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Introduction

The Map Changes How Leaders See Everything

Customer journey. Two words so overused in business conversation they've nearly lost their meaning.
Teams nod when it comes up. Leaders include it in presentations. And then everyone returns to optimizing
the individual pieces—the ad, the checkout, the support ticket—without ever stepping back to see the
whole.

Here's the reframe that changes everything: the customer journey isn't a marketing concept. It's a
leadership responsibility. Every stage is both a moment of truth—where what the organization actually
stands for gets revealed—and a moment of trust—where that revelation either deepens the relationship or
damages it.

( )
The customer journey is the lived experience of a brand promise. Every
touchpoint is a moment of truth—and a moment of trust. Each one either
confirms the promise or quietly contradicts it.

. J
This guide maps those stages through the lens of The Exceptional Way—so what gets built isn't just a

better process, but a more trustworthy organization.

Mapping the New Journey — Angela Moonan

lf. ANGELA
Z4MZ MOONAN
7 LLE



CHAPTER 1

What a Customer Journey Actually Is

A customer journey covers every interaction a person has with an organization—before, during, and long
after the transaction. The purchase isn't the journey. It's one moment inside it.

Customer experience (CX) describes how customers feel about the brand overall. The customer journey
describes the specific touchpoints that create that feeling. Improving the experience requires understanding
the journey first.

Small Choices Big Change shows up everywhere in a journey map. Returning a message promptly. Making
checkout intuitive. Following up after delivery. None of these feel like strategy in isolation. Together, they're
everything.

Every Touchpoint: A Moment of Truth and a Moment of Trust

A touchpoint is any moment of contact between a brand and a customer—an ad, an email, a storefront, a
support call, a review page, a receipt. Most organizations have far more of these moments of truth than they
realize, and far fewer of them are actively designed to build trust.

Customer journey mapping forces a different view: the customer's entire perception of the brand as a fluid,
evolving relationship shaped by every moment of truth along the way—not just the ones the organization
controls or is proud of. Each one is also a moment of trust: earned, held, or lost.

4 )
Any weak link sends customers elsewhere. Every touchpoint is a moment

of truth—and every moment of truth is a chance to deepen or diminish

trust.
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CHAPTER 2

The eCommerce Journey: Six Stages of Trust

Digital commerce expanded the customer's options and the organization's exposure simultaneously. Every
stage of the eCommerce journey is a moment of truth—and each one is also a moment of trust: earned
through consistency, lost through friction, or deepened through genuine care.

4 )
Stage 1 — Awareness: The First Moment of Truth

This is where the trust baseline gets set—before a single dollar changes hands. Does the message
reflect who this organization actually is? Every channel a customer finds you through is a moment of
truth waiting to confirm or contradict the promise.

_ y,
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Stage 2 — Consideration: A Moment of Trust in the Navigation
A confusing site signals a confusing organization—a quiet moment of trust lost. UX is a moment of truth
about how much the brand respects its customers' time. Make it effortless, and the relationship starts
building before the purchase does.
_ y,
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Stage 3 — Purchase: The Moment of Truth That Converts or Costs
Every obstacle between intent and completion is a failed moment of trust in real time. Make the path
clean and confidence-building. Collect feedback here—it signals the experience matters, not just the
transaction.
_ y,
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Stage 4 — Delivery: A Moment of Truth After the Sale
Delivery is where the brand promise becomes real. Transparency about timing and costs is a moment of
trust—not just logistics. Surprises here, unless positive, break trust right when the customer is most
invested.
_ y,
e ™)
Stage 5 — Product / Service: Does the Truth Match the Promise?
Does the experience match what was promised? This is the moment of truth for the whole journey. A
simple follow-up—'did this meet your expectations?'—turns accountability into a moment of trust that
brings customers back.
_ y,
e ™)
Stage 6 — Loyalty: When Moments of Trust Compound
Loyalty is what happens when enough moments of trust stack up that the relationship feels unshakable.
NPS lives here—so does the ultimate question: do customers trust this brand enough to stake their own
reputation on recommending it?
\_ y,
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CHAPTER 3

The Retall Journey: Where Physical Presence
Speaks

In retail, the space itself communicates. The layout, the greeting at the door, the ease of checkout, the tone
of the employee who handles a frustrated customer—every one of these is a moment of truth, delivered in
real time by real people. And every moment of truth is also a moment of trust: the customer is either
reassured or quietly reconsidering.

OLIVUS is most visible in retail. 'We're all in this together' means the employee at the register isn't separate
from the leadership vision—they're where that vision either lands or dissolves. Investment in how the team
is led, trained, and supported shows up directly in how customers feel on the way out.

e ™)
Stage 1 — Research: The First Moment of Truth Happens Online

Before walking in, a moment of truth has already happened—through the website, reviews, a referral. The digital
presence sets a promise. The physical experience must fulfill it—or the moment of trust is fractured before the
door opens.
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N
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Stage 2 — Choosing: A Moment of Trust Before the Door Opens
Selecting a location is already a trust decision. Honor it. The in-store experience should immediately confirm the

choice was the right one—this is a moment of truth the business either clears or fumbles.
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N

(Stage 3 — Time in Store: Moments of Truth at Every Turn
Every aisle, every interaction, every question answered or ignored is a moment of truth. Can customers find what
they need? Does the team feel approachable? Feedback here reveals in real time which moments of trust are
landing—and which aren't.

_ J

>
Stage 4 — Purchase: The Moment of Truth at the Register
Speed, accuracy, warmth at checkout—this moment of truth carries more weight than most realize. It's the last
moment of trust before the customer walks out and decides whether to return, recommend, or quietly move on.
_ J
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Stage 5 — Leaving: The Moment of Truth That Travels With Them
A customer who leaves feeling seen carries a moment of trust out the door—into every conversation where the
brand comes up. This final moment of truth is one of the highest-leverage touchpoints in the entire journey.

. J
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Stage 6 — Loyalty: When Every Moment of Trust Has Compounded

Loyal customers return because enough moments of trust made the relationship feel safe. Engaged customers
recruit because those moments of truth were worth sharing. Loyalty is trust earned stage by stage, interaction by
interaction.
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CHAPTER 4

Customer Journey Mapping: The Tool and the
Mindset

A Customer Journey Map is a visual representation of every significant interaction a customer has with the
brand. It's not a flowchart. It's not a marketing asset. It's a leadership instrument.

Used well, it gives the entire team a shared view of the customer's complete experience—not just the parts
each department is responsible for, but all of them. That shared view breaks down the silos that fragment
the customer's experience even when the internal org chart says otherwise.

Why Linear Thinking Misses the Point

Customer journeys get drawn as straight lines with a start and a finish. In practice, they're cyclic—once a
customer enters the ecosystem, there's no real endpoint. Only deeper engagement or gradual drift.

Think of it as a figure eight: two loops connected at the center. One loop runs from awareness to purchase.
The other runs from ownership to advocacy. The goal is to keep customers moving forward in both—and to
be honest about where the loops are breaking.

e D
A Customer Journey Map is only as useful as the honesty brought to it. The

gaps between expectation and reality are exactly where the moments of
truth are breaking—and where the moments of trust are waiting to be built.
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CHAPTER 5

Building a Map That Actually Gets Used

Building a customer journey map isn't a design exercise. It's a listening project—and a honesty project.
Here's how to approach it with intention.

-
1. Start With What Customers Are Already Saying

Use every piece of feedback already in hand—survey results, support tickets, sales conversations,
reviews. Ask customers directly what worked and what was hard. Research competitors. Find what
they're doing better—and what this organization does better. Some of the most valuable touchpoints
haven't been considered yet.

.

-
2. Walk the Journey Yourself

Put on the customer's perspective and move through the process from first impression to last
interaction—literally. Note every point of contact and the communication channel it involves. This step
consistently surfaces touchpoints that leaders didn't know existed.

.

-
3. Bring the Whole Team

The people delivering the customer experience hold insights no dashboard produces. Involve everyone
who touches the journey. Ask for honest assessments of each touchpoint. This step builds something
beyond a better map—it builds shared ownership.

.

-
4. Find Where the Moments of Truth Are Failing

At each touchpoint, ask: what moment of truth was intended here—and what's the customer actually
experiencing? Every gap is a broken moment of trust. Prioritize fixes by their impact on trust, not just
their ease.

.

-
5. Build the Map—Then Live With It

Create the map. Then return to it every time a decision gets made about CX. It's most valuable when
treated as a lens, not a deliverable—a living document that keeps the customer in view.

.
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Summary

Every Stage Is a Moment of Truth—and a
Moment of Trust

A customer journey map doesn't improve the customer experience on its own. Leaders do. The map just
ensures they're looking at the right thing.

Every stage—awareness, consideration, purchase, delivery, loyalty—is both a moment of truth and a
moment of trust. A moment where the organization's real values either show up or they don't. Where small
daily choices either add to the trust account or quietly withdraw from it. The map doesn't create those
moments—it makes sure leaders can see them.

Map the journey. Lead every stage. Every moment of truth is a moment of
trust waiting to be claimed—or lost. Build the kind that transfers.

That's the exceptional way of building a customer experience worth talking about.
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