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 Abstract 

It is the age of Digital Darwinism. Looking at the everyday 

organizational operations, we realize that business models are 

evolving more rapidly than ever before. Agile execution is taking 

over most of technology and business deployments. DevOps has 

been the fore-runner to bridge the gap between technology and 

operations. Digital channels have disrupted the way businesses sells 

its products/services and operates. In such a fast-paced evolving 

organization, with changing dynamics and dimensions of the 

business, managing Customer Experience has been increasingly hard 

to comprehend. Darwinõs theory of òsurvival of the fittestó states 

change is inevitable and hence warrants transformation for survival. 

This article highlights how a Journey Mapping Framework for 

organizations will transform the organizations towards better Digital 

Customer Experience. 
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Introduction 

Investing in change has become the norm of the day for businesses. This change could be because of evolving 

technology, shifts in business needs, the introduction of new Social Dimensions, and changing environment for 

influencing a new business model. Connected markets are getting created due to this changing business model 

paradigm. Businesses, hence need to adopt Digital Transformation and evolve to provide better Digital 

Customer Experience. Digital Transformation has become an evolutionary imperative to survive in the 

competitive marketplace. Traditional Customer strategies need to be digitized to engage and nurture 

relationships with the Digital Customers. Understanding the Digital Customer is of paramount importance 

when it comes to investing in Transformation. It is important, to understand how companies are adapting to 

this change, and the challenges and opportunities that evolve during the whole process. 

The Need 

Customer expectations are changing by the day. The cost of customer retention has gone up significantly. In 

2014, Gartner1, 2 found that top marketers were focused on delivering ð and investing in ð a streamlined 

customer experience. 

Business Drivers 

Businesses have to remain competitive, evolve to retain and delight their digital customers. This requires an 

inside-out transformation. A study of social media influence on businesses has not been able to articulate a 

visible ROI. A common vision of whatõs possible and its influence on the business impact gets diluted in the 

context of social media. Social is just not enough in identifying the need for Digital Transformation. While 

studying social is not enough, mapping a customer journey is the key to transformation.  

Mapping customer journeys has been the toughest challenge for businesses. There are many touch-points in a 
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Figure 1: Trends and Need for Digital Transformation 
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journey. This may have an enormous amount of data. The behavior of the customer at each of these touch-

points may be different. Connecting the Data, Behavior, and Process at each of these touch-points creates a 

delightful experience to the customer in the context of the engagement. This creates the need for digital 

transformation that engage customers, introduces new processes and creates insights of a customer journey.  

A broader digital strategy beyond social to map the customer journeys is needed to align technology and 

business across departments and teams. The study of the entire customer journey and its optimization aids in 

delivering real results against changing business goals. Thatõs the essence of digital transformation. 

Key Imperatives 

The Approach to Customer Delight 
Research ð not guesswork ð of a Digital Customer, is an important 

step to visualize Digital Customer Experience. There are three 

important attributes of a customer as depicted in the figure. 

Expectations of customers shape these engagements. This will 

ultimately build the relationships between the customer and the 

organization. Whether it be Customer insights, journey mapping 

Digital Transformation improves how businesses see their customers. 

This will create value throughout the lifecycle of a customer. 

Digital transformation means different things to different people. The 

concept of a Journey Mapping to transform becomes a mantra for 

visualizing relevance of a customer journey in the digital economy. 

Hence, this will inherently aim to provide a better Digital Experience if 

the journey is understood and analyzed correctly. At a point of time 

that information is reasonably available for analysis, digital 

transformation takes shape by specifically aligning people, processes, 

and technologies against goals and milestones of the organization 
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Figure 2: Key Imperatives 
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