
Customer Journey

Discover the future



Every organisation naturally creates numerous touchpoints 
through which it interacts with prospects and customers.

This means that it is possible to have very different 
experiences when interacting with the same organisation.  
Some experiences may be good, others may be bad and 
some indifferent.  

The end result of these interactions could be a prospect that 
never bothers to engage with your business on the one 
hand, or a loyal customer willing to serve as a powerful 
advocate for your brand on the other.  They have effectively 
taken a different journey to arrive at a different end result.

Mapping out the customer journey will help you better 
understand how and why these very different outcomes 
occur.  Armed with that knowledge, you will be in a position 
to guide and influence these outcomes.
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“People do not buy goods and services, they 

buy relations, stories and magic.”
Seth Godin



Stages of the customer journey

Discovery

Exploration

Commitment

Experience

Advocacy

How does a potential prospect discover your brand exists?  Where do they first encounter 
your brand & what impression does this make?

How does a potential prospect learn more about your brand and your
product offering? What makes them interested enough to seriously consider buying?

How does an interested prospect become a customer?  What are the key interactions and 
experiences that drive this process?

What do customers experience after the sale?  How do their day to day interactions with 
your organisation, products and services shape the ongoing relationship?

How does a customer become a loyal customer?  How does a loyal customer become an 
enthusiastic advocate for your brand?  What are the particular experiences and 
interactions that help shape this outcome?



Initial brainstorming

The first step for any customer journey mapping project is 
to make full use what you already know.

Within your business there will be many different people 
who interact with customers and prospects in different 
ways and at different stages of the relationship.  Getting 
them together to brainstorm a view of the customer 
journey is an invaluable first step.  This will help you to 
get a good initial view of what is happening:

• The different touch points and interactions customers 
and prospects have with your brand at each stage of 
the journey.

• Things that you feel are working well.
• Things you suspect may be working poorly.

This can serve as a sound starting point for further 
investigation.  We can help by facilitating and guiding this 
process.
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Mapping out the journey

The second stage is to go out to the market and build a 
more detailed and in-depth view of how the customer 
journey is working:

• Verify the touchpoints identified during brainstorming.
• Verify perceptions of what is going well / poorly.
• Identify additional touchpoints / alternative perceptions 

and customer perceptions of good/poor experiences.
• Where relevant we might even consider comparisons of 

how customer experiences with your brand may differ 
from those they have with competitors.

The precise methodology we use will be tailored to the 
circumstances but the end goal will remain the same – to 
create a comprehensive map of the customer journey.

The insights we would be particularly looking for during 
this exercise would be to identify what we call key 
crossroad points.
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Key crossroad points

The key to the success of any Customer Journey mapping 
exercise is to identify and clearly highlight key crossroad 
points in the journey.

A crossroad point might be a particular event, interaction 
or customer experience.  It might be what a prospect sees 
on Facebook, or what a customer experiences in a support 
chatroom, etc.  It is a key point in the engagement 
between your brand and the customer which can 
significantly influence the future relationship.  For 
example:

• Whether or not a prospect becomes a customer.
• Whether or not a customer remains loyal etc.

We identify these points and focus in on how different 
experiences can lead to different outcomes during the 
course of these particular interactions.
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Identifying actions

To make a customer journey map actionable it is 
necessary to clearly highlight the key crossroads points in 
the journey and, in each case:

• Define what kind of experience(s) are delivering the 
most positive outcomes.

• Define what kind of experience(s) are leading to 
negative outcomes.

• Highlight any ideas/feedback from the market on how 
experiences might be improved/enhanced.

From this it is possible to build a clear list of actions that 
will help your business to influence the customer journey 
in a manner that will lead to a genuine improvement in 
outcomes at each stage.
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Working with us



Our design approach

We always start by getting to fully 
understand your needs:

• It’s important to ensure we get a full 
brief from your key people.

• So that we understand what you need 
to discover about the market.

• And we can make full use of existing 
knowledge in your organisation.

• And ensure we get full buy-in from key 
stakeholders early on.

• That way we get the clearest possible 
picture of: 

a) what your business already knows, 
and… 

b) what it needs to find out.



Focusing just on specific stages of the customer 
journey

It may be that your organisation has a good 

understanding of certain specific stages of 

the customer journey but a poor 

understanding of others.

For example you may have been running a 

customer satisfaction survey that has 

provided a very clear picture of the 

touchpoints and experiences that customers 

have after they make their first purchase.  

On the other hand you may understand very 

little about what happens before then.

That being the case it makes sense to focus 

any market research solely on those stages 

of the customer journey you know least 

about.

We can tailor our approach to your needs to 

focus on specific stages of the journey or 

particular types of customers.

There is no need to run a large, 

comprehensive study if the real need is to 

obtain a really focused understanding of one 

specific stage of the process.

During our design and brainstorming 

process we will aim to fully investigate what 

you already know (and what you don’t), so 

that we can ensure the research focuses 

only on what you genuinely need to discover 

about your customers and the journey they 

take with your brand.



What we deliver

Explain the key findings of the project.  Creating a clear narrative that helps 
you discover important insights about your market.

Facilitate a suitable form of de-briefing to help your organisation to 
disseminate the information and make practical use of it.  Depending on 
your needs, this might be anything from a simple de-brief presentation to a 
more interactive workshop/brainstorming event.

We feedback our findings in a report form best suited to your 
needs.  In it we will:

Relate our findings to the specific circumstances of your own organisation; 
outlining the potential opportunities and threats that they represent.  
Recommending possible actions and strategies you might take.



Contact us for more information or to discuss a 
potential project

Paul Watts

Director

T: +44 (0) 7780 761 634

Paul.watts@synchronixresearch.com
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