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BRANDS TRY TO ENGAGE WITH THEIR CUSTOMERS IN A 

MEANINGFUL WAY. 
ORGANIZATION TRY TO DESIGN THE PERFECT CUSTOMER JOURNEY. BUT IT IS NOT THE 

ORGANIZATIONS JOURNEY, IT IS THEIRS. WHAT CAN ORGANIZATIONS DO TO DRIVE SALES 

CONVERSIONS AND BOOST CUSTOMER ENGAGEMENT? 
 
WHAT IF YOU COULD 
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Customer journey mining  

Customers are the reason for companies to 

exist! This is the reason why many 

organizations have invested significant 

time and effort in designing customer 

journeys and optimizing the customer 

experience. A positive customer 

experience is essential, as it indicates how 

well a company meets the expectations of 

its customers.  

Why customer journey mining? Realizing the 

optimal customer experience however, requires a 

significant investment. Companies often lose sight 

of the relation between customer experience and 

the cost associated with realising this. The best way 

to increase customer satisfaction and decrease 

operational costs simultaneously is to create fact-

based customer journey insights and find the 

optimal balance between customer satisfaction and 

internal cost efficiency. 

The customer journey. Customer journeys reflect 

how customers experience your brand, interact 

with you, search, find, buy, use your products and 

how they engage with you and how they develop 

opinions about you. The customer journey is theirs. 

Brands need to be able to facilitate these journeys 

aimed to deliver a positive customer experience, 

engagement and the desired customer behaviour.  

The customer experience framework. Customer 

journey mining is the measurement layer of the 

customer experience design and delivery 

framework. It allows for focused implementation 

and continuous measurement and improvement. 



Sia Partners | INSIGHT  | CUSTOMER JOURNEY MINING | May 2019| 4 
 

Customer journey mining is about creating insight 

into how customer ‘actually’ execute their journey, 

compared to how they were designed. Moreover, 

customer journey mining makes the connection 

between customer journeys and the supporting 

business processes of a company.  

The Concept. By applying big data analytics to 

customer touchpoints and the underlying business 

processes. We can analyze  how companies interact 

with customers based on hard facts and identify 

where the customer journey shows bottlenecks, 

drop-off points, unexpected customer choices, etc. 

With customer journey mining we can improve the 

optimal customer experience across all relevant 

channels combined with the continuous 
improvement of the efficiency and effectiveness of 

underlying customer processes. 

 

Why this is important. Most organizations design or 

define customer journeys. Often through a brown 

paper approach. While this is always a good starting 

point, we find most journeys to be  product or 

organization centric and very linear in nature. 

The actual customer journeys if you follow them in 

real time are much more complex. Customer take 

unexpected decisions, drop-off the journey, go back 

in the journey, or skip many steps. It is their journey! 

To be able to master and continuously innovate the 

customer experience, customer need to listen and 

mine the journey in near real-time. 

How does customer journey 

mining work?  

The Customer journey mining approach enables you 

to increase sales conversion, customer engagement 

and satisfaction AND operational efficiency in 3 

steps: 

Step 1: Listen to the Customer  

• Gain a high level perspective of the 

customer journeys 

• Deploy customer listeners on the key 

customer touchpoints 

• Link customer needs & value drivers to 

internal activities 

 

Step 2: Analyse customer journeys  

• Mine customer journeys 

• Analyse customer flows: bottle necks, drop 

off points, unexpected customer choices, 

channel usage and preference and 

underlying customer process efficiency 

• Define moments of truths: high impact, 

high frequency 

• Analyse metrics on customer behaviour 

based on facts! 
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Step 3: Improve customer journey  

• Continuously improve customer journeys 

and internal processes based on fact-based 

insights  

• With process intelligence you see what has 

happened in the customer process and 

WHY 

1. Listen to the Customer 

The unique method we follow, tracks customer 

touchpoints and the connection with the 

underlying customer system processes. This 

ultimately results in the ability to monitor the 

actual journeys at an individual customer or at the 

customer segment level. 

A. We start with defining the context for the 

customer journeys following existing or traditional 

methods. We define the key customer touchpoints. 

      

 

B. For the identified customer touchpoint we place 

listeners in the channels. From this moment on we 

can track the actual customer flows. 

 

 

 

 

 

 

 

C. We connect customer needs & wants (pains & 

gains) with the company’s internal activities in all 

relevant channels by:  

• Mapping of customer KPIs with company 

KPIs  

• Identification of business processes that 

support the customer journey 

 

 

 

 

 

 

 

These activities result in clear and supported 

insights in improvement potential in terms of 

efficiency, effectiveness and compliance for the 

whole customer journey.  

A solid foundation for increasing customer 

satisfaction is formed in this step. 

2. Analyze customer journeys 

Through customer journey Mining, an organization 

can identify how customers are actually 

“travelling” through the  channels and how they 

have interacted at touchpoints based on facts: 

Based on factual data the existing customer 

touchpoint, interactions and offers will be reviewed 

and optimized where needed. Do we always offer 

the customer the right answer, information, 

content, offer, channel, experience? 

Current customer journeys will be replotted based 

on fact-based insights. Have customers actually 

followed the customer journeys as planned? Are 

our journeys really responding to customer needs? 

Can we streamline their experience?  

The outcomes will allow for prioritization of 

required changes in offers, content, channel 

characteristics, touchpoints and the underlying 

customer processes. 

Combined with fact-based insights in underlying 

business processes, an organization can 

continuously improve its customer journeys and 

reach the optimal balance between sales 

conversions, customer engagement & satisfaction 

and process efficiency. 

CUSTOMER JOURNEY MAPS 

CUSTOMER JOURNEY FLOWS 

TOUCHPOINT/PROCESS MAP 
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3. Continuously improve customer 

journeys and internal processes 

A quantified and prioritized improvement agenda 

should be the basis for your improvement 

roadmap. Continuous monitoring of customer 

journeys transforms process improvement efforts 

from “gut feel” to “fact based”, resulting in less 

resistance and more control over value realization. 

 

 

 

 

Benefits of this approach: 

• Increased sales by improved sales 

conversion. 

• Improved insights in sales funnel and offer 

and campaign effectiveness. 

• Improve customer experience by using 

fact-based insights in customer journeys.  

• Optimal balance between increased 

customer satisfaction and operational 

efficiency. 

• Know your customers through continuous 

monitoring and management of personas.  

• Know your potential customers through 

identification of their behavior.  

• Establish the link between customer 

engagement in your own channels and 

digital advertising in your paid channels 

through the integration of customer 

journey data into your Data Management 

Platform (DMP). 

• Increase revenue through effective 

support of identification and profiling of 

unknown visitors and conversion to known 

customers.  

• Ability to create a fact based and focused 

roadmap of customer experience, process 

and organizational improvements. 

Looking to improve your business results by 

engaging with your customers in a, for both sides, 

meaningful way? We can help you on your journey  

towards a true customer centric organization. 

Please contact us for more information.  

Copyright © 2019 Sia Partners . Any use of this material 

without specific permission of Sia Partners is strictly 

prohibited.
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YOUR CONTACTS 
 

 

 

 

 
ABOUT SIA PARTNERS 
 
Sia Partners is a next generation consulting firm focused on delivering superior value and tangible results to its 

clients as they navigate the digital revolution. With over 1,200 consultants in 15 countries, we will generate an 

annual turnover of USD 230 million for the current fiscal year. Our global footprint and our expertise in more 

than 30 sectors and services allow us to accompany our clients worldwide. We guide their projects and initiatives 

in strategy, business transformation, IT & digital strategy, and Data Science. As the pioneer of Consulting 4.0, we 

develop consulting bots and we integrate the disruption of AI in our solutions. 
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