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Creating friction-free customer journeys can be a daunting task when faced with a 
soul crushing amount of data from first-, second-, and third-party sources gleaned 
from multiple channels, but that is the task at hand. 

NICE Nexidia offers compelling research documenting the fact that most 
companies aren’t close to closing customer journey gaps, although these same 
organizations are aware of their shortcomings. Recognizing there’s a problem and 
addressing it has a huge potential upside in retaining and attracting customers, so 
the incentive is undeniable.

As you delve into these white papers proffered by NICE Nexidia and TTEC, you 
will receive excellent advice for creating and refining your journeys with customer 
journey analytics, as well as concrete advice for building customer journey maps 
with a three-part framework that simplifies a complex, even intimidating, task.  

Bob Fernekees 
VP/Group Publisher, CRM Media 
Information Today, Inc.

solutions@ttec.com
800.835.3832
www.ttec.com

3565 Piedmont Road NE
Building Two, Suite 400
Atlanta, GA 30305
1.866.355.1241
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Every customer has a journey.  Every 
journey has a story.  The story details the 
joys and pains that customers experience 
through the journey of doing business 
with you.   The story highlights the 
problems customers seek to resolve 
and how they wish to resolve them.  
Customers expect you to know their story 
and understand their journey.  When 
customers complain, there is a story 
behind it.  Researching the one channel 
where the complaint was received may 
not uncover the root or the magnitude 
of the problem.  The story only 
comes to light by connecting distinct 
customer touchpoints, over time and 
across channels.  This holistic approach 
recognizes where the customer has 
been, understands where the customer is 
going, and proactively provides effortless 
navigation through every touchpoint.  
When done successfully, efficient 
customer journeys help customers 
accomplish their goals, strengthens brand 
loyalty, and builds customer experience 
into a competitive differentiator.

Start With Customer 
Journey Analytics
While the rewards of creating efficient 
customer journeys are great, the 
challenges are just as significant.  
From eliminating data silos to gaining 
insights into customer behavior, most 
organizations will fail to realize the 
full benefits of omnichannel journeys 
without leveraging customer journey 
analytics.  According to recent research 
from Forrester Consulting, 87% of 
businesses in the U.S. and the U.K. 

cannot orchestrate customer journeys 
at scale.  The study also revealed that 
while 89% of firms are expecting to 
increase spending on customer journey 
analytics, many of the companies 
surveyed currently face enormous 
hurdles in operationalizing customer 
journeys:

•  63% identified the inability to take 
immediate action on available data

•  56% identified the inability to 
optimize journeys across silos

•  55% identified a lack of consistency 
across channels

Forrester defines customer journey 
analytics as “an analytics practice that 
combines quantitative and qualitative 
data to analyze customer behaviors and 
motivations across touchpoints and over 
time to optimize customer interactions and 
predict future behavior.”  This strategic 
approach gives organizations visibility 
into how millions of interactions 
connect, overlap, and influence the 
customer experience.  Armed with 
actionable insights, it’s an easy step 
to reduce unnecessary call volumes, 
uncover journey bottlenecks, and 
deliver superior customer experiences.  
With a customer-centric view of the 
data, a powerful analytics platform 
enables analysts to make fast and 
efficient decisions that are critical to 
customer relations.

Journey analytics further benefits 
organizations through accelerated 
time to provide insight and data 
democratization.  Analysts spend less 

time on data management, dramatically 
decreasing the time and effort spent 
on data management and placing 
more focus on surfacing key insights.  
As with most organizations, analysis 
of large, omnichannel datasets were 
limited to employees with specific 
technical expertise.  Democratized data 
means that business users who are less 
technically savvy can now make sense 
of the data, as well as take action on 
critical insights.

Know the Customer Story
“Companies know the value of customer 
feedback and data. Looking at the many 
ways a customer can connect with a 
company – human-to-human calls, emails, 
social media channels, chats, and more – 
it’s important to understand the customer’s 
story.”  —Shep Hyken, CX Expert and 
Forbes Columnist

“ We didn’t have a lot of 

insights across channels. Without 

having the stitched-together 

journeys from our customer’s 

perspective, we were hypothesizing 

on what was happening without 

having any truly connected data to 

support it. We were taking educated 

guesses, but we knew we didn’t 

have the whole picture.”

—Strategic Consultant,  
Large Insurance Company

The Essential Guide 
to Creating Efficient 
Customer Journeys
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To know the customer story is to 
recognize the journeys your customers 
have made.  The first step in knowing 
the customer story is to gather and 
connect all customer interactions, 
transactions, and feedback, including 
data from contact center calls, email, 
chat, mobile, IVR, CRM, VoC, 
digital, and web sources.  Organizing 
raw data into customer identities and 
timelines creates a single, consolidated 
view of your customers and their 
journey.   Most customer experience 
professionals identify data aggregation 
as a significant challenge to extracting 
full-spectrum insights from customer 
journeys.  A recent study from Forbes 
further highlighted this issue, revealing 
that 87% of executives are not confident 
they are leveraging all available customer 
data. (Forbes, 2018)  The ability to 
employ customer journey analytics 
solutions to ingest disparate data from 
sources anywhere in the organization is 
critical to the success of the journey.  

With the growing number of channels 
that customers use to interact with 
your brand, it has never been more 
important to know the customer story.  
When organizations share journey 

joys and pains across touchpoints, 
agents can empathize with customer 
frustration and are empowered 
to provide a quick resolution to 
their problems.  Knowledge of the 
customer story further strengthens the 
omnichannel journey as customers can 
quickly and easily accomplish their 
tasks with their preferred channel.  

Creating the Effortless Journey
“The #1 most important factor in customer 
loyalty is the reduction of customer effort.” 
—Harvard Business Review 

There is a thin line between loyal 
customers and satisfied customers.  
Some will argue the difference between 
the two segments cannot be found in 
organizational efforts to delight them, 
but in the amount of customer effort 
needed to complete interactions.   Recent 
research from Gartner further supports 
the substantial impact customer effort 
has on bottom-line results:

•  Customers are four times more likely 
to become disloyal after a difficult 
customer experience

•  88% of customers are more likely to 
spend more with a brand after a low 
effort experience 

•  94% of customers are more likely to 
repurchase from a brand after a low 
effort experience

Whether through agent supported 
channels or self-service touchpoints, 
creating effortless experiences must 
always be a priority.  Customer journey 
analytics helps organizations quickly 
pinpoint the where and the why behind 
high-effort customer experiences.   The 
ability to identify changes in customer 

behaviors, key interaction patterns, and 
feedback from customer segments are 
key indicators to further understanding 
customer effort.  When done at scale, 
analysts can identify when customer 
behavior is an exception to the rule 
or when a behavior has a significant 
impact on the experience of a large 
segment of customers.  

Measuring customer experience across 
omnichannel journeys is another key 
to reducing customer effort.  There are 
three common types of feedback used 
to measure customer experience:

•  Direct feedback:  what customers 
say when you ask, often obtained via 
surveys

•  Indirect feedback:  what customers 
say about you, often obtained via 
social media or chat

•  Inferred feedback:  what customer 
behavior says about the experience, 
often obtained via journey analytics

Customer behaviors most often 
reflected in high-effort, problematic 
journeys include repeated steps or 
interactions, long channel duration, 
channel switches, poor handoffs 
between touchpoints, and drop-offs 
from the journey.  Organizations 

“ We are now able to connect 

voice interactions that came directly 

from a web interaction with the same 

context. So now, we can see where 

we should put our energy in order to 

reduce the call volume.”

—Strategic Consultant,  
Large Insurance Company

“ Instead of struggling to 

delight customers, create low-effort 

customer service experiences. An 

effortless experience is the key to 

customer loyalty.”

—Gartner, 2018
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that measure customer experience 
quality at all three levels will have a 
comprehensive system of feedback.

Understanding Next Steps 
of the Journey
“Get closer than ever to your customers. So 
close in fact that you tell them what they 
need before they realize it themselves.”  
—Steve Jobs

Today’s customers will not hesitate 
to call out and punish bad customer 
experiences.  Within the current state 
of customer service, it is no longer 
enough to react to customer complaints 
or churn.  Organizations must 
recognize where the customer has been 
and understand where their customers 
are going.  They must understand what 
goals customers want to accomplish and 
proactively meet them.  

Customers want the option to handle 
routine tasks themselves.  Use of 
self-service channels almost doubled 
from 17% in 2017 to 31% overall in 
2018 with large increases in visiting a 
company’s website, use of IVRs, and 
use of a company’s mobile app (NICE 
inContact, 2018).  CX professionals 
must optimize self-service channels 

to meet ever-changing customer 
needs and deliver quick and easy 
experiences.   

The IVR channel is a great example 
of how proactive improvements 
can enhance the experience and 
reduce operational costs.  Customer 
satisfaction for IVRs improved in 
2018 but still performed among 
the worst of all communication 
channels. (NICE inContact, 2018)  
Leveraging AI-powered capabilities 
with customer journey analytics helps 
organizations to identify where gaps 
exist in the IVR journey, predict 
which journeys will lead to self-service 
failure, as well as recommend optimal 
menu paths to enhance self-service.  
When customers are experiencing 
effective self-service in the IVR 
without contact center assistance, 
organizations benefit with faster call 
resolution, diminished call volumes, 
and millions in cost savings.

Organizations make significant 
investments to avoid churn.  Studies 
show it cost five times as much to 
attract new customers than to retain 
existing customers.  With the use of AI 
and machine learning, organizations can 
utilize predictive analytics to determine 
journey outcomes such as churn or 
customer complaints.  Let’s suppose 
a customer calls a contact center to 
complain about an unusually high 
phone bill.  Journey analytics can train 
AI models to identify which journeys 
trigger the most complaints.  This 
information can be used for proactive 
outreach to impacted customers to 
prevent a negative outcome.  While 
most customers won’t churn after one 
bad experience, organizations benefit 

from increased retention and improved 
operational costs.

The Power of Efficient 
Customer Journey
Simply put, creating efficient 
omnichannel journeys transforms the 
customer experience.  Organizations that 
refuse to embrace customer journey 
analytics will fail to unlock the far-
reaching benefits of turning data silos 
into full spectrum business insights and 
educated guesses into data-driven, 
customer-centric decisions.  Though 
the power of omnichannel customer 
journeys, organizations will find a 
consistent and repeatable methodology 
to know the customer story, reduce 
customer effort, and proactively shape the 
next steps of the customer journey.  

NICE Nexidia provides full spectrum 
omnichannel interaction and journey 
analytics – for better customer 
experience, increased sales effectiveness, 
cost savings, improved compliance, 
and increased customer loyalty.  
 
www.nice.com/cjo

“ I think we certainly look at a 

single-digit percent increase in call 

containment — and that alone is worth 

tens of millions of dollars to us.”

—Strategic Consultant,  
Large Insurance Company

“ Data is no longer a level playing 

field. Companies that leverage AI 

and machine learning software have a 

leg up over competitors who are still 

only using data to look backwards. 

Companies that get predictive 

analytics right can greatly improve 

their customer experiences.”

—Forbes, 2019
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Customer journey maps come in a variety 
of flavors, depending on the business 
problems you are solving for. Some 
high-level examples simply seek to define 
customer lifecycle and outline campaigns to 
drive people to complete specific activities. 

Others are more complex and are meant to 
be a template for long-term marketing and 
customer service action. Regardless of these 
differences, what the most impactful CX 
maps all have in common are the following 
“layers” of guidance, akin to a three-layer 
wedding cake:

1. The journey map 
business imperatives and 
customer needs layer
Each stage of the customer lifecycle 
requires a different approach to meet 
different customer needs and deliver better 
CX results. On the business side, the 
marketing and service teams have certain 
goals and KPIs they need to achieve, while 
customers/prospects have their own needs, 
motivations, and differences that must be 
recognized and addressed. These variables, 
which can be discerned through research 
or an effective customer data strategy, are 
important inputs that can impact connected 
experience design.

This layer must be created by coordinating 
across different departments. It requires a 
shared vision of the organization’s top CX 
priorities, as well as a clear understanding 
of customer needs, both current and 
anticipated, which will influence changes 
to the customer journey map and associated 
customer processes.

2. The customer experience 
narrative/process layer
Now that we have our marching orders for 
the various customer stages, we can focus 

on a detailed description of the customer 
journey. This is the set of channels, 
messages, communication cadences, 
inbound and outbound interactions, 
and first-, second-, and third-party data 
collection. Think of this as drawing 
a technical diagram of the high-level 
journey map described earlier to tell a 
more actionable story.

To get there, think about the how 
you are “touching,” interacting with, 
and learning about your prospects and 
customers. This information will help 
identify experience gaps and also flag 
solid practices for the future.

When created, the map charts the 
experience of consumers as they gain 
awareness and eventually make a first 
purchase, to their experience as a customer, 
including service, up-sell, retention, and 
loyalty. This can be a complex exercise, 
requiring technology, marketing, 
data, analytics, channel execution, and 
measurement expertise. While this may 
seem daunting, the CX journey mapping 
exercise can be very effective and even fun 
when done in a collaborative fashion with 
your wider team of subject matter experts. 

3. The customer data/
technology layer
Even the prettiest customer journey map 
won’t hold up without a solid grounding 
in technology and data. Here we define 
the basic building blocks of the customer 
profile—data from lead sources, digital 
“event stream” data to gauge preferences, 
second- and third-party sources to 
augment the profile, first-party data 
captured during the course of sales, service, 
or digital interactions, and other sources 
that will help us to continually tailor our 
interactions with individuals.

To get this level of detail, you must first 
answer these customer data questions:
 •  How do you identify your prospects 

and customers?
 •  What first-, second- and third-

party data do you have to 
work with?

 • Where does it live? How is it used?
 • Is the data any good?

Data is the lifeblood of CX, and the 
company with the best data will win in 
the end. Tracking these answers down 
will greatly speed up the journey mapping 
process and result in more actionable 
customer treatments. 

On the technology side, existing platforms 
should be specified and technology gaps 
should be addressed. For example, if 
audience management is an important 
element of the journey, the DMP and 
the proper orchestration and execution 
platforms should be flagged.

Each layer forms the foundation 
of a great customer journey map
Each of these domains are critical to inputs 
into customer journey strategy and eventual 
execution. The customer needs layer 
outlines the “marching orders” to the team 
for a target segment at each funnel stage. 
The customer experience narrative layer 
provides the new omnichannel and 
integrated communication stream, or the 
specific ways we will treat this customer 
over time. Finally, the customer data layer 
provides the data insights and technology 
dependencies that will make these 
experiences real.  

To learn more about customer journey 
solutions, visit ttec.com

Think of a 3-Layer Cake 
When Building Impactful 
Customer Journey Maps

http://ttec.com

