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We help these tourism businesses with their marketing:

Snow Victoria
VisitCanberra

Yass Valley Tourism
Destination Southern Highlands – Pie Time

Goulburn Mulwaree Council
Destination Southern NSW

Capital Region Farmers Market
East Hotel

Roundhouse Hotels
Old Bus Depot Markets

Eurobodalla Coast Tourism
Canberra Region Joint Organisation



Mapping out and 
planning the journey 
from discovery to a long 
term, loyal customer. 



Let’s start from the beginning…

What
is customer 
journey 
mapping? 

Who 
should do 

customer
journey 
mapping? 

When 
should you do 
customer 
journey 
mapping? 

1 2 3



And the big 
question… 
why would you 
do customer 
journey 
mapping?



The why:
▪Better understanding of your customer = 

better marketing = more sales. 

▪ Improved customer understanding through 
all touchpoints within your business.

▪Allows you to see your organisation from a 
customer’s perspective rather than from a 
company’s perspective

▪Breaks down silos in your vision between all 
touchpoints including customer service, sales 
and marketing.





Start with your data to design an 
accurate customer journey map

Staff & stakeholders: engage all levels of staff in 
understanding the customer journey from different 
perspectives - get their understanding of touch points
Google Analytics: how did people find your website, i.e. 
direct, social, AdWords, organic search? What did they click on 
to get there? 
Customer feedback: Net promoter scores, online reviews, 
social media sentiment, in person comments
Booking data: Point of sales system, online bookings 
information, foot traffic analysis
Research: VisitCanberra tourism segments, Census data, 
Tourism Research Australia, conduct your own third party 
research
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Who is
your 
customer? 



Get personal with your persona
Phil

Demographics: 
Age, family status, location, 
education etc

Job title: 

Needs & motivations:
What does he specifically 
need and want to know to 
purchase/book?

Frustrations: 
What would stop him from 
purchasing or booking?



Example 
persona: 
Atira Student 
Living



Quick and dirty customer journey 
mapping

Awareness

Interest

Desire

Action

Advocacy

Targeted Facebook Ad

Google Search

Chat to friends

Call to book

Write a Trip Advisor review





Our customer journey map template: 
Enlighten example

Awareness Interest Desire Action Advocacy

Activities • Social media ads
• Reads a news article 

or sees it on TV
• Friend talks about it

• Internet research
• Retargeted 

advertising
• Media articles

• Compares options online
• Asks friends and family
• Reviews Instagram for 

last year’s photos

• Calls to book a hotel or 
books online

• Downloads the program
• Meets industry at events 

or at the visitor centres

• Posts on social media
• Tells friends and 

family
• Review venues on 

Trip Advisor

Needs Key positioning 
statements such as 
understanding of 
difference between Vivid 
and the broadening of the 
festival in 2018.

Interest triggers based 
on demographic

Easy planning of times, 
venues, transport options, 
where to stay, to plan their 
itineraries. 

Find on the day information 
online easily, with event-
informed customer service 
at hotels and venues 

Platforms to 
communicate both 
positive and negative 
feedback

Frustrations Not understanding 
quickly what the festival 
entails or the difference 
with vivid

Needing inspiration 
rather than information

Not finding events specific 
to them quickly

Hard to plan and keep track 
of all the things happening 

No perceived real 
person to communicate 
with

Opportunities Clear unique positioning 
statements 
communicated through 
each channel

Multimedia like video 
and imagery that 
conveys the experience 
through social and 
media

Targeted advertising with 
content based on 
demographic & pre planned 
itineraries. 

An easy-to-find-and-use 
program with all the events 
listed and industry well 
briefed in the event

Make it easy to provide 
feedback directly and 
ensure a community 
management plan is in 
place.

Touch points



Customer 
journey 
mapping: 
live
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No two 
customer 
journey maps 
are ever exactly 
the same. 



Use your customer journey map to 
ask…
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▪ Can we increase customer engagement through 
optimising some of the touchpoints?

▪ Do we have a customer focused perspective – or a 
company perspective? How can we make sure the 
customer is at the centre of every decision we 
make? 

▪ What can we do to speed up the journey from 
interest to action?

▪ Is there employee ownership and accountability of 
various customer touchpoints?



Example tools to support the journey 
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Autopilot: Automated journeys through scheduled 
email lead follow ups, online chat, request customer 
reviews, and better data. 

GetFeedback: Online personalised surveys and Net 
Promoter Scores.

Smaply: A tool for mapping your personas and 
journey maps online.

Google Analytics: Never underestimate the power of 
existing tools. Use and optimise Google Analytics to 
make actionable feedback. 
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“You’ve got to start with 
the customer experience 
and work back toward the 
product, not the other way 
around.”

-Steve Jobs
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Download our slides & 
PowerPoint template: 
Threesides.com.au/DCC



Thanks BuzzFeed for the stock images
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“Stock images no 
one will ever 

use”

https://www.buzzfeed.com/daves4/unexplainable-stock-photos

https://www.buzzfeed.com/daves4/unexplainable-stock-photos
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