Susan Dowey

Experienced in delivering quality based initiatives within the public, private and third sector organisations. The last position held was in a regional / national quality assessment and business improvement centre working with the ‘Governments Modernising Agenda’. The role involved working with the Cabinet Office in the implementation of the governments ‘Customer Service Excellence Standard’ formerly Charter Mark and quality managing a number of quality standards to include IIP, matrix, Lexcel.

 Previous roles have been a Senior Manager in Transco, Organisational Development and Corporate Quality Manager in a large shire authority, Project Manager in a voluntary sector ESF and Lottery funded community enterprise project, Quality Manager for a regional quality assessment centre and business improvement organisation.  

Current position is a self-employed business improvement consultant and quality standard assessor specialising in customer service. Delivering workshops in, customer satisfaction, customer journey mapping, customer insight and customer segmentation. Spends time training and assessing in the ethos of customer satisfaction and consultation, working with senior management teams and customers in relation to service provision and providing training across all aspects of Customer Service.
Synopsis

Customer Journey Mapping is a tool for visualising how customers interact with people and organisations in order to experience a service.  Customer Journey Mapping comes from the corporate sector and can be used as a form of consultation to improve a service through finding out how people who use the service interact with the service provider. It provides a map of the interactions and emotions that take place and can help an organisation provide its customers with the experience it wants them to have.  Customer Journey Mapping is the process of tracking and describing all the experiences that customers have as they encounter a service or set of services, taking into account not only what happens to them, but also their responses to their experiences. Used well, it can reveal opportunities for improvement and innovation whilst acting as a strategic tool to ensure every interaction with the customer is as positive as it can be.

Successful Customer Journey Mapping will bring customers’ stories to life, will challenge preconceptions and help change perceptions, will act as a call to action and will contribute to culture change. The insights that it generates can help shape strategy and policy, to improve people’s experiences and lead to greater efficiency.  At its best, Customer Journey Mapping can be truly transformational. 

Used effectively it can help organisations understand how prospective and current customers use a service and when they interact with staff and the system, how customers perceive the organisation at each interaction and how they would really like the customer experience to be. It helps departments and functions to work together to achieve high levels of customer excellence and also helps to identify the potential barriers and obstacles that customers encounter. The knowledge gained through Customer Journey Mapping helps to design optimal experience that meets the expectations of all customer groups and helps achieve competitive advantage.

