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For many businesses, applying

Customer Journey Mapping (CJM) is a

key part of executing their Customer
Experience (CX) strategy AGartner
therefore predicts that, by 2018, 60% of
large organisations _ will have their own
in-house CJM capabilities. But what
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takes brain power, time, and money. But
beyond the obvious need for intellect and
investment, what else is required to ensure
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http://www.mycustomer.com/experience/engagement/why-now-is-the-time-to-map-your-customer-journey

Businesses should begin by focusing on bringing
together the right people and building the right teams.
There are two types of teams in particular that
businesses should consider:

Centralised team:
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centralised team Aa team which needs to be comprised
of experts who:
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that they add to the business

Have (or are willing to acquire) the skills to run
CJM programmes

Advise stakeholders and partners on CIJM queries

Act asthe key authority on CJM implementation
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Appoint and liaise  with any external suppliers
required to provide additional support and
expertise

Building such a team may mean that a business needs to
create new divisions/ roles, which need to be filled via
external recruitment; however, in some cases, this is as
much about identifying, and bringing together, talent
which already exists across the business.
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Journey teams:

If it is to be successful, a business cannot view CX
as a single department or CIJM as a discipline
practiced by just a few. As such, building CIM
capabilities is not  just about the centralised team;
rather it is about team s Aa centralised team
linked to cross -functional journey teams, with
responsibility for managing and improving the
customer experience across their clearly defined,
Pt el st2han ac’ jtac‘;
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In our first blog, 'Winning with Customer Journey
Mapping in 2017' , we talked about the importance of

CX design principles in driving consistency of the

customer experience. Just as it is important that

customers have a consistent experience across all
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managing their customer journeys.

More specifically, businesses need to outline an end -to-end
methodology, aligned to best practice, that demonstrates

how the business approaches CIJM. The methodology

should be rigid enough to ensure consistency, yet flexible
enough to allow for nuances across journeys and customer
groups/ types; according to The Aberdeen Group, only 36%
of companies _currently have such a process for mapping

their customer journeys.

Once agreed the end -to-end methodology should be documented W f Ka Vip haeaedosh ddAE®dn Da

Vi p AR éleargsdnplg, AnH accessible resource containing: business Apotentially as one of the first
achievements of a new centralised team,
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used across the business discipline. It is then the role of the centralised
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taking responsibility for periodically refreshing
and updating tools as and when required.

o A set of practical tools that support CJIM implementation
at all relevant stages of the end  -to-end methodology, e.g. a
key tool maybe a workshop plan detailing how to run
internal (stakeholder and employee) mapping sessions


http://thisislens.co.uk/2017/02/08/customer-journey-mapping/
http://www.aberdeen.com/research/14276/14276-kb-cx-value-chain/content.aspx

Training

Training is also key to ensuring the adoption of a
consistent approach  Aparticularly if CIM is something of
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opportunity to bring the CJIM toolkit to life Ait should
therefore be focused on the agreed end -to -end
methodology and tailored to balance the need for
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http://thisislens.co.uk/2017/02/24/customer-journey-mapping-training/

Testing
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(teams, toolkit, and training), ensuring the end -to -end
methodology is right for a business often requires a
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experience, pilot studies are most successful where

they:

Have a clear and (relatively) narrow
focus Ai.e. one customer journey
mapped from the perspective of a
small number of customer segments/

personas
! AA : Are tightly managed by the centralised
".‘ ) ‘.‘ team If successful, a pilot study can enable a business to:
) Deliver clear, visual, and engaging o Gain further buy -in to CJM, showcasing
@ outputs Ae.g. customer journey maps the value that it can add to a business
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C 2 dz. o Amend/ refine  the end -to-end approach
where necessary

/ ...But focus on highlighting the

. o Address any barriers/ challenges to CIM
outcomes and impacts of the initiative o implementa>t/ion providing a s?ronger
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journeys/ areas of the business, etc.

(or potential outcomes and impacts)
over and above the deliverables



Last, but by no means least, is technology. As a
business strengthens its CIJM capabilities (and
therefore its CIJM activity increases), the model must
be scalable. Technology has a key role to play in
terms of:

visualisation A

0 o 0 0 creating CIJM outputs, such as customer journey
) maps

customer journey o customer journey management A
management collating all sources of data and insight (including
behavioural / transactional data and research data)
hKjESYAESh DZ dgh L aj accE® jta‘© dz
which supports journey teams with on -going CX
monitoring and measurement

visualisation

o experimentation A
enabling the business to test and refine new
acE’ jta®dH dzed® hscEt dz AP! 'HU h a

l — Q them to customers/ the market

o A o implementation A
supporting the business to optimise the customer

journey at key touch -points and to deliver new
customer experiences (e.g. UX - new digital platforms)

experimentation implementation



