
Understanding the 
customer journey





Companies that offer first-class 
customer experiences tend to grow 
faster and more profitably. These 
companies are also 80% more likely 
to retain customers.

80%
Source: McKinsey & Company



The customer’s journey consists of a series of touchpoints 
that together add up to an end-to-end experience.
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Customer Journey Map
A visual representation of the process a customer or 
prospect goes through to achieve a goal with your 
company



A customer journey map is 
important for 3 reasons:

• It aligns your company around a customer narrative.

• It highlights points of force and friction in the customer experience.

• It brings your customer-facing teams together to make critical 
decisions on what needs to be improved.



Creating a customer 
journey map





Pro Tip:
Before creating a customer journey map, make sure 
you’ve created at least one buyer persona.



4 best practices for creating a 
customer journey map:

1. Set the stage.

2. Document what your buyer persona is thinking, feeling, 
and doing.

3. Pay close attention to points of force and friction.

4. Analyze the big picture.
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