
Client Journey Mapping

Journey mapping is a visual representation of the 
actions, thoughts and feelings of a group or 
person as they engage with a service. Through 
this method, organisations can identify and map 
experiences, to understand their clients and 
highlight areas for improvement. 

Why do we need client journey mapping? 

• Journey mapping identifies key themes, 
issues and gaps in knowledge, and highlights 
development opportunities. 

• Placing emphasis on the emotional journey 
allows organisations to connect with the client 
and create a sense of empathy. 

• Well-developed journey maps allow the focus 
to shift from abstract demographics to the 
wants and needs of real people. 

• A client or group has the opportunity to create 
a highly personalised, client-centred 
approach.  

How to Create a Client Journey Map

A client journey map is a chronological sequence 
of interactions between the client and an 
organisation or organisations. Below the journey 
are various facets of the client’s experience such 
as enablers, barriers, decisions and emotions. 

The most successful client journey maps involve 
not only the client , but also the organisation or 
service provider and associated partners. This 
provides a holistic reflection of all aspects of the 
journey. 

Clients move  through a series of phases when 
accessing or attempting to access a service. 

1. Define the stages of the journey

Depending on the organisation, clients will go 
through different stages while using or attempting 
to use a service. Although these stages are 
unique to the organisation or service, they are 
usually grouped into research, accessing and 
extension. 

Research may involve:

a. Awareness  - hearing about a product or 
service. 

b. Contemplation - thinking about using a 
service. 

c. Investigation - learning more about the 
service. 

Accessing may involve:

a. Procurement – using the product or service. 

Extension may involve:

a. Follow up   - reviewing the experience with 
the client, ensuring feedback is noted. 

b. Retention – ensuring the client wants to keep 
using the service. 

2. Identify how the client moves from one stage 
to the next

Remembering that client journey maps are about 
empathy and creating a personalised experience, 
the focus for each stage should be on whether 
the client is comfortable and confident that they 
can move to the next stage and work towards 
their goal. 

If the end goal is for a client to have a good 
experience and outcomes, at each stage, 
relevant questions could be: 

a. What issues are preventing the client moving 
to the next stage? E.g. lack of information, 
time delays, language barriers. 

b. What support does the client need at each 
stage? E.g. a support person, translation 
services, continuity between different 
organisations.

3. Plot touchpoints

A touchpoint is every point where a client 
engages and where an organisation can support 
them towards their goals. The more touchpoints 
there are, the more complex the experience. 

Touchpoints may not be linear. More than one 
engagement can happen at the same time. The 
journey may loop back to a previous touchpoint 
before moving forward. 

It may be useful to plot touchpoints as a 
storyboard, especially if the journey map is 
created as a collaboration between clients, 
organisations and partners. This allows everyone 
to visualise the journey and feel involved in 
creating the map. 

4. Identify gaps and areas of improvement

The aim of a client journey map is to identify 
areas for change and improvement.  

It is important to focus on asking “why?” until the 
root cause of the problem is found. 
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E.g. Why is there a gap? Because information 
isn’t available  Why is that information not 
available? Because the staff resources aren’t 
there to create/supply it  Root cause identified 
as a lack of resources.

The ideal goal is that, at the end of a journey 
map, the client feels understood and confident to 
use a service to meet their needs.  

Things to Think About When Creating a Client 
Journey Map

Every client journey is unique and there is no one 
right way to create a client journey map. 

It is also important to remember that no one 
method for information gathering is right to create 
a client journey map. The best and most 
comprehensive maps involve a collaborative 
effort between the client, organisation or service 
and associated partners.  

The following framework is important to keep in 
mind, no matter how the client journey map is 
created:

• Actions. These are the decisions made by the 
client at each stage and the actions they take 
to move to the next stage. 

• Motivations.  This is what keeps the client 
moving from one stage to the next. 

Motivations may come in the form of an 
enabler, such as a support person or aid 
organisation. They can also be emotional e.g. 
a feeling of hope that help is being provided. 

• Questions. These are usually issues or 
concerns that the client has that prevent them 
from moving to the next stage.

• Barriers. These are the problems that prevent 
movement between stages.

Additional Resources

Here are some additional resources available to 
help map client journeys:

Queensland Department of Communities, 
Disability Services and Seniors – Customer 
Journey Tool

Using Customer Journey Maps to Improve 
Customer Experience

Health Service Co-Design Toolkit – Patient 
Journey Mapping

2

https://www.communities.qld.gov.au/seniors/queensland-age-friendly-community/age-friendly-toolkit/tools-resources/customer-journey-tool
https://hbr.org/2010/11/using-customer-journey-maps-to
http://www.healthcodesign.org.nz/tool-kit/explore/patient-journey-mapping/

