Adamson and Karl Schmidt argue the real
key to B2B sales success is to focus on boosting customers’ confidence in themselves and their
ability to make large-scale, collective decisions on behalf of their company. Through a combination
of powerful research and data, real-world examples, and practical tactics from some of the world’s
best leaders and sales professionals, The Framemaking Sale provides a blueprint for a completely
new approach to selling. Using the authors’ unique Framemaking method, this book offers a
paradigm-shifting perspective on buying and selling with confidence, empowering sales teams and
customers alike to thrive in this new world of selling.

customer journey mapping b2b: How Hard Is It to Be Your Customer? JIM. TINCHER,
Nicole Newton, 2022-05-03 Learn how to Create Journey Maps that actually GET ResultsTop
business leaders know that in order to deliver the best customer experience, they must learn as
much as possible about their customers. Many understand the learning process often starts with
creating a customer journey map to understand how customers interact with their business.
However, the tough reality remains-nearly two out of three journey maps fail to drive



customer-focused change. First published in 2019, before the COVID pandemic so quickly changed
the way researchers gathered data and businesses interacted with customers, this book has become
one of the top-selling books on the subject of journey mapping, It has already helped thousands of
CX research professionals and business leaders plan and execute successful journey mapping
initiatives and avoid the pitfalls that doom so many others. With insights from dozens of CX pros,
extensive research, and real-world case studies and examples, this book guides you through the
process of creating and using journey maps. This updated edition came about because of the
changes created by the pandemic and the skyrocketing use of journey mapping software it helped
bring about. Now with an added chapter that focuses on journey mapping software tools, and the
ability to create living journey maps, this enhanced edition of How Hard Is It to Be Your Customer?
will help you better understand why some maps drive action - leading to an improved customer
experience, greater customer loyalty, and impressive ROI - while others just gather dust on a shelf.

customer journey mapping b2b: Social Computing and Social Media: Experience Design and
Social Network Analysis Gabriele Meiselwitz, 2021-07-03 This two-volume set LNCS 12774 and
12775 constitutes the refereed proceedings of the 13th International Conference on Social
Computing and Social Media, SCSM 2021, held as part of the 23rd International Conference, HCI
International 2021, which took place in July 2021. Due to COVID-19 pandemic the conference was
held virtually. The total of 1276 papers and 241 posters included in the 39 HCII 2021 proceedings
volumes was carefully reviewed and selected from 5222 submissions. The papers of SCSM 2021,
Part I, are organized in topical sections named: Computer Mediated Communication; Social Network
Analysis; Experience Design in Social Computing.

customer journey mapping b2b: CRM Goes Digital Sabine Kirchem, Martin Stadelmann,
Mario Pufahl, David Laux, 2025-02-12 Customer management has taken on entirely new forms since
digitalization. This brand-new CRM book is dedicated to the latest approaches that dominate sales,
marketing, and service in this era of digitalization. Topics include Omni-Channel or mobile CRM
concepts, Big Data and social media tools, new customer experience or loyalty approaches, and
Artificial Intelligence, etc. In this forward-looking, practice-oriented, and conceptually sound
customer relationship management book, readers will learn about future developments in customer
management using digital CRM (dCRM), product, and service optimization. The book also focuses on
sales management and the improvement of sales performance through radical customer orientation.
The chapters are written by, and for, academic, consulting, and company experts who appreciate a
theoretical and practical approach to the topic.
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