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Customer Journey Mapping (CJM) Process Mining
Customer journey mapping enables professionals to better Process mining is a discipline that has the ability to play
understand customers’ experiences when they interact with the with process models and events logs to deliver fact-

steps involved in a service. Two uses of CJMs: (1) the expected
journey aiming to represent anticipated journeys, and (2) the
actual journey, which aims to describe how the journey was Opp ortunities
“really” experienced by customers.

based insights.

- Traces of customer journeys available in information
systems could be used to build a (M from facts |
- Process mining works with event logs, a sequential N

Challenges

- Multiple ways to create CJMs exist

-

o

| format ideal for representing CJMs ?/‘
- (JMs are not consistent nor mutually - Working with expected and actual models is at “®
compatible the core of the process mining framework )
- The customer journey analytics market “is a nascent, - Gartner predicted that by 2018, 60% of large
nighly fragmented market with many vendors offering organizations will develop in-house customer journey
partial solutions” mapping capabilities

= g

s ,V > \We contribute (1) clarifying the components of CJMs and proposing a model (literature review),
B (2) discussing how CJMs can be integrated within the process mining framework,
Y. (3)illustrating how process mining can be used to analyze CJMs.

Process Mining Framework
a B XML element 9
. . c o current historic
ij > * May conta.|n multiples... | g)ig) data data
[goal} > Can contain XML element: O
| * |
‘ x | multimedia ' ; V/ V/ ; V/ \V \V
journey » g . =
{typef Il gt | o - S Y 0 0 5 D 3
O .= c 8 O 8_ O > - O
x of o |€| |&] |2 |€l [§| |g| & |o
customer » touchpoint » > 12l (5 |18 |5 &l |e| [2] |=| |8
{ ' / )b / / N D O ol |© © ©
- *
experience channel stage lens » © A /f /f I *\ v/ *H /
{ , } {name}  {name} { o =S
o) de jure models - de facto models .~
e Generate 1000 synthetic journeys using CJMs' model : L
Map to XES expected CJMs actual CJMs
. : Customer Journey Mapping Extension
Keep journeys where a call to Keep journeys where a call to
the helpdesk ended with a [ a the helpdesk ended witha ( b O utl 00 k
neutral or positive experience negative experience

- Process mining algorithms that fully leverage CJM
Hide touchpoints that are not "asking for a quotation", "receiving specificities are required (e.g., emotions, personas,
journeys’ path characteristics)
- There is a need to investigate how typical process
—— — b | mining activities can be applied to analyze (JMs
\ing for a quotation|  [Asking for a quotation - Further case studies should be undertaken to

v

the quotation”, or "calling the helpdesk”
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investigate the potential for bringing multiple
stakeholders' perspectives, as well as gualitative and
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Receiving the Receiving the guantitative methods, together onto the same CJM
quoatation quoatation . . . .
\ J / - The advances in the sentiment analysis algorithm, ana
52 hrs 44.5 hrs . . , .
l 153 l 82 the growing complexity of customers’ needs, provide
Calling the helpdesk | | Calling the helpdesk an exciting opportunity to advance our knowledge of
)\ CJMs with empirical tools
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