
HAPPY CUSTOMERS = HAPPY BUSINESS 
OWNER
Having a comprehensive understanding of the customer journey and 
implementing strategies to improve it ultimately leads to customers who will 
not only come back but be so satisfied they will freely tell others about you.

By prioritizing customer experience through mapping out their journey, you 
can build stronger relationships with customers and create brand loyalty. This 
also leads to positive word-of-mouth marketing, as happy clients are more 
likely to recommend a brand to others. Continuous effort and improvement in 
the journey map lead to continued success.

Remember, in the words of Steve Jobs, “You’ve got to start with the customer 
experience and work back toward the technology, not the other way around.”

And if you need a hand in optimizing that experience or have further queries, 
don’t hesitate. Contact Markitors. We’re here to help!

CUSTOMER JOURNEY MAP TEMPLATE
1. Persona Profile
Name: [e.g., Digital Henry]
Demographics: Age, Gender, Location, etc.
Goals: What is this persona trying to achieve?
Challenges: What barriers do they face? 

2. Stages of the Journey
a. Awareness
Touchpoints: How does the persona first come into contact with the brand? 
(e.g., social media, blog post, referral)
Emotions: How is the persona feeling at this stage? (e.g., curious, 
overwhelmed)
Opportunities: Potential areas for the brand to make a significant impression 
or address pain points.
b. Consideration
Touchpoints: (e.g., product reviews, website visit, email newsletter)
Emotions: (e.g., interested, comparing options)
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Opportunities: Ways to provide value and showcase the uniqueness of the 
brand or product.
c. Decision
Touchpoints: (e.g., checkout page, sales call, in-store visit)
Emotions: (e.g., confident, anxious about making the right choice)
Opportunities: Streamlining the buying process, offering assurances, or adding 
incentives.
d. Retention
Touchpoints: (e.g., follow-up emails, customer support, loyalty programs)
Emotions: (e.g., satisfied, unsure if they made the right decision)
Opportunities: Enhancing post-purchase experience, gathering feedback, or 
introducing complementary products/services.
e. Advocacy
Touchpoints: (e.g., referral programs, user-generated content, online reviews)
Emotions: (e.g., proud, eager to share with friends)
Opportunities: Encouraging word-of-mouth marketing, offering referral 
bonuses, or spotlighting user testimonials. 

3. Pain Points & Opportunities
For each stage of the journey, identify:
Specific issues or obstacles the persona might encounter.
Opportunities for the brand to address these issues or enhance the experience. 

4. Emotional Graph
Plot an emotional graph across the journey, from awareness to advocacy. Track 
the highs and lows of the customer’s emotional state. This can be a simple line 
graph where the y-axis represents the emotional intensity (from negative to 
positive), and the x-axis represents the journey stages. 

5. Key Takeaways & Action Items
Summarize the main insights from the map and list down actionable steps to 
enhance the customer experience.

Remember, a customer journey map is a dynamic tool. As you gather more 
insights about your customers, revisit and refine the map to keep it relevant 
and useful. This template offers a foundational structure, but feel free to adapt 
it based on your brand’s unique needs and customer nuances.

Need help to hurdle over challenges and optimize your customer journey? 
Contact Markitors for expert assistance!
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