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Introduction to Journeys

What is a Customer Journey ?

A customer journey is a visual representation of customer interactions, experiences and activities -
captured and/or orchestrated across channels and over time.

Regardless of the fields, journeys are built from sequences of events that an individual (“the
customer”) may take while interacting with a brand, this could often be a potential customer who
may be looking to buy a product or service or a paying customer looking for delivery of a service.

Each interaction at every touchpoint leaves an event trail, that could be anything from browsing a
page (tracked via digital beacon), the click of an ad (clickstream), reading of an email (pixel tracker),
adding an item to a cart (pushed api event), talking to a agent or even just few moments of pause to
look at a display while at a physical store (captured by a loT beacon) — each and every interaction
contains tiny bits of information that is stored (on a CDP) as an series of events leading up to that
very moment of truth. Knowing this sequence of events, adds to intelligence and insight that allows a
company to personalize an interaction (MarTech), to optimize for revenue (Adtech), or simply to
empathize while delivering an great experience (Contact Center).

Customer Journeys are used in several fields, but each field implements a different flavor, depending
on the circumstances. Regardless of the terminology, each solve for different objectives with unique
analytics to enable different outcomes. Generally tools & services built for one segment do not easily
translate to solve problems for others. Let us look at the 4 major flavors:

#1 MarTech Journey (CRM Centric)

CRM Centric - Outbound customer journeys are built by hand (aka “orchestrated”) to enable
slice/dice and adaptive messaging applied to a workflow over time. Typically, solutions include
"Marketing Automation" of yesteryears that eventually evolved to offer “Journey Builders of Today”.

Channels: Primarily driven off CRM, via Email, SMS, Push or Social Media.
Solving for: Programmable Messaging for Sell, Cross-sell, UpSell, MQL, etc.

2200 [ Human-in-the-loop ]
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Introduction to Journeys

#2 AdTech Journey (Web Centric)

Web ad display centric journeys are visualizations of single or multi-site clickstreams (as in unfiltered
web clicks/navigation), primarily tracking potential customers across one or more pages as they move
about with goal to optimize ads, drop-offs and click-throughs. These are typical web analytics /
optimization systems of yesteryears evolving to offer "Journeys” of Today.

Channels: Primarily driven off cookies, via Web beacon trackers (even multisite).
Solving for: Improve ads, increase click-thoughs, better conversions.

Incoming Traffic

Organic

Conversion
Referral .
Landing

Page

Bounce

#3 CEM Journey (VoC KPI Centric)

Voice of Customer (VoC) Centric Experiential Customer Experience Management (CEM) journeys are
primarily visualized around touchpoints ("Aggregates"), driven off user surveys that segment based
on KPI metric such as NPS/CES to follow perceived customer experience across touchpoints to
optimize customer service.

Channels: Survey, Intercepts, Questionnaires
Solving for: Improve Service Delivery, Brand Experience

While “experience” could in theory be estimated, it likely will not be a replacement for NPS/CES as
rated by a real human input and today still remains in realm of experimental research.
NPS/CES

[ Human-in-the-loop ]

o Booking a Ticket 9 On the Web Checkin 9 At the Gate 9 In-flight Service e Baggage
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Introduction to Journeys

#4 Contact Center Journey ( Agent Centric)

Contact center journeys (inbound) revolve around agents and their channels, that usually track the
channels to maximize for efficiency, to lower average handling time (AHT) and/or improve customer
satisfaction.

Agents aware of near term context at the time of interaction are better placed to field the customer
and provide faster resolution times.

------------------------------ Select JS Trigger Events- - .

: Website - | Interactions Il Channels

Visit Auto Loan Financing Quote  Request to Callback [ Human-in-the-loop ]
' 5 hr ago 5 hr ago 5 hr ago 4 hr ago 1 hr ago

Outbound Agent Interaction
............................................. 10:52s AHT [ Resolution: Quote Emailed ]

cusomer * Applied Inbound Call  Email Interaction - Emall Opened Agent 12XX
® ©@ i ® ¥
' 2 min ago Agent 14XX 30 min ago to 45 min ago
' 10 m ago o '
----------------------- CDREvents - -* .. Pixel Track -

Outbound only contact center journeys also may include outbound offers to connect with agents,
using journeys built for intercepts that display content to help with maximizing utilization of available
agent minutes for revenue.

Channels: Web tracking w/ Inbound Voice/Chat/Email or Outbound proactive reach out
Solving for: Utilization (inbound contact center) or Revenue (outbound opportunities)

=» CJ as a Service



¢ o _ Q
White paper . *
Cisco public ol I 1ol l I

CiIsCoO

CCBU Experimental
Incubation Series

Customer Journey: Feature Transitivity Across Fields

The challenges of comparing journey feature capabilities across fields.

Elements of the customer journey differ based on the circumstances. Some fields may build workflow
to curate the pathway to purchase while others may cover the product adoption cycle. Different
terminology need to be considered in the context of the field, for instance, below is an example of
what a “Journey Builder” looks like across fields:

Orchestration-Journey Builder:

» MarTech: Core of any marketing workflow orchestration is the Journey Builder.

e AdTech: Not applicable, as Journeys are being observed rather than being designed.

* VoC/CEM: Across channel survey delivery work flow builder is the Journey Builder.

» Contact Center: IVR Designer & “Ensemble Al Routing” orchestration could be Journey Builder.

Customer Journey Capabilities: Confusion Matrix

MarTech/CRM
AdTech/Web
VoC/CEM

Contact Center(<2019)
Product Experience

User/Persona Based

Designed For: - Likely Maybe - Unlikely

© 2021 Cisco and/or its affiliates. All rights reserved
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CJaaS: Customer Journey as a Service

ClaaS provides a common journey infrastructure that can easily be consumed as a drop-in SDK
Communications Platform as a Service (CPaaS) to enable customer journey capabilities across fields
featuring:

. Dynamically scalable data sinks from any channel

. Low cost, Serverless APIs

. Low latency

. Firehose capable of receiving and processing millions of events per second

. Ability to query/pipe/subscribe to data streams for custom analytics

. Delivery of powerful orchestrated action at any point in journey across channels

Applications can select from a menu of pre-built tools and features to build a customer journey
capability that fits their specific customer journey needs:

e (CJaaSis the Journeys capability part of larger CPaaS$ offering (Product Neutral)

* Cloud Contact Center + CJaaS = Native Cloud Customer Journey for Cloud Contact Center

e Enterprise Contact Center + CJaaS = Enterprise Contact Center with Customer Journeys on Cloud.
e Experience Management + CJaaS = XM turbo charged with Customer Journey++

By utilizing a common infra, a unified journey sink and powerful orchestration, companies have the
option to use any product while following their customers’ journeys everywhere, across channels.

Claas also enables companies to mix-and-match customer journeys across on-prem, hybrid and cloud
environments thus making it a choice for highly regulated sectors such as Finance and Healthcare.
Significantly, “as a service” delivery enables the underlying products to invest in core capabilities
while customer journey becomes a plugged-in capability via CPaaS. By moving Customer Journey
infrastructure to a CPaaS model, applications can focus their time and resources in developing
innovations in core solutions.

© 2021 Cisco and/or its affiliates. All rights reserved

= Technology Stack & Architecture
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Customer Data Platform: Profiles Built On The Go

Customer Journeys are only as good as the context they capture, and with every journey there is a
human customer profile that needs to be known, otherwise the context would be lost.

Context can be built incrementally as the journey progresses, instead of at all once. While CRM may
hold the bio essentials - it remains a static snap shot. Progressive profiles are much more than a static
record profile that may be held in the CRM. These profiles are dynamic and living as they capture
interests - intent and details over time.

Member
Checking

+Auto Loans

Context is a significant advantage to both agent and Al models in a contact center setting. Consider
for instance, an existing checking account customer who browses auto loans online before calling in
for a routine service request for banking, this may provide an opportunity for a cross-sell while
behind the scenes “ensemble routing” can override the IVR and route directly to connect with an
agent who has auto loan quoting competency, in-addition to general servicing to make serendipity
more likely.

Example Profile Tracking:

Uniqueld: "CUST12XX", Unique Individual ID(ex: username, relationship #)
Event: "Profile", | “Any” event on event stream
Location: "Online Website", Originating channel

"Details": { | Spent 1m+ on this section
“City”: “San Francisco” City on File/CRM Dip

“Model: 2020

"Vehicle Type": "SUV/EV" Hovered on multiple SUV/EV only offers

© 2021 Cisco and/or its affiliates. All rights reserved

= The “Tape”
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Engagement Tracking Across Channels: The Tape

Every customer journey needs to track a wide range of events across touchpoints over a period of
time to best capture the full range of interactions that occur when a customer engages with their
products and services. Each interaction is composed of an event that describes: what occurred —
when — by whom.

Interactions may take place physically at a location/store/branch or online on a website or in an
email. Each event is a granular data point from which a journey is built.

Customer Journey as a Service: Inbound Tracking Channels

On-Location —3 On-Web—— In-Product/App —» With-Email —— With-Agent

Digital Beacon m Open Tracker Pull/Push API

In-Store/Branch Drop-in one-line Mobile SDK or a Drop-in pixel Push or Pull in
loT Beacons Javascript Rest API Call tracker image Realtime

S B N i) S

Each event data has information about what happened but does not have the data that triggered the
event. For instance, an event notifies that a customer clicked an offer displayed, and it may have
general information about the promos, but it does not have the offer image itself.

Example Interaction Stream:

// Event Originating In-App
{

Uniqueld: "CUST12XX", Unique Individual ID (ex: username, relationship #)
Event: "Promo Clicked", Any named event
Location: "Mobile App", Originating Channel

Details: {

"Offer": "15% off first order”,
“City": "New York" Context connected with event
} (Ex: SKU in a cart)

= Journey Orchestration
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Customer Journey Orchestration: The Bridge to Possible

Q: Can Contact Center increase top-line and improve bottom line at the same time?
A: Customer Journey Orchestration Makes it Possible!

In recent times with much of world socially distancing, most people in customer facing jobs have
found it challenging to stay productive and fill their quotas/slots with serviceable customers or leads.
This includes insurance agents, personal bankers, real estate agents, fitness trainers & even mattress
sales staff.

Many people may prefer to meet over video rather than in person at a physical location. To match
this need with the supply geographically, companies can leverage their entire workforce as in-the-
moment agents to provide just-in-time resolution or sales in their regions, thereby replicating the
previous experience of transacting in a physical world (branch/location).

EXAMPLE STAFFING BREAKOUT (2020) Work is a Activity, Instead of Location
Contact Center Others As companies increasingly realize that work is an activity
1370 (7%) 1 4410 (21%) instead of a location, Customer Journey Orchestration (CJO)

empowers workforces to remain agile, nimble and service
Employees their customers remotely from any location, while also
21K staying relevant and providing meaningful digital

o connections.

Full-Time

Customer Facing Administrative
InStore/Branch A . . .
9450 (45%) 3990 (19%) Journey orchestration allows companies to create virtual

walk-ins on par with the physical walk-ins experience.

Journey Orchestration draws inputs from Journey Analytics to pro-actively intervene in keeping
customers happy with personalized content, real-time agents, or just-in-time virtual walk-ins. These
work across channels, preventing what otherwise may have been a drop-off, lost sale or negative

experience.

r—— - T /N
Across Channel Joumey Map "y rney Orchestrated Actions

Action #1: Journey Drop-off Interception On

Customer Journey Analytics

Quote

Website I
| ©
| : Atmore than [IEITEENED
Purchase | - and if (EIEIRORA greater than 30 seconds
| % then ETITTNERD within
O ———— e ——
o | @ Walkin Offer 5 Miles
I Agent Offer 25 Miles
Content Anywhere
- Drop off l

© 2021 Cisco and/or its affiliates. All rights reserved
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“Sarah is looking to switch her car & “Let’s see if | can save on “Hmm..that’s a lot of stuff “Ah...if only | could just
home insurance to save money” my insurance?” to enter!” meet with a local agent!”
o Visits insurance company online 9 Try get Quote Step 2..4 9 Ready to Give up!

Only pay for what you need e e e TSR —

Save 12% or more by quoting Hi there! Let's start with some basics

More about your vehicle

v e
2020 FORD EXPLORER

(Great news! We've applied a discount o the standsed featuses on four vehicle

Vau're just a fow steps away from your free quate.

- - =P P @ W imple Gty ot mivwtes s .
& s safe. Your mformation wil never be sold
Wt e o by s et P

Iy havee urshasee the vaticla yet, usa he

Enter your ZIP code to start your auto quote
Address
 you ve maving eter your fture aress.

Sireet Address

Prospective Customer

Apiunits

Customer Side Journey
Online Web Experience

Journey Analytics: (1] 15% Dropoff Journey Analytics: (V] 25% Dropoff Journey Analytics: (V] 75% Dropoff

(®) Webex Virtual Walk-in

FT e s s s sssssssasssasnasna=asass Customer Journey .> Cf;mzxx
Contact Center RS s O
1370 (7%) E g
: Digital o9
+10x FulSlime Just-in-Time e =
: Em;:;:lzees Frictionless . § §
_ Hi Sarah, Maybe | can help!, — 0
In Person We are at 1750 Van ness! g g
v Click to talk on video! .
Customer Facing g
InStore/Branch WEFH St
" momoE omomoEoEoEoE R oM oEoEoE NN EEEEEEoEoEE aff Journe R m e omomoE o oEoEoEoEoEoEoEoEoEoEoEow
9450 (45%) y >
Carlos starts his day, logs in to Webex Teams QSummons Journey Bot to accept Sip call Initiated via v
Sets Presence as “Available” Walk-ins for next 30 minutes Webex Teams Widgets
CJO Triggered
® You 09:35 &h JourneyBot 09:42 AM

Hey JourneyBot! .
Hi Carlos!
Welcome to Webex Teams.

It's nice to meet you. Sarah is looking to switch Auto & Home

1 JourneyBot 09:35 AM
Eai adelress === " $ = '» Ignore (30s) W = '»

Hi Carlos! &ll JourneyBot 09:46 AM
Would you like receive Virtual Walk Ins ?

Incoming Walk-In Request
Sarah - Auto+Home - 94108 - 2020 Ford Exp. ’

4

L]
“Sarah: Great to be talking
with a human agent, I'll buy!”

C 30 Minutes v) C San Francisco V)

>
Q
=y
S =
=
— 0O
B
5 5
E n
T ©
-
v v
—
s

Local Branch Staff

(Regular Staff/Non-Agent) ® You 09:36
Work as a Activity Set Message “Maybe | can help!..” JourneyBot!

(Kitchen/Dinning Table or at Office)
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Customer Journey By Example: Online Store

o Cut & Paste JS for Web or Add to Tag Manager

pharmacy” mry <html>

S S - <script async .
src="https://cjaas.webex.com/cj.js"></script> : .
No-cost COVID-19 - 1 N . Cjtag('XX1232'); <- Customer Journey Token 3 .
testing options and : = L :
resources S - Cjtag('config', 'PAGE_TRACK', true); : v
pf e Lol et N ' Cjtag(‘config', 'MEMBERID', ‘12XXX’); | l an ,
' Cjtag(‘config’, 'DIV_INTERACTION', "promobtn™); IVR: Enter your member id
; ' Cjtag('config', 'DIV_CONVERSION', 'conversion’); A 12XXX
Shop by category - > | | '
. * :
- </html> ' : .
: , : )
,,,,,,,,,,,,,,, o
. v
“;Automatlc.T:a.ckmg! - e structure b » Agent Dashboard N
. ourney script is aware of the website structure by setting
Get $1 5 Of'f, this £ 7 DIV pattern used on items that are tracking interaction
week 0n|y- < (clicks, navigation) or conversion (offer display)”
Spend $75+, save on entire online [ 1
order. Use code SAVE15 at , % Connected
ERCEaRE h Agent:14XX
e v |
. <A href="#" class="promobtn red-outline">Shop U @ Now
~now</a> : Speaking!
@ 2m ago
Added to Cart: Advil 250mg
@ 3m ago
$15 Offer Clicked
El Save more with Extra Sign in, look up or enter your card nul
o S @ 4n ago
Advil Dual Action Coated Caplets JS One-liner: Member Logged In
with Acetaminophen, 250 Mg e ' V Vo . ).
oo nedl 500 8hy > 1 Cjtag('post' { 'Addded to cart', 'Advil 250mg' });
Acetaminophen PerDosefor8 ~ § T
Hour Pain Relief - 72 Caplets
Size: 72 CT | Wt. 0.19 LBS @ 3 DayS AgO
it Checkout, Value $72
Emails ‘ Chats
\_ J




oThe “Tape” (~Events Ledger) lllustrated: Around the World in 80 Events

Tape is the collection of journey points that is posted as a series of events from one or multiple sources (web, contact center, mobile app, crm). Tape is an immutable (i.e read-only) running ledger

of the highest granularity of data collected, while profiles are higher level views selectively aggregating data from the running Tape.

Example Journey Events Recorded on Tape

bex Virtual Walk-in

Idle for 2 minutes on step-2

Hover On EV/SUV Request Quote Step-2

Anonymous website visitor Navigate to Auto Request Quote Step-1

(Drop off predicted at 75%)

arrives on site(or app)
Y Rule set by Manager or Al

Journey Orchestrated:

If last step = 2 & time > 1 min, Try
Offer Webex Walkin, Within 25
miles

Id: 100.212.21.10* (IP)
Event: Homepage
{ City: SFO, Browser: FF }

Id: 100.212.21.10 (IP)
Event: Click
{ Page-Title: Auto }

Id: 100.212.21.10 (IP)
Event: Hover
{ product: EV/SUV }

Id: 100.212.21.10 (IP)
Event: Request Quote
{ Name: Jane, VIN: 12227}

Id: 100.212.21.10 (IP)
Event: Request Quote
{ Car: Ford E, Zip: 94102 }

*Any session id

Call Wrap w/ Resolution &
Sentiment

Email Open

Establish ID (Member #
123XX) via CRM Dip Or Fresh
mdl Record Create

Id: xxx-yyyy-zzz*
Event: Profile
{ Name: Jane.., 1d:123XX }

Unknown Caller ( No existing
profile found )

IVR Navigation to Insurance Connected to Al Bot Agent

For Service

Id: 123XX
Event: Connected
{ Agent: MIKE }

Id: 123XX
Event: Call Wrap
{Transcript: .., Res: Quote}

Id: xxx-yyyy-zzz Id: 123XX
Event: Navigated

{ product: insurance }

Id: xxx-yyyy-zzz
Event: Connected
{ Agent: BOTAI }

Id: xxx-yyyy-zzz*
Event: Incoming Call
{ phone: 555-555-1234 }

I
©
o
o
£
|_
)
L
i_l__

Event: Email Open
{Quote: Auto Insurance}

Scan for Name/City @
ends right here (latest ®
Dip Data)

*Any session id “Session swapped with Customer ID

Request override routing to Connect to Human Agent-2
direct Agent, via Orchestration Free in < 60 seconds. 92%

(Al ensemble or Flow Control). -5 Sales Close Rate

On Call Lookup Profile via
ANI/Caller ID (Found)
555-555-1234 = 123XX

Id: 123XX
Event: Incoming Call
{ phone: 555-555-1234 }

Re-establish ID (Member #
123XX) via CRM dip

Call Wrap w/ Resolution &
Sentiment

Journey Orchestrated:

If last res = quote & time < 1D, Sort
Agents by Sales Closing Rates &
wait time < 1 minute

Id: 123XX
Event: Call Wrap
{Transcript: .., Res: Sold}

Id: 123XX
Event: Connected
{ Agent: Sarah }

Id: 123XX
Event: Profile
{ Name: Jane.., SFO }

Known Caller

{ phone: (555-555-1234)} { Name: Jake.., SLT }

0
Q

= Authentication - Fresh Identity Establish ID (Member #
Q (delink ANI from previous 134XX) via CRM

. | Sl profile)

I_

_9 Phone Number RecyC|ed Id: 123XX Id: 134XX

= : :

- (or Added) Event: Profile Event: Profile

)

<

9 “Profiles” (~View) lllustrated:

Originally collected as UUID,

but upon Login/Auth ~ *
attributed to CustomerID

Profiles are simply curated "View/query" of the Tape with selected attributes and not a full data collection itself. Views are cached for performance and updated upon access (ex: all hits within

30 min may have the same snapshot), Identity resolution is external (ex: Human could merge two IDs together, after which all new events will go to newest profile). There can be more than one

"profile" view/query customized to industry/segment/department or on function (Al Bot using for routing). For instance, a “basic profile” showing just customer name, city and product is
appropriate for Level-1 support, while billing support can use a view that includes home address, credit score, invoice amounts. Views are built always by scanning the Tape from latest to

oldest.

Example Profile View Built by Business Customer

Value Posted on Event Select this many events latest Aggregation Type

.....

------
-

-

-
———
-
-
-

- . ‘4 . . - -
* v We show it _Id: 123XX__ e
You name it field " e e R S F R > _ (1) —
......... > : Display EventlfAtft_IﬂbN How;Vlanv Ho;;;zng Type T © Name: Jane Doe o . ’ Emails@l Calls ©
g Ciat;ne rlgr'oiﬁ e;cr:lj , reng : - Offers highest grade of security and data : ® City: San Francisco K
. . . _ _ Hello, | Needed if this
© Phone Profile/Phone 3 365 | governance for privacy with | ©Phone: 555-555-1234 © O | Boroductis avaiable in ...
@ Itemsin Cart Add To Cart/SKU - 7d : cc.)mpartrr)entallzatlon of 'nformajﬂ.on queries. | ol n Cart: 4 @
@ Interested Click/Page-Title 1 1d | contact center agents while increasing their I OActivity: 5 (1 Month) for this product ?
© Calls Call Wrap/* 4 30d I efficiency. I NPS: 70 8
© Emails Email Received/Text 4 30d : « Since each category solves a different problem :
6 ih?tf Chatwrap/T"anch”?t 4 zgj | or appeals to different functions within a I |® Products: Sneaker, Bike @
ctivity <L - v I business, views tailor usability with high I @Interested: Instapot @
’ : performance lookups. :

Lookback period " I

CRM Dip/Validation
being posted
=== D

Originally collected as IP,
but upon Login/Auth_

attributed to CustomerlD "~ * A

Oldest Event

T IR, 4
“arfiarn?
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&

(i.e Events Collected)

Retail Tape
Id: 123XX th
Event: Click
{ Page-Title: Instapot }
h 1h

Id: 123XX
Event: Add To Cart
{ Item: Fitness Tracker }

Id: 123XX 4n

Event: Profile
{ Name: Jane.., SFO }

Id: 123XX 1d

Event: Login

{}

Id: 123XX 1d

Event: Add To Cart
{ Item: Headphone }

Id: 123XX 3d

Event: Call Wrap
{Transcript:.., Res: Return}

Id: 123XX 3d

Event: Incoming Call
{ phone: 555-555-1234 }

Id: 123XX 5d

Event: Survey Rating(NPS)
{ Rating: 7 }

Id: 123XX 7d

Event: Email Received
{ Body: Hello | Needed..

Id: 123XX 7d

Event: Order Complete
{ Item: Bike }

Id: 123XX 9d

Event: Profile
{ Name: Jane.., SFO }

Id: 123XX 9d

Event: Add To Cart
{ Item: Bike }

Id: 123XX 9d

Event: Homepage
{ City: SFO, Browser: FF }
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Conclusion

This paper showcases the immense possibilities of capitalizing Journeys within the contact center -
designed to be delivered as part of an CPaaS offering, especially in the post-covid era where social
distancing is the new normal. It outlines the innovative idea of virtual walk-ins that leverage a
companies’ existing larger customer-facing workforce to deliver exceptional experiences digitally -
just-in-time and frictionless.

It also attempts lend common definition to customer journeys as it applies to various segments such
as Martech, Adtech, CEM & Contact Center.

Summary of Orchestration Actions by Value:

Lower Value Higher Value

Offer/Display Content Offer Al Assist Offer Human Agent Offer Webex Walkin

Al Agent

(®) Webex Virtual Walk-in
-

OO€ ...

Hi Sarah, Maybe |
PR -2 help!

. Browser Intercept* | - Browser Intercept* . « Browser Intercept* | « Browser Intercept*
« Mobile Push -« Mobile Push -« Mobile Push

« SMS Text .« SMS Text © + SMS Text

e Email .

*When using CJaaS JS Tag
© 2021 Cisco and/or its affiliates. All rights reserved
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