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Ascend2 benchmarks the 
performance of marketing 
strategies, tactics and the 
technology that drives them 
with a standardized online 
questionnaire and a proprietary 
3-Minute Survey format.

This survey was fielded 
to a panel of marketing 
professionals and marketing 
research subscribers.

Primary Marketing Channel
B2B 42%

B2C 29%

B2B and B2C equally 29%

Number of Employees
More than 500 23%

50 to 500 22%

Fewer than 50 55%

Primary role in company
Owner / Partner / C-Level 48%

Vice President / Director / Manager 40%

Non-Management Professional 12%

Survey Respondents
Methodology
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Customer Journey Mapping
Creating a relevant and enjoyable customer 
experience requires an understanding of how 
a person interacts with a brand and navigates 
from discovery to purchase to retention. 
Journey mapping allows marketers to 
visualize this experience and better adapt to 
customer needs.

But how are marketers executing a strategy 
to leverage customer journey mapping?

To help answer this question, Ascend2 and 
our Research Partners fielded the Customer 
Journey Mapping Survey. We thank the 273 
marketers who responded to this survey 
during the week of August 10, 2020.

This Survey Summary Report, titled Customer 
Journey Mapping, represents the opinions of all 
the market segments responding to the survey. 
Specific market segments from the survey are 
reported on separately and exclusively by our 
participating Research Partners.

This research has been produced for your use. 
Put it to work in your own marketing strategy. 
Clip the charts and write about them in your 
blog or post them on social media. Please 
share this research credited as published. 

 
SUBSCRIBE TO OUR RESEARCH

Click here!

https://ascend2.com/research/#contact
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Current Status
Determining the path of interactions an individual may have with a brand is fast becoming an 
effective way for organizations to visualize and optimize the customer experience. Customer 

journey mapping is on the radar for over half (54%) of marketers who are either in the planning 
or building stages of executing a strategy. For one-quarter of those surveyed, journey maps are 

defined and utilized as a part of their marketing strategy.

26%
24%

30%

20%

We have and utilize
defined journey maps

We are currently building
or testing journey maps

We plan to create and
utilize journey maps in

the future

We do not have or plan to
utilize journey maps in

the future

What is the CURRENT STATUS of your journey mapping strategy?

We currently have and 
utilize defined journey 

maps

We are currently 
building or testing 

journey maps

We plan to create and 
utilize journey maps in 

the future

We do not have or 
plan to utilize journey 

maps in the future

http://ascend2.com
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Strategic Success
Are there significant benefits to defining and utilizing journey maps? When it comes to achieving 

the objectives intended for a journey mapping strategy, 87% of marketers report seeing success to 
some extent, with 28% describing this success as very successful, or best-in-class, compared to 

their competitors. 

Very successful 
(best-in-class)

28%

Somewhat 
successful

59%

Unsuccessful
13%

How would you rate the overall SUCCESS of a customer journey mapping strategy 
at achieving the goals set for it?

http://ascend2.com
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Barriers to Success
Nearly half (48%) of marketers report that allocating enough time, staff and resources to 

successfully execute a customer journey mapping strategy is a major challenge. One-third of 
marketers face a lack of quality data (35%) available to define these journeys, a lack of budget 

(33%) needed to execute and an inability to measure the customer experience (32%).

19%

20%

21%

27%

32%

33%

35%

48%

Executive buy-in

Decentralized data/data silos

Attribution of ROI

Lack of appropriate technology

Inability to measure customer experience

Lack of budget

Lack of quality data

Lack of time/staff/resources to execute

What are the greatest BARRIERS TO SUCCESS for your 
journey mapping strategy?

http://ascend2.com
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Data Collection
Collecting quality data from internal and external resources is critical to the success of a 

customer journey mapping strategy. Customer feedback surveys is the most effective way to 
collect this essential data according to 58% of marketers. Internal analysis of how a customer 

uses or interacts with the product or service is also an effective method for 47%.

18%

19%

41%

42%

44%

47%

58%

Internal workshops

Focus groups

Market research

Customer feedback interviews

Measurement of KPIs

Service/product usage analysis

Customer feedback surveys

What is the most effective way to COLLECT DATA for the 
journey mapping process? 

http://ascend2.com


9

Customer Journey Mapping Survey 
Conducted by Ascend2 and Research Partners 
Published September, 2020

Actionable Touchpoints
With so many opportunities for an individual to interact with an organization, it is essential to 

capitalize on the most controllable and actionable touchpoints. For over half of marketers (52%) 
email is the most actionable touchpoint available. In-person meetings (40%) and social media 

engagement (39%) are also response-yielding interactions according to those surveyed.

20%

23%

29%

35%

38%

39%

40%

52%

Live chat/chat bots

Product demos

Reviews/sharing

Search/website

Phone calls

Social media engagement

In-person meetings

Email

What are the most ACTIONABLE TOUCHPOINTS in the customer journey?

http://ascend2.com
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Email Campaign Review
With email being the most actionable touchpoint to many marketers, keeping emails relevant 

is critical to half of marketers who regularly update their journey-related email campaigns as a 
part of a customer journey strategy. Nearly one-quarter (24%) of marketing professionals report 

updating email campaigns on an as-needed basis, but not on a predetermined schedule. 

50%

13%

24%

12%

We update emails on a
regular basis

We update emails every 1
- 2 years

We don’t have a 
scheduled review process

We rarely/never review

How often does your organization review and update 
journey-related email campaigns?

We update emails on a 
regular basis

We update emails 
every 1 - 2 years

We don’t have a 
scheduled review 

process

We rarely/never review

http://ascend2.com
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Number of Journey Maps
Customer experience can vary greatly based on individual behaviors and preferences. That 

is why journey maps are often based on personas associated with a target audience. An 87% 
majority of businesses have five or less defined journey maps used as the foundation of the 

customer journey mapping strategy.  

0 - 2
41%

3 - 5
46%

6 - 10
9%

11+
4%

How many defined JOURNEY MAPS does your organization have or plan to have?

http://ascend2.com
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Cross-Department Involvement
Collaboration of multiple departments within an organization is critical in obtaining an holistic 

perspective on the customer experience. Marketing, sales and customer service departments play 
the most critical roles in the development of a customer journey mapping strategy according to 

66%, 53% and 49% of marketing professionals surveyed, respectively.

24%

39%

49%

53%

66%

Product

Executive/C-Suite

Customer Service

Sales

Marketing

Which DEPARTMENTS have critical involvement in the 
journey mapping process? 

http://ascend2.com
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RESEARCH-BASED MARKETING FOR
MARKETING TECHNOLOGY COMPANIES

Receive a Research-Based Content Blueprint that 
provides proven strategies on how to demonstrate 

thought-leadership, engage prospects, acquire new 
customers, and generate media coverage.

Research studies by BuzzSumo, MarketingProfs, and eMarketer finds that 
original research is the #1 type of content to engage prospects and convert 

leads to sales. Find out how you can add research to your marketing mix.

 
GET STARTED WITH A FREE STRATEGY SESSION

https://ascend2.com/get-started-with-a-strategy-session/
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PUT THIS CONTENT TO GOOD USE!
This Survey Summary Report is part of a series conducted in partnership with our 

participating Research Partners.

You may adapt, copy, distribute and transmit this work. However, you must attribute the 
work as produced by Ascend2 and its Research Partners, but not in any way that suggests 

that they endorse you or your use of the work.

When you share this content, please provide a link back to ascend2.com

MARKETING POWERHOUSES USE ASCEND2 RESEARCH

http://ascend2.com/

