From Steve Yastrow’s Brand Harmony...

Touchpoint Mapping Exercise
Objective of this exercise:
To identify all the points of contact your customers have with your product throughout the life
cycle of their relationships with your product.
Time Required:
1/2 day to do an initial draft; more if your process is especially complicated or if you have many
different customer groups. The process can generate many questions and issues you hadn’t
thought about, so figure as much as 2-3 more days to fully develop your touchpoint map.

The marketing media of Brand Harmony
include any and all points of contact between
your customer and your product. This step
will help you identify these touchpoints so you
can determine the best way to create Brand
Harmony in the minds of your customers.

Touchpoints fall into four categories:
1. When a customer learns about the product
2. When the customer goes through the process of buying the product
3. When the customer uses or maintains the
product
In this exercise, you will complete a list of
4. When the customer tells others about the
touchpoints and organize them chronologically
product, or just thinks about it
according to the lifecyle of the customer’s relationship with your product, creating a “sche- Put blank sheets of easel paper across an exmatic” map of all touchpoints. You should do
panse of wall, overlapping them slightly so
this for each of the customer groups you have
you can write across the seams (We recomidentified.
mend 3M’s Post-it Wall Pads). What you are
going to do is draw, chronologically, the process that your customers go through as they
interact with your product. (Preferably, choose
a “war room” where you can leave the paper
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Customer Lifecycle

The most important issue to remember as we
map these touchpoints is to do it from the customer’s perspective. Imagine all of the times
and individual customer comes in contact with
your product, not every time your product
comes in contact with a customer. Think about
what the customer sees, not what you see.

At the top left, write, “Learning about the
product,” and underneath that list out all the
ways customers can learn about your product.
Look at these as entry ways into a relationship
with your product. Then draw lines going to
the right, labeling what happens next. For example, if a customer learns about your product
from an ad in the newspaper, what happens
next? Does she call a toll-free number? If so,
draw a line from the ad to the words, “call cen-
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ter,” and then follow that customer’s chronological experiences from there.

of the next adjacent empty sheet. Map out all of
the interactions that happen after purchasing the
product-- including interactions with people in
your organization-- throughout the entire time
the customer will own or use the product. In addition to actual product use, include repeat purchases, maintenance, upgrades, break downs, etc.
If your product is a service, be sure to consider all
of the times your customer enjoys the benefits of
your service, not just the times you are actually
performing the service. Since no two customers’ experiences are the same, imagine multiple
scenarios.

There will, of course, be lots of branches and
criss-crossing lines; customers from each source
feed into multiple next-steps, and each potential
customer can take many different paths as they
learn about your product. You may notice that
these steps are convoluted and labyrinthine...
what does that tell you about your prospective
customers’ experiences? For example, many companies I work with have been surprised to see, at
this stage, how cumbersome it is for customers to
learn about them from their telephone call centers or websites.

At the end of this process your paper should
contain lots of arrows, lines and circles, and you
should have many insights about the experiences
people have as your customers. Likely, you will
have newly-classified many customer interactions as branding experiences, even though you
have never thought about them in that way
before.

As you work your way through to learn about
your product, move into the next phase, the
buying process. Write, “Buying the product” at
the top of the sheet just to the right of where you
have progressed mapping touchpoints, and detail
the steps that people go through to become your
customers. Be sure to account for the many different ways people can buy your product.
After that, write, “Using the product” on the top

Learning about the Product

For more information, see Steve Yastrow’s book
Brand Harmony, chapter 5.
Using the Product

Buying the Product

1.

1.

1.

2.

2.

2.

3.

a.

3.

3.

a.

4.

b.

4.

4.

b.

5.

c.

5.

5.

c.

d.
e.
f.

© Steve Yastrow

a.
b.

d.
e.

c.

f.

			

read more at yastrow.com

