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Greater Rochester Quality Council



 

INTRO

http://linkedin.com/in/mindystockfield


 

HELLO, MY NAME IS MIKE
•Marketer by education            

and trade


•Worked with brands like Pfizer, 
Campbell’s, Pepperidge Farm, 
Wrangler, Fannie Mae, AOL


•Adjunct Professor @ Syracuse


•Director of Communications 
Planning @ Truth Collective

http://linkedin.com/in/mindystockfield


Brand

Storytelling
• The strategy

• Creative idea platform

• High-impact tactics

• Executional playbooks

Business 
Growth 
Consulting
• Corporate strategy

• Operational transformation

• Leadership behavioral change

• New market and  

product innovation



AGENDA

5

Why Journey Mapping?


How to Map the Customer Journey


Questions



 

WHAT DO YOU WANT 
TO LEARN TODAY?

http://linkedin.com/in/mindystockfield


 

WHY JOURNEY MAPPING?

http://linkedin.com/in/mindystockfield


WHY IS JOURNEY MAPPING 
IMPORTANT?

8

End Goal:  
Improve experience

• Identify pain points


• Remove obstacles


• Check expectations vs. reality


• Prioritize / deprioritize activities



 

THE ONE THING 
THAT IS THE SAME 
ABOUT ALL YOUR 
PROSPECTS AND 
CUSTOMERS IS THAT 
THEY ARE DIFFERENT.

http://linkedin.com/in/mindystockfield


 

HOW TO MAP THE 
CUSTOMER JOURNEY

http://linkedin.com/in/mindystockfield


BRAND:
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The central organizing 
principle of business



STARTING POINT:
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WHAT ARE MY 
BRAND GOALS?



THEN:
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WHAT PROBLEM IS 
YOUR CUSTOMER 
TRYING TO SOLVE?
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What are my 
brand goals?

What problem is 
my customer 

trying to solve?



Source:  Google



IDENTIFY ALL THE 
COMMUNICATION 
TOUCHPOINTS IN YOUR 
CUSTOMER’S JOURNEY
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• How do you traditionally engage with customers?


• What have you missed? 


• Prioritize the moments that are most appropriate to your business goal.



 

RECOGNIZE PAIN POINTS AND 
MOMENTS OF DELIGHT

• How do your customers feel during pre-purchase, purchase and post-

purchase?


• Identify the moments of negativity and what is causing it.


• What is going right when they have positive experiences?

http://linkedin.com/in/mindystockfield
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VISUALIZE THE JOURNEY



2 RULES:
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1. Walk a mile


2. K.I.S.S.



 RULE 1: WALK A MILE

http://linkedin.com/in/mindystockfield


 

CUSTOMER 
JOURNEYS ARE 

TOLD FROM YOUR 
CUSTOMER’S 
PERSPECTIVE 

NOT YOUR OWN

http://linkedin.com/in/mindystockfield


 

http://linkedin.com/in/mindystockfield


 RULE 2: K.I.S.S

http://linkedin.com/in/mindystockfield


KEEP.

IT.

STUPID.

SIMPLE. 24



RESEARCH VS. STRATEGY
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Research:  an exercise in expanding knowledge


Strategy:  an informed opinion on how to win



 

IF YOU CAN’T 
EXPLAIN YOUR 
STRATEGY IN 

LESS THAN 1 MINUTE 
YOU DON’T HAVE A 
STRATEGY

http://linkedin.com/in/mindystockfield


 

http://linkedin.com/in/mindystockfield


 

http://linkedin.com/in/mindystockfield


 

Living Looking Buying Post-Purchase

Brand Goal Build awareness Increase # of 
website visitors

Increase online 
sales

Increase retention 
rate, order value  

& frequency

What is the 
customer thinking/

feeling?

Friends have told 
me about online 

grocery

I need to buy 
groceries This is easy Frustration over 

late delivery

What is the 
customer doing? Going about day Considering 

options
Navigating 

website
Waiting & calling 
customer service

http://linkedin.com/in/mindystockfield


 

QUESTIONS?

http://linkedin.com/in/mindystockfield


 

Email:  miked@truthcollective.com


LinkedIn:  linkedin.com/in/mikedicaprio

http://linkedin.com/in/mindystockfield

