
customer journey mapping workshop
Customer Journey Mapping Workshop: Unlocking Deeper Customer Insights

customer journey mapping workshop is becoming an essential tool for businesses
aiming to enhance customer experience and streamline their service delivery. By
visualizing the entire process a customer goes through—from initial awareness to post-
purchase interactions—organizations can identify pain points, spot opportunities, and align
their teams around a shared understanding of the customer’s perspective. But what exactly
happens in a customer journey mapping workshop, and how can your business benefit from
hosting one? Let’s dive deeper.

What Is a Customer Journey Mapping Workshop?

A customer journey mapping workshop is a collaborative session where cross-functional
teams come together to create a visual representation of the customer’s experience with a
product, service, or brand. Unlike traditional brainstorming meetings, this workshop focuses
specifically on understanding the customer’s emotions, motivations, and interactions at
every touchpoint.

The goal is to produce a detailed “map” that illustrates the customer’s journey, highlighting
key moments such as discovery, consideration, purchase, and loyalty. This map serves as a
foundational tool to guide decision-making, improve customer satisfaction, and ultimately
drive business growth.

Why Host a Customer Journey Mapping Workshop?

Many companies operate with siloed departments, each having a limited view of the
customer’s experience. A customer journey mapping workshop breaks down these walls by
bringing together marketing, sales, customer service, product development, and other
stakeholders. This collaborative approach ensures:

- A holistic view of the customer’s experience
- Clear identification of pain points and bottlenecks
- Shared understanding and alignment across teams
- Prioritization of customer-centric improvements
- Enhanced empathy for the customer’s perspective

Moreover, workshops can unearth surprising insights, such as overlooked customer
emotions or hidden friction points, that data alone might not reveal.

Preparing for a Customer Journey Mapping



Workshop

Preparation is key to a successful workshop. Before gathering your team, consider the
following steps:

Define Your Objectives

Are you aiming to improve onboarding, reduce churn, or redesign the website? Clarifying
the purpose will focus the workshop and help participants stay on track.

Select the Right Participants

Involve representatives from all customer-facing departments as well as those who
influence the product or service. Including actual customer feedback or personas can also
enrich the discussion.

Gather Customer Data

Bring relevant customer insights such as surveys, analytics, support tickets, or interview
transcripts. These data points ground the workshop in reality and prevent assumptions.

Prepare Materials and Tools

Depending on whether your workshop is in-person or virtual, gather whiteboards, sticky
notes, journey mapping templates, or digital collaboration tools like Miro or Lucidchart.

Running an Effective Customer Journey Mapping
Workshop

Once everyone is assembled, the workshop facilitator plays a crucial role in guiding the
session.

Step 1: Map Out Customer Personas

Start by defining the customer personas you’re mapping the journey for. Understanding
who your customers are—their demographics, goals, challenges—sets the context.



Step 2: Identify Customer Touchpoints

Next, list all the touchpoints where customers interact with your brand. This could include
social media, website visits, customer support calls, product usage, and more.

Step 3: Chart the Customer Emotions

Ask participants to consider how customers feel at each touchpoint. Are they excited,
frustrated, confused? Mapping emotions helps highlight areas needing improvement.

Step 4: Highlight Pain Points and Opportunities

Encourage open discussion to pinpoint obstacles customers face and brainstorm ways to
enhance their experience.

Step 5: Prioritize Actions

Conclude by agreeing on specific, actionable steps that teams can take to improve the
journey. Assign responsibilities and timelines if possible.

Benefits of Conducting a Customer Journey
Mapping Workshop

Organizations that regularly conduct these workshops often see tangible benefits:

Improved Customer Experience: By understanding the journey, companies can
design smoother, more satisfying interactions.

Increased Customer Retention: Addressing pain points reduces churn and builds
loyalty.

Enhanced Cross-Department Collaboration: Teams break down silos and work
toward common goals.

Data-Driven Decision Making: Integrating qualitative and quantitative data leads
to smarter strategies.

Innovation Opportunities: New product or service ideas often emerge from a deep
understanding of customer needs.



Tips for Maximizing the Impact of Your Workshop

To make the most out of your customer journey mapping workshop, keep these insights in
mind:

Embrace Diverse Perspectives

Invite team members from different departments and levels to foster rich discussions and
uncover blind spots.

Keep the Customer at the Center

Use real customer stories and feedback to maintain empathy and avoid internal bias.

Stay Flexible and Iterative

Customer journeys evolve over time. Treat your map as a living document that adapts as
you learn more.

Use Visuals to Tell the Story

Visual aids such as diagrams, charts, and even storytelling can make the journey more
relatable and memorable.

Follow Up with Action

Workshops are only valuable if insights translate into tangible improvements. Schedule
follow-up meetings to monitor progress and celebrate wins.

Common Challenges and How to Overcome Them

Even with careful planning, some obstacles can arise during customer journey mapping
workshops.

Challenge: Lack of Clear Focus



Without a defined scope, workshops can become overwhelming. Set clear objectives and
limit the journey stage or persona you’re focusing on.

Challenge: Dominance by Certain Voices

Ensure all participants contribute by fostering an inclusive environment and using
facilitation techniques like round-robin sharing.

Challenge: Insufficient Data

Augment internal knowledge with customer interviews, surveys, or third-party research to
avoid working off assumptions.

Challenge: Difficulty Prioritizing Actions

Use frameworks such as impact-effort matrices to decide which improvements to tackle
first.

Integrating Technology in Customer Journey
Mapping Workshops

Technology has made these workshops more accessible and interactive, especially in
remote or hybrid work environments.

Digital Collaboration Tools

Platforms like Miro, MURAL, and Lucidchart enable teams to build journey maps together in
real-time, adding sticky notes, comments, and visual elements.

Data Visualization Software

Tools that integrate customer analytics can help overlay quantitative data onto qualitative
journey maps for a richer picture.

Customer Feedback Platforms

Using software that collects and aggregates customer feedback helps ensure the workshop



is grounded in actual user experiences.

Real-World Examples of Customer Journey
Mapping Workshops

Many leading companies have leveraged customer journey mapping workshops to
transform their customer experience strategies.

For example, a global retail brand used the workshop to redesign its online checkout
process after discovering customers felt overwhelmed by too many steps. By simplifying
the flow, they boosted conversion rates significantly.

Similarly, a SaaS provider identified a gap in onboarding support that led to early churn.
The workshop highlighted the need for personalized tutorials and proactive communication,
which improved customer retention.

These successes demonstrate the practical value of investing time and resources into well-
executed customer journey mapping workshops.

Customer journey mapping workshops are more than just a trendy exercise—they’re a
powerful way to foster empathy, collaboration, and innovation within organizations. When
done thoughtfully, they provide a clear roadmap to creating experiences that truly resonate
with customers, leading to lasting business success.

Frequently Asked Questions

What is a customer journey mapping workshop?
A customer journey mapping workshop is a collaborative session where teams come
together to visualize and understand the customer's experience with a product or service,
identifying key touchpoints, pain points, and opportunities for improvement.

Why is a customer journey mapping workshop
important for businesses?
It helps businesses gain a holistic understanding of their customers' experiences, align
internal teams on customer needs, identify gaps and pain points, and design better
products, services, and processes that enhance customer satisfaction and loyalty.

Who should participate in a customer journey mapping
workshop?
Participants typically include cross-functional team members such as marketing, sales,
customer service, product development, UX designers, and sometimes customers



themselves to provide diverse perspectives.

How long does a typical customer journey mapping
workshop last?
The duration can vary, but most workshops last between 2 to 4 hours. Some organizations
may opt for multi-session workshops depending on the complexity of the customer journey
and the depth of analysis required.

What tools and materials are commonly used during a
customer journey mapping workshop?
Common tools include large whiteboards or digital collaboration platforms (like Miro or
MURAL), sticky notes, markers, customer personas, journey templates, and data from
customer feedback or analytics.

How can a customer journey mapping workshop
improve customer experience?
By identifying customers’ pain points and emotional highs and lows throughout their
journey, teams can prioritize improvements, streamline processes, and create more
personalized and effective interactions that enhance overall customer satisfaction.

What are some common challenges faced during
customer journey mapping workshops?
Challenges include lack of clear customer data, insufficient cross-departmental
collaboration, focusing too much on internal processes rather than customer perspective,
and difficulty in prioritizing insights for action.

How can remote teams effectively conduct a customer
journey mapping workshop?
Remote teams can use digital collaboration tools such as Miro, MURAL, or Zoom to facilitate
interactive sessions, ensure clear communication, use breakout rooms for smaller group
discussions, and share pre-workshop materials to maximize engagement and productivity.

Additional Resources
Customer Journey Mapping Workshop: Unlocking Deeper Customer Insights for Business
Success

customer journey mapping workshop has emerged as a pivotal tool for organizations
aiming to enhance customer experience and optimize touchpoints throughout the buying
process. As businesses increasingly recognize the importance of placing customers at the
core of their strategies, these workshops offer a structured, collaborative environment to



dissect, visualize, and improve every step a customer takes when interacting with a brand.
This article delves into the mechanics and value of a customer journey mapping workshop,
exploring how it transforms abstract customer data into actionable strategies and fosters
cross-functional alignment.

Understanding the Customer Journey Mapping
Workshop

At its core, a customer journey mapping workshop is a facilitated session where teams
gather to chart the comprehensive path customers travel—from initial awareness to post-
purchase engagement. Unlike standalone analyses or surveys, these workshops emphasize
collaboration, involving stakeholders from marketing, sales, customer service, product
development, and UX design. The collective input not only uncovers a holistic view of the
journey but also highlights pain points, moments of delight, and critical opportunities for
improvement.

One of the defining characteristics of a customer journey mapping workshop is its
interactive and visual nature. Using tools such as journey maps, empathy maps, and
service blueprints, participants co-create a representation of the customer experience. This
visual storytelling often brings abstract data to life, making it easier to identify gaps in the
customer experience and prioritize solutions.

Key Components of a Customer Journey Mapping
Workshop

A successful workshop typically includes several structured phases:

Preparation: Gathering customer data such as feedback, analytics, and personas to
inform the mapping process.

Persona Definition: Identifying and agreeing on target customer segments to focus
the journey mapping on relevant experiences.

Journey Stages Identification: Breaking down the customer lifecycle into key
stages such as discovery, consideration, purchase, retention, and advocacy.

Touchpoint Analysis: Documenting all interactions customers have with the brand
across channels and devices.

Pain Points and Opportunities: Highlighting friction areas and potential
enhancements within the journey.

Action Planning: Developing prioritized initiatives to address issues and optimize
customer experience.



Each of these elements contributes to a granular understanding of how customers perceive
and interact with a business, enabling more targeted and effective strategies.

The Strategic Importance of Customer Journey
Mapping Workshops

In an era where customer experience (CX) often dictates market leadership, the insights
derived from journey mapping workshops prove invaluable. According to a 2023 report by
Forrester Research, companies that invest in CX initiatives achieve revenue growth rates
5-10% higher than their competitors. The customer journey mapping workshop acts as a
catalyst for such initiatives by fostering empathy and alignment across departments.

Moreover, journey mapping workshops help break down organizational silos. When teams
from disparate functions participate, the workshop cultivates a shared understanding of
customer needs and challenges. This unity accelerates decision-making and resource
allocation, making CX improvements more agile and impactful.

Comparing Customer Journey Mapping Workshops with
Other CX Tools

While customer journey mapping workshops offer a collaborative and visual approach, they
complement rather than replace other CX methodologies such as data analytics, customer
satisfaction surveys, and A/B testing. For instance, analytics tools provide quantitative
insights — pinpointing where customers drop off or convert — but often lack context around
emotional drivers. Conversely, journey mapping workshops capture qualitative nuances by
exploring customers’ motivations, expectations, and frustrations.

This synergy is important to acknowledge. A comprehensive CX strategy integrates journey
mapping workshops with robust data analysis, ensuring that initiatives are both customer-
informed and evidence-based.

Best Practices for Conducting Effective Customer
Journey Mapping Workshops

Executing a productive customer journey mapping workshop requires careful planning and
facilitation. The following best practices have emerged from industry practitioners and CX
experts:

Define Clear Objectives: Establish the specific goals of the workshop—whether it’s1.
improving onboarding, reducing churn, or identifying new service opportunities.



Involve Diverse Stakeholders: Include representatives from all customer-facing2.
and back-end teams to capture multiple perspectives.

Leverage Real Customer Data: Ground assumptions in actual feedback, behavioral3.
analytics, and market research to maintain accuracy.

Create a Safe Environment: Encourage open dialogue and creative thinking to4.
surface honest insights and innovative ideas.

Use Visual Aids and Templates: Employ journey mapping templates and5.
visualization tools to streamline the process and maintain focus.

Follow Up with Actionable Plans: Document outcomes and assign responsibilities6.
to ensure momentum continues beyond the workshop.

These steps not only maximize the immediate output but also embed a customer-centric
mindset into organizational culture.

Challenges and Limitations of Customer Journey
Mapping Workshops

Despite their advantages, customer journey mapping workshops come with caveats. One
frequent challenge is the potential for bias if the workshop relies too heavily on internal
assumptions without sufficient customer validation. This can lead to inaccurate or
incomplete journey representations.

Additionally, journey maps can become overly complex or static if not regularly updated to
reflect evolving customer behaviors and market conditions. Organizations must invest in
continuous refinement to keep the maps relevant.

Time and resource constraints may also limit the depth of analysis. Smaller companies or
teams might struggle to dedicate adequate personnel or data to conduct comprehensive
workshops. In these cases, scaled or focused journey mapping exercises might be more
practical.

Integrating Technology in Customer Journey
Mapping Workshops

Technological advancements have transformed how journey mapping workshops are
conducted. Digital tools such as Miro, Smaply, and UXPressia enable remote collaboration,
real-time editing, and richer visualizations. These platforms often include built-in templates
and allow integration with customer data sources, making the process more efficient and
accessible.



Furthermore, artificial intelligence (AI) is beginning to play a role by analyzing large
datasets to suggest journey touchpoints or highlight emerging trends. While AI cannot
replace the human empathy central to journey mapping, it acts as a powerful augmentation
tool for workshop facilitators and participants.

Measuring the Impact of Customer Journey Mapping
Workshops

Quantifying the return on investment (ROI) from customer journey mapping workshops can
be challenging, yet essential for long-term buy-in. Organizations typically track
improvements in key performance indicators (KPIs) such as:

Customer satisfaction (CSAT) and Net Promoter Score (NPS)

Customer retention and churn rates

Conversion rates at critical funnel stages

Average resolution time for customer issues

Revenue growth tied to CX initiatives

By correlating workshop-driven initiatives with these metrics, businesses can validate the
effectiveness of their journey mapping efforts and justify further investment.

---

In summary, a customer journey mapping workshop serves as a strategic forum where
organizations dissect and enhance the end-to-end customer experience. Its collaborative
format fosters cross-departmental empathy, uncovers actionable insights, and aligns teams
around a shared vision of customer-centricity. While challenges exist, when executed
thoughtfully and supplemented with data and technology, these workshops lay the
groundwork for sustainable competitive advantage in increasingly customer-driven
markets.
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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/s64kDe1dm2Y
  customer journey mapping workshop: User Journey Mapping Stephanie Walter, 2022-02-25
A user journey map is a powerful asset that's used to understand how people use our products. It is
an essential tool for building websites, applications, and services. By visualizing user goals, phases
in the journey, tasks, pain points, and sometimes feelings, a map can help teams build products by
showing a global view of the user's journey, bringing stakeholders and product teams together. It
can be used to brainstorm new opportunities, fix issues, design new services, and understand gaps
within an organization. This book will show you how to research, present, and use a user journey
map. You'll learn: What a user journey map is, and what it's useful for The different types of maps
and how to use them How to conduct user research for mapping How to run workshops How to use
your maps effectively
  customer journey mapping workshop: Journey Mapping: Case Study in Action Jeannie
Walters, 2020 Customer journey maps can be a powerful tool for 476536564es, offering a clear view
into the customer's true experience with a brand, service, or product. In this practical sequel to the
introductory course, instructor Jeannie Walters walks through creating an actual customer journey
map from start to finish. Jeannie covers each step, including setting goals, gathering data,
facilitating a journey mapping workshop, interviewing customers to validate the map, and more.
Along the way, she offers plenty of tips and techniques to help focus the process and move your
team toward an actionable goal. The course wraps up with ideas for presenting and sharing the
completed map, leveraging the findings, and other ways to use this important tool.



  customer journey mapping workshop: Transform Customer Experience Isabella Villani,
2019-01-18 Your customers are your future. Smartphones, social media and the internet have given
customers access to more information than ever before. If your business fails them, they will switch
to your competitor and never return. So how do you keep them? By mapping their journeys,
identifying potential hazards and reshaping your business with customer experience (CX) at its
heart. From services to products, online to in-person, small-scale to multinational, your customers’
loyalty depends on how you interact with them. Transform Customer Experience is your ultimate
guide to putting your customer first. Author and CX expert Isabella Villani shows how you can
implement a customer strategy from planning to execution. Transform Customer Experience offers
real-life insights into effective strategies for developing and implementing Customer Experience
(CX) programs in a range of corporate, governmental and non-profit environments. • Shows you how
to address dimensions of diversity in the customer base • Outlines customer journey mapping •
Discusses the implications of customers’ omnichannel engagement • Addresses the importance of
positive employee experience in establishing a supportive CX culture. Transform Customer
Experience explains why you need to embed customer experience in your organisation and shows
you how to do it.
  customer journey mapping workshop: Mapping Experiences James Kalbach, 2020-11-23
Customers who have inconsistent experiences with products and services are understandably
frustrated. But it's worse for organizations that can't pinpoint the causes of these problems because
they're too focused on processes. This updated book shows your team how to use alignment
diagrams to turn valuable customer observations into actionable insight. With this powerful
technique, you can visually map existing customer experience and envision future solutions.
Designers, product and brand managers, marketing specialists, and business owners will discover
how experience diagramming helps you determine where business goals and customer perspectives
intersect. Armed with this insight, you can provide the people you serve with real value. Mapping
experiences isn't just about product and service design; it's about understanding the human
condition. Emphasize recent changes in business using the latest mapping techniques Create
diagrams that account for multichannel experiences as well as ecosystem design Understand how
facilitation is increasingly becoming part of mapping efforts, shifting the focus from a deliverable to
actionability Explore ways to apply mapping of all kinds to noncommercial settings, such as helping
victims of domestic violence
  customer journey mapping workshop: Mapping Experiences Jim Kalbach, 2016-04-25 If
you want to create products and services that provide real value, you should first identify
touchpoints--areas where business and customer needs intersect. This practical book shows you
how. Using various mapping techniques from UX design, you'll learn how to turn customer
observations into actionable insight for product design. Author Jim Kalbach, Principal UX Designer
with Citrix, introduces you to the principles behind alignment diagrams--a class of deliverable also
known as experience mapping--using several examples. You'll learn how to visually map your
existing customer experience, based on user research, and demonstrate how and where customer
perspectives intersect with business goals. Using alignment diagrams, you'll not only be able to
orchestrate business-customer touchpoints, but also gain stakeholder support for a product or
service that provides value to both your business and your customers. This book is ideal for product
managers, marketers, customer experience professionals, and designers.
  customer journey mapping workshop: The Resilient Product Manager Kaelin Rhun,
2025-03-05 After chatting with other product managers, talking with industry pros, and getting
insights from all sorts of real-world situations, this book puts together patterns and practices that
have worked well when the pressure's on. The seven case stories in this book show how these
companies dealt with situations that the usual approach didn't cover. Whether it was rethinking how
to predict engagement, estimating demand in uncertain conditions, or containing operational
breakdowns before they spiraled, the people behind these stories had to adapt quickly, think clearly,
and act with purpose. You'll learn how to take raw data and turn it into useful information. You'll



learn about things like sampling strategies, confidence intervals, and sensitivity testing. You'll see
how teams align on priorities through collaborative workshops, root-cause analysis, and
impact-effort scoring. You'll learn how proofs-of-concept and guardrails help you to confidently
expand your business, and how well-designed dashboards can provide early warnings so you can
avoid any issues before they impact your customers. We use the HEART framework to align our
product goals, fishbone diagrams to cut through complexity, prioritization scorecards to focus our
energy where it matters, and monitoring setups to keep the team ahead of the curve. While the
contexts vary, the lessons are universal. This book is for product managers who know that resilience
isn't about avoiding problems—it's about being ready to handle them no matter where they come
from. It's a shared strategy guide for those who want to lead with clarity when it matters most. Key
Learnings Translate complex data into clear insights that directly guide strategic product decisions
under uncertainty. Build alignment through collaborative frameworks that unite product,
engineering, and business teams on priorities. Apply sampling and estimation methods to make
confident decisions even with incomplete or noisy datasets. Use structured prioritization techniques
to maximize ROI while balancing speed, impact, and resource constraints. Implement early-warning
dashboards that detect anomalies before customers experience a drop in service. Conduct
root-cause analysis to uncover hidden issues that metrics alone may fail to reveal. Create lightweight
proofs-of-concept to validate assumptions before committing resources to full-scale initiatives.
Document and share decisions, assumptions, and learnings to maintain clarity across fast-moving
teams. Blend operational and financial indicators to ensure product success is tied to tangible
business outcomes. Develop resilience by anticipating failure modes and preparing mitigation tactics
that can be deployed quickly. Table of Content Crafting a Gadget‑Sharing Marketplace Empowering
Women via Mobile Experience Elevating Post‑Booking Airline Services Onboarding New Developers
to Code Platform Measuring Pin Engagement for a Visual Network Estimating Search Volume for a
Leading Engine Reducing Flight‑Cancellation Rates
  customer journey mapping workshop: Agile Coaching and Transformation Simone Craig,
2024-11-29 Agile Coaching and Transformation offers practical and hands-on advice for individuals,
teams, and organizations striving for greater enterprise agility. Through the lens of an agile coach,
this text highlights key considerations and strategies for supporting an agile transformation.
Uniquely combining both the practical guidance for transitioning to an agile enterprise with an
overview of the skills, strategies, and perspectives of agile coaches, this text equips readers with a
broad set of skills to make informed decisions about the tools, roles, and processes needed for
success. In three core sections, author Simone Craig will guide readers through an overview of the
characteristics of an agile enterprise and the role of an agile coach before delving into the different
dimensions of agility including the agile mindset, different organizational structures, and key
processes and tools. Lastly, Craig will show readers how to extend agility beyond the team level,
triggering transformation at every level of enterprise. Agile Coaching and Transformation is an
invaluable resource for business and management programs at universities and colleges in Canada
and the US, especially for courses focused on agile leadership, transformation, or coaching. Whether
a student, experienced coach, or business leader, this text provides insights and tools needed to
thrive in today’s fast-paced business environment.
  customer journey mapping workshop: The Customer Catalyst Chris Adlard, Daniel Bausor,
2019-12-16 How organisations can drive growth in the Customer Economy The Digital Revolution
has changed the business landscape in remarkable ways and will continue to do so. Organisations
across industries and around the world are being disrupted and digitised at increasing pace –
putting far more power in the hands of both customers and end-consumers. The traditional
inside-out, functionally-siloed business model, typical of the product and sales-led growth era is over.
The Customer Catalyst shows how organisations can put customers truly at the heart of their
business and catalyse genuine, sustainable growth. Future business models are no longer about
functions – they are beginning to revolve around customers. Customer-led companies will, over time,
unpack their static functional activities and transform their structure. Customer advocates already



wield massive influence in a customer’s buying process, and this is only set to increase. This is
already changing the role and nature of business functions and Sales is no longer seen as the only
source of growth. The Customer Economy is placing greater demands on businesses and offers
greater rewards to the businesses that meet and exceed customer expectations. This invaluable book
will enable readers to: Lead their organisations to more profitable and sustainable growth Transform
their organisations to become truly customer-centric with the C-change growth engine Explore
in-depth stories from leaders of companies such as Zoom, Signify, Starling Bank, Ritz Carlton,
Microsoft and Finastra with frank advice and practical steps to achieve success Help their
companies adapt to, and profit from, the new realities of the Customer Economy Gain important
insights from business leaders on best practice in key customer-centric growth areas The Customer
Catalyst shows businesses how to survive the transition to the Customer Economy, transform to
align around today’s dynamic customer needs, and ultimately, drive sustainable business growth.
  customer journey mapping workshop: B2B Customer Experience Paul Hague, Nick Hague,
2023-05-03 Use this bestselling and practical guide to steer you through how to create exceptional
customer experience for the modern B2B consumer. This new edition explores key topics such as AI,
the role of IT in customer experience and customer relationship management. B2B Customer
Experience shows readers how to deliver the very best customer experience within the
business-to-business industry. Intensely practical in its approach, it is divided into five parts to walk
readers through the journey of planning, mapping, structuring, implementing and controlling an
effective customer experience, all bespoke for the B2B environment. Now newly revised, this new
edition will provide new case studies demonstrating what makes for good or bad customer
experience as well as providing new tactics and strategies that will help build an effective customer
experience plan. This new edition also aims to guide the reader on how to successfully incorporate
AI into their strategy whilst still delivering great customer experience. Discussing some of the
best-known examples of consumer-focused customer experiences from companies such as Zappos,
Nordstrom and John Lewis, B2B Customer Experience is the must-have text for any marketing
professional working within a B2B environment.
  customer journey mapping workshop: Creating a CX That Sings Jennifer Clinehens,
2019-01-18 This book is about understanding your customer - how they view your brand, how they
make choices, and how the customer experience shapes their purchase decisions. In this book the
author explains, in actionable detail, how to create the most useful research tool in business - the
customer journey map. Complete with templates, example journey maps, checklists and step-by-step
instructions, this book will help you understand how to build and apply a customer journey map in
any organization.Are you a marketer who wants to know how to improve your customer experience?
Maybe you're agency or consulting side and are looking for an introduction on how to build a
customer journey map? No matter your reason, A CX That Sings: An introduction to Customer
Journey Maps for marketers will help you get to the bottom of building an industry-leading customer
experience. A CX That Sings is divided into the following sections: 1. The Journey Mapping Toolkit:
Best practice, examples of customer journey maps, templates, and checklists to help you get from
zero to completed map with as little pain as possible. 2. The process of creating a Customer Journey
Map: From the initial discovery workshop to final visualization and validation, you'll be guided
through best practice examples, checklists, case studies, and common mistakes in experience
mapping. Includes a section on common mental biases, working cross-functionally, and using the
Journey Map to sell-in the right next steps (if you're an agency), or get support for these projects
from others in your organization (if you're a product manager, brand manager, or marketing
director). 3. The application of Customer Journey Maps: Learn how to use this as a jumping off point
to develop additional opportunities, solutions, product and experience innovations, and build
relationships that get CX initiatives funded, tested, completed, and measured.
  customer journey mapping workshop: F-Notes Tracy Linn Owens, Therese Marie Steiner,
2020-04-01 There are many occasions when a project leader will preside over a team meeting that
ends up falling short of the desired outcomes. Entering a room full of people who are expecting you



to guide them to results can be a source of tremendous pressure, even when you feel fully prepared
as a leader. This book offers a deeper understanding of how a workshop needs to be managed, how a
team can be guided, and how workshop tools should be deployed to achieve a team's objectives.
Notes: Facilitation for Quality offers several updates to traditional quality tools to better suit
non-manufacturing environments. If you work in an service, office, non-profit, or professional
setting, you will find these tools helpful (and you will use them to achieve real results). This book
also offers five new tools invented or refined by the authors for those who practice or promote
quality, innovation, and effective workshop management to add to their toolbox. Tracy Owens, CQE,
CMQ/OE, is a process improvement consultant in Dublin, Ohio. Tracy holds a masters degree in
international business from Seattle University, and he was elected to the 2016 class of ASQ Fellows.
He is the author of two previous books from Quality Press: Six Sigma Green Belt, Round 2 (2011)
and The Executive Guide to Innovation (2013, coauthor), and several articles in Quality Progress
magazine. Therese Steiner, ASQ CSSBB, is the Director of Operational Effectiveness and Customer
Experience at LexisNexis, where she has worked for 20+ years since completing her Juris Doctorate
degree at the University of Dayton School of Law in 1999. Therese is a 2020-2021 ASQ Board
Member and Geographic Communities Council Region Director. Therese has been a speaker on
Customer Experience and Quality topics at global and regional conferences, including ASQ WCQI
and OPEX World Summit, as well as at local meetings for ASQ and other organizations.
  customer journey mapping workshop: An Introduction to Industrial Service Design Satu
Miettinen, 2016-11-10 Service design has established itself as a practice that enables industries to
design and deliver their services with a human-centred approach. It creates a contextual and
cultural understanding that offers opportunities for new service solutions, improving the user
experience and customer satisfaction. With contributions from leading names in the field of service
design from both academia and international, professional practice, An Introduction to Industrial
Service Design is engaging yet practical and accessible. Case studies from leading companies such
as ABB, Autodesk, Kone and Volkswagen enable readers to connect academic research with
practical company applications, helping them to understand the basic processes and essential
concepts. This book illustrates the role of the service designer in an industrial company, and
highlights not only the value of customer experience, but also the value of employee experience in
creating competitive services and value propositions. This human-centred approach brings about
new innovations. This book will be of benefit to engineers, designers, businesses and communication
experts working in industry, as well as to students who are interested in service development.
  customer journey mapping workshop: The 5-Star Customer Experience Dr. Janne Ohtonen,
2017-01-05 Boost Revenues with Top-Notch Customer Experience! Get the digital version of this
book for FREE when you purchase a paperback copy! Do you know the value of exceptional
customer experience? Do you want to optimize your customer experience blueprint? Would you like
to streamline your operations with customer journey mapping? When you read Dr. Janne Ohtonens
The 5-Star Customer Experience, youll discover the three secrets of providing a phenomenal
customer experience. This fascinating guidebook helps you understand your current level of
experience and what you can do to improve and excel! Secret 1: Create a Customer Experience
Blueprint Develop a Customer Experience Strategy that boosts revenue, profit, and customer
satisfaction. Secret 2: Map Your Customers Journey Learn how people interact with your business,
weed out frustrations and time-sinks, and increase cost efficiency. Secret 3: Experience Stunning
Results Take your strategy and plans into action and see your revenues grow, cost base decrease
and customers smiling! With your purchase of this book, youll also get FREE digital downloads of
the authors other two books! Inside The 5-Star Customer Experience, youll discover: Why innovative
and constantly improving customer experience creates sustainable revenue growth A practical way
for creating a customer experience blueprint that wows the customers and brings in the profit for
the business How to use customer journey mapping tools, including step-by-step guides and
examples with illustrations to optimize cost efficiency If you want to ensure long-term business
success, then you will find Dr. Ohtonen's book invaluable--a must-read blueprint for putting the



customer at the heart of your organization (Marcos Moret, Managing Director). An awesome read.
You will find yourself inspired to approach the challenge of becoming more customer-centric in a
structured and methodical way (Anthony Pearmain, Customer Experience Consultant). I realized
how important it is that the whole company works together to achieve more customer centric
approach. This is not a book to be read just by the business owners or decision makers; it is a useful
book to be read by people at all organizational levels in all industries (Jenna Heinonen, MBA). Do the
right thing for your business, your customers, and the world Dr. Ohtonen donates part of the
proceeds from every book sold to charity! This essential business guide includes practical, how-to
steps for optimizing your customer service. Youll discover a wide variety of real-world case studies
so you can benefit from the hard lessons experienced by other companies. By understanding,
designing, and improving your customers experiences, you can see dramatic growth in your sales
and revenues! Dont let your competition get an edge on you Order your copy of The 5-Star Customer
Experience TODAY! Its quick and easy Just scroll up and click the BUY NOW WITH ONE CLICK
button on the right-hand side of the screen.
  customer journey mapping workshop: Introduction to Innovation Workshops , Welcome to
the forefront of knowledge with Cybellium, your trusted partner in mastering the cutting-edge fields
of IT, Artificial Intelligence, Cyber Security, Business, Economics and Science. Designed for
professionals, students, and enthusiasts alike, our comprehensive books empower you to stay ahead
in a rapidly evolving digital world. * Expert Insights: Our books provide deep, actionable insights
that bridge the gap between theory and practical application. * Up-to-Date Content: Stay current
with the latest advancements, trends, and best practices in IT, Al, Cybersecurity, Business,
Economics and Science. Each guide is regularly updated to reflect the newest developments and
challenges. * Comprehensive Coverage: Whether you're a beginner or an advanced learner,
Cybellium books cover a wide range of topics, from foundational principles to specialized knowledge,
tailored to your level of expertise. Become part of a global network of learners and professionals
who trust Cybellium to guide their educational journey. www.cybellium.com
  customer journey mapping workshop: Management in Virtual Environments Grzegorz
Mazurek (ed.), 2015-05-05 The following publication consists of 12 case studies, which encompass
various aspects of the ICT impact on contemporary businesses, focusing – among other things – on
such concepts as: crowdsourcing, the internet of things, design thinking, digital entertainment,
e-commerce, online and off-line distribution or social media marketing.
  customer journey mapping workshop: Design, User Experience, and Usability Aaron
Marcus, Elizabeth Rosenzweig, Marcelo M. Soares, 2023-07-08 This 5-volume HCII-DUXU 2023
book set constitutes the refereed proceedings of the 12th International Conference on Design, User
Experience, and Usability, DUXU 2023, held as part of the 24th International Conference, HCI
International 2023, which took place in Copenhagen, Denmark, in July 2023. A total of 1578 papers
and 396 posters have been accepted for publication in the HCII 2023 proceedings from a total of
7472 submissions. The papers included in this volume set were organized in topical sections as
follows: Part I: Design methods, tools and practices; emotional and persuasive design; Part II:
Design case studies; and creativity and design education; Part III: Evaluation methods and
techniques; and usability, user experience and technology acceptance studies; Part IV: Designing
learning experiences; and chatbots, conversational agents and robots: design and user experience;
Part V: DUXU for cultural heritage; and DUXU for health and wellbeing.
  customer journey mapping workshop: Pmi Agile Certified Practitioner Acp Certification Prep
Guide : 350 Questions & Answers CloudRoar Consulting Services, 2025-08-15 Prepare for the PMI
Agile Certified Practitioner (ACP) exam with 350 questions and answers covering agile
methodologies, scrum, Kanban, lean principles, project planning, risk management, and best
practices. Each question includes practical examples and explanations to ensure exam readiness.
Ideal for project managers and agile practitioners. #PMIACP #AgileCertification #Scrum #Kanban
#LeanPrinciples #ProjectPlanning #RiskManagement #ExamPreparation #TechCertifications
#ITCertifications #CareerGrowth #ProfessionalDevelopment #AgileSkills #ProjectManagement



#AgilePractitioner
  customer journey mapping workshop: Design, User Experience, and Usability: Design
Discourse Aaron Marcus, 2015-07-20 The three-volume set LNCS 9186, 9187, and 9188 constitutes
the proceedings of the 4th International Conference on Design, User Experience, and Usability,
DUXU 2015, held as part of the 17th International Conference on Human-Computer Interaction,
HCII 2015, in Los Angeles, CA, USA, in August 2015, jointly with 13 other thematically similar
conferences. The total of 1462 papers and 246 posters presented at the HCII 2015 conferences were
carefully reviewed and selected from 4843 submissions. These papers address the latest research
and development efforts and highlight the human aspects of design and use of computing systems.
The papers accepted for presentation thoroughly cover the entire field of Human-Computer
Interaction, addressing major advances in knowledge and effective use of computers in a variety of
application areas. The total of 132 contributions included in the DUXU proceedings were carefully
reviewed and selected for inclusion in this three-volume set. The 61 papers included in this volume
are organized in topical sections on design thinking, user experience design and usability methods
and tools, DUXU management and practice, emotional and persuasion design, and storytelling,
narrative and fiction in DUXU.
  customer journey mapping workshop: ECIE 2023 18th European Conference on
Innovation and Entrepreneurship Vol 1 Fernando Moreira, Shital Jayantilal, 2023-09-21
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