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The Touchpoint Interaction Model: 
Understanding and Leveraging the 

Interplay of Touchpoints to
Redefine the Customer Journey
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INTRODUCTION

It may seem like you have a complete grasp of 
every interaction your customers have with your 
brand. However, even with a clear view of each and 
every touchpoint, there can still be critical gaps in 
understanding the overall customer experience. The 
true insight lies in the interactions and connections 
between these touchpoints—often overlooked but 
essential in shaping the customer journey.

To fully understand and influence the customer 
journey, it’s essential to shift focus from isolated 
touchpoints to the ecosystem they create together. 
This interconnected view reveals opportunities to 
enhance CX in ways that traditional approaches overlook. 
By leveraging our Touchpoint Interaction Model (TIM), 
these hidden connections are brought to light, offering 
a more advanced perspective on how touchpoints work 
together to drive meaningful customer experiences.
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Viewing Touchpoints as Isolated 
Events Creates a Restricted 
Perspective of the Customer Journey
To understand the intricacies of customer journeys, we begin by identifying the diverse 
touchpoints customers encounter throughout their experience. Classifying these 
touchpoints as either brand-controlled (company websites, customer service interactions, 
and marketing communications) or non-brand-controlled (third-party reviews and word-
of-mouth) provides a valuable foundation for analysis. However, this classification alone 
doesn’t capture the full complexity of how touchpoints interact and influence each other.

Touchpoints are not static; each touchpoint 
contributes to a cumulative experience, where 
the effect of one touchpoint can be amplified or 
diminished by those before or after it.  

Understanding this interplay is crucial for gaining a holistic view of the customer journey 
and identifying areas where improvements can have the most significant impact.

To fully understand and optimize the customer experience, it’s essential to move beyond 
viewing touchpoints as isolated events. Instead, we need to analyze how these touchpoints 
work together, creating a dynamic and interconnected journey. By exploring these 
interactions, we can uncover opportunities to enhance positive touchpoints and mitigate 
the negative ones, ultimately driving more effective CX.
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Overlooking The Impact of 
Touchpoint Interactions, 
Results in Missed Opportunities 
for Influencing CX
Our Touchpoint Interaction Model (TIM) outlines various touchpoints, 
revealing patterns and interactions that can significantly impact the overall 
customer journey. By leveraging this framework, we gain deeper insights 
and drive more effective CX innovations.

In the TIM, touchpoints can have seven functions in the customer journey:

Amplifier

Disruptor

Blocker

Redirector

Connector

Expander

Accelerator
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REINFORCES CHOICES AND BOOSTS CONFIDENCE

Amplifier
Amplifiers enhance the customer journey by making upcoming 
touchpoints more appealing and reinforcing the customer’s 
current path. These touchpoints provide additional information, 
validation, or encouragement triggering positive emotions such 
as confidence, satisfaction, and reassurance. This emotional 
reinforcement not only enriches the current experience but 
also strengthens the interaction between touchpoints, ensuring 
that each one builds on the last. By reducing decision fatigue and 
affirming that customers are on the right path, amplifiers make it 
easier for them to engage with the next touchpoint, creating a more 
seamless and positive journey. By strengthening the customer’s 
commitment to their chosen journey, amplifiers play a crucial role in 
solidifying brand loyalty and satisfaction. When strategically integrated 
into the overall journey, amplifiers pave the way for smoother and more 
impactful interactions with subsequent touchpoints.

CLIENT EX AMPLE:  AMPLIFYING DIY ENGAGEMENT

For an online retail client specializing in DIY products, we 
capitalized on amplifier touchpoints by leveraging the power of 
user-generated content (UGC). Customers often sought validation 
and inspiration from seeing how others used the products, 
helping them feel confident in their own purchasing decisions. By 
focusing on these amplifier touchpoints, we created a community 
of brand advocates who shared their success stories through 
social media groups and forums, generating detailed project 
reviews, how-to videos, and before-and-after photos.

The UGC didn’t just serve as standalone content; it actively 
influenced subsequent touchpoints. Customers who engaged 
with these stories felt a boost in confidence, which increased 
their receptiveness to the next interactions, such as personalized 
product recommendations or targeted promotions. By featuring 
UGC prominently on the brand’s website and social channels, we 
ensured it amplified not only the customers’ positive sentiments 
but also drove customers to explore additional products and 
services. This interaction between touchpoints guided customers 
toward upsell opportunities or loyalty programs, creating a 
continuous and engaging journey.
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ADDS COMPLEXITY TO THE JOURNEY

Disruptor
Disruptors introduce complexity into the customer’s journey, 
creating friction by adding conflicting information or warnings 
that cloud decision-making. These touchpoints trigger emotions 
like confusion, frustration, and hesitation, making it harder for 
customers to move forward with confidence. While disruptors may 
not derail the journey entirely, they introduce uncertainty that can 
slow momentum and weaken the impact of subsequent touchpoints. 
By complicating the customer’s thought process, disruptors can 
influence the way future interactions are perceived, often requiring 
additional effort from subsequent touchpoints to restore clarity and 
rebuild trust. If not managed properly, disruptors can diminish the 
overall experience. Therefore, mitigating their effects is crucial for 
brands to maintain smooth transitions between touchpoints to keep the 
journey on a positive path.

CLIENT EX AMPLE:  OVERCOMING PRODUCT 
UNCERTAINTY DISRUPTIONS

For an online medical supplement company, we identified the 
“Shop Products” page as a disruptor touchpoint. Customers 
often felt unsure about which product to choose for their 
specific health goals because multiple products addressed 
similar symptoms. This disruptor led to hesitation and 
abandoned carts, creating friction in the journey and weakening 
the impact of subsequent touchpoints.

To mitigate this disruption, we introduced an interactive 
assessment tool that asked users to input their symptoms and 
health goals, simplifying their decision-making process. By 
directly addressing the uncertainty caused by the disruptor, we 
reduced hesitation and restored the customer’s confidence to 
move forward. This approach not only alleviated the complexity 
that slowed their progress, but also ensured a smoother 
transition to future touchpoints such as product comparisons 
and checkout, allowing the customer journey to continue with 
greater clarity and ease.
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FORCES CUSTOMERS TO EVALUATE ALTERNATIVE JOURNEYS

Blocker
Blockers interrupt the customer’s journey by presenting 
obstacles that halt progress, forcing a reevaluation of their path. 
These touchpoints often introduce barriers that cause frustration 
and uncertainty. However, blockers also serve a purpose by 
prompting customers to reassess their options, helping them 
eliminate unfit choices. This reevaluation can lead to a clearer 
understanding of the most viable path forward. Blockers impact 
subsequent touchpoints by altering the direction of the journey, 
whether they become a moment of recovery or an opportunity to 
solidify the new course. The overall effect is a blend of frustration 
and clarity, as blockers force customers to navigate setbacks and 
potentially discover more appropriate solutions.

CLIENT EX AMPLE:  FROM BLOCKER TO BUYER WITH  
BACK-IN-STOCK SOLUTIONS

For our client, an online extension cord retailer, out-of-stock 
notifications on product pages represented a significant blocker 
touchpoint. Customers encountering these messages were met 
with a dead end, leading to frustration and abandoned carts as no 
alternative path was available to continue their shopping journey.

To address this blocker, we introduced a back-in-stock notification 
system that allowed customers to sign up for alerts when their 
desired products became available again. This provided a clear 
next step, turning the blocker into a manageable delay rather 
than a complete halt in the journey. By offering this proactive 
solution, we alleviated customer frustration and maintained their 
engagement, ensuring they remained connected to the brand while 
waiting for product availability.
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GUIDES TOWARD NEW JOURNEYS

Redirector
Redirectors steer the customer away from an unproductive 
path and onto a more suitable one, offering clarity and relief 
when obstacles arise. Unlike blockers, which simply halt progress, 
redirectors actively guide customers through uncertainty by 
presenting well-timed alternatives and new solutions. These 
touchpoints resolve frustration by addressing pain points and 
introducing better options that realign the customer with their goals. 
Redirectors play a crucial role in maintaining momentum, ensuring 
the transition to the next touchpoint feels seamless and intentional. 
Through personalized recommendations and proactive support, 
redirectors foster trust and confidence, creating a smoother and more 
satisfying journey.

CLIENT EX AMPLE:  REDIRECTING DEMO DELAYS

For a B2B SaaS client, we identified a redirector touchpoint 
opportunity in the demo request process. Customers frequently 
encountered scheduling conflicts when attempting to book 
demos during peak times, leading to frustration and potential 
drop-offs. This disruptor threatened to block customer 
engagement and momentum, stalling progress toward a sale.

To resolve this, we introduced an on-demand demo option that 
allowed customers to access pre-recorded demos immediately 
while waiting for their scheduled personal demo. This redirector 
didn’t just prevent drop-offs—it guided customers smoothly into 
a more productive interaction, ensuring they stayed engaged and 
informed throughout the process.

Additionally, we implemented an automated follow-up system 
that offered alternative live demo slots based on the customer’s 
availability, creating a seamless transition to the next touchpoint. 
By guiding customers toward these tailored solutions, the 
redirector ensured the journey remained fluid, increasing 
engagement and boosting conversion potential as they moved 
from the demo phase to the purchase decision.
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ENSURES SEAMLESS TR ANSITIONS

Connector
Connectors play a vital role in ensuring smooth, uninterrupted 
transitions between touchpoints. Acting as bridges, they maintain 
engagement and prevent disjointed experiences, providing 
continuity throughout the customer journey. By reducing friction 
and maintaining coherence between stages, connectors ensure 
that customers feel guided and supported throughout their journey. 
These touchpoints lay the groundwork for subsequent touchpoints 
by aligning the customer’s expectations and experience, ensuring the 
next interaction feels natural and seamless. Through their ability to 
unify different stages of the journey, connectors keep customers on 
track, fostering continuous engagement with the brand.

CLIENT EX AMPLE:  GAME-TIME CONNECTION

For our client, a popular sports streaming platform, we identified 
a connector touchpoint between the pre-game phase and the live 
game experience. To ensure a smooth transition between these 
key stages of the customer journey, we implemented strategic 
email communications sent just before the game. These emails 
contained direct links that instantly brought users from the pre-
game anticipation phase straight into the live stream, ensuring 
that excitement and engagement were carried seamlessly into 
the viewing experience.

By integrating this connector touchpoint, we not only maintained 
user engagement but also ensured a smooth transition into 
subsequent interactions during and after the live game. The 
seamless progression reduced friction, ensuring users stayed 
immersed in the experience without interruption. This continuity 
from one touchpoint to the next enhanced the overall journey, 
demonstrating how a well-placed connector can elevate both 
user satisfaction and engagement throughout the entire event.
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BROADENS THE CUSTOMER EXPERIENCE WITH NEW 
OPPORTUNITIES

Expander
Expanders open up new avenues in the customer’s journey 
by introducing goals, paths, or opportunities that extend 
beyond the immediate purchasing decision. These touchpoints 
broaden the scope of the experience, encouraging customers to 
explore more of what the brand has to offer. By presenting new 
possibilities, expanders not only enrich the customer journey but 
also introduce new touchpoints, expanding the overall interaction 
with the brand. Whether through personalized recommendations, 
service expansions, or loyalty-building opportunities, expanders 
foster curiosity and excitement, deepening engagement with the 
brand. These touchpoints create anticipation for future interactions 
making the journey more dynamic and ensuring that customers remain 
engaged with future touchpoints.

CLIENT EX AMPLE:  EXPANDING HOME DESIGN HORIZONS 
BEYOND THE CLOSET

For a custom closet design company, we identified a significant 
opportunity to introduce expander touchpoints to broaden 
the customer’s journey. While customers often came with the 
intention of redesigning a single room, we recognized that by 
showcasing the potential for a full home solution, we could 
expand their vision and increase the overall project value by 
upselling multiple rooms and premium options.

To achieve this, we strategically introduced an inspiration gallery 
on the client’s website, featuring beautifully designed spaces 
for various rooms in the home. This gallery was placed at critical 
points in the customer journey, encouraging exploration beyond 
the original intent. Additionally, we developed a sales resource 
that demonstrated how the design of the initial room could 
complement and enhance other rooms in the home, inviting 
customers to see their project as part of a larger, cohesive design.

These expander touchpoints didn’t just showcase additional 
possibilities; they actively guided customers to consider broader 
solutions they hadn’t initially planned for, introducing new 
touchpoints along the way. By expanding the customer’s journey, 
we increased engagement and upsell opportunities, ultimately 
boosting project value and deepening customer satisfaction.
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INCREASES MOMENTUM IN THE JOURNEY

Accelerator
Accelerators propel the journey forward by streamlining the 
path toward decision-making or action. These touchpoints 
reduce hesitation and provide clarity, making it easier for 
customers to confidently move toward subsequent touchpoints. 
By triggering feelings of convenience and excitement, accelerators 
inject momentum into the experience, speeding up progress and 
driving more decisive actions that seamlessly connect to the next 
touchpoints. As they enhance the overall journey, accelerators 
ensure smoother transitions, keeping customers satisfied and eager 
to continue engaging with the brand. By maintaining this momentum, 
accelerators lead to increased satisfaction and higher conversion rates, 
empowering customers to take the next step without delay.

CLIENT EX AMPLE:  ACCELER ATING RESTAUR ANT 
REORDERS WITH QUICK CLICKS

For our client, a popular pizzeria, we identified an accelerator 
touchpoint within the order process for returning customers. 
Many preferred calling to reference previous orders because 
re-entering details online was cumbersome, which slowed 
the process and diminished convenience. To streamline the 
experience, we introduced a prominently displayed “reorder” 
button on the website, allowing customers to save their location 
and past orders, making reordering a quick and seamless 
process.

This accelerator touchpoint minimized friction and reduced the 
number of steps, allowing customers to place new orders with 
just a few clicks. By speeding up the ordering process, we not 
only boosted customer satisfaction but also created a smoother 
transition to future touchpoints, such as payment and delivery 
tracking. This strategic response showcased how well-placed 
accelerator touchpoints can propel the customer journey 
forward, ensuring a smooth, efficient, and satisfying experience.
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Recognizing the 
Interconnectivity of 
Touchpoints Drives CX 
Innovation
The true power of touchpoint analysis lies in understanding their 
interconnected nature. Event touchpoint not only influences 
the immediate customer experience but also sets the stage for 
subsequent interactions. This holistic perspective empowers brands 
to anticipate customer needs, preemptively address potential issues, 
and continuously innovate to enhance the overall journey.

Challenging touchpoints, such as disrupters and blockers, introduce 
friction, confusion, or obstacles that can hinder customer progress 
and satisfaction. While some blockers or disruptors are unavoidable, 
they can be effectively mitigated by placing positive touchpoints, such 
as amplifiers or accelerators, at strategic points in the journey. This 
approach not only neutralizes negative effects but also demonstrates 
the brand’s agility and commitment to a positive customer experience.

By understanding the interconnected nature of these touchpoints, 
businesses can create a more dynamic, responsive and innovative  
CX strategy.

CLIENT EX AMPLE:  MITIGATING DISRUPTIONS  
WITH AMPLIFIERS

For an online retailer specializing in sealings and coatings, 
we identified a disruptor touchpoint in the product ordering 
process. Customers often struggled to determine the correct 
quantity of product for their projects, creating confusion 
and hesitation before making a purchase. This uncertainty 
disrupted the flow of the journey and weakened customer 
confidence in the decision-making process.

To mitigate this disruption, we implemented a coverage calculator 
on the product page, allowing customers to input the dimensions 
of their project and instantly receive a precise calculation of the 
product needed. This tool acted as an amplifier touchpoint by 
providing clear, accurate information that reinforced customer 
confidence, making the next step, adding the correct product 
quantity to their cart, more appealing.

While the disruptor remained present, the strategically placed 
amplifier worked to combat the confusion by validating the 
customer’s decision and reducing hesitation. By transforming 
an uncertain experience into a more informed and confident 
process, the amplifier enabled customers to move seamlessly 
to the next touchpoint, ultimately improving the overall 
purchasing experience.
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Static Touchpoint 
Classifications Limit
Strategic CX Transformation
Recognizing that touchpoints can change or adapt to serve different 
functions enables businesses to be more agile and innovative 
in their CX strategies. By continuously evaluating and adapting 
touchpoints to meet evolving customer needs, companies can create 
more resilient and responsive customer journeys. This dynamic 
approach ensures that each interaction adds optimal value to the 
overall experience.

By harnessing the potential of touchpoint 
fluidity, businesses can turn challenges  
into opportunities, driving customer 
satisfaction and creating more seamless, 
satisfying journeys.

CLIENT EX AMPLE:  TR ANSFORMING FLIGHT SCHOOL 
APPLICATION BLOCKERS TO CREATE CONNECTIONS

A flight school client faced a significant blocker in their 
application process. Potential students were unable to submit 
applications online, forcing them to navigate cumbersome 
paperwork and manual submissions. This barrier caused 
frustration and led to a high rate of drop-offs, as many 
prospective students abandoned the process altogether.

To overcome this blocker, we implemented an online 
application system on their website. This new feature 
allowed prospective students to upload documents and 
submit their applications directly, eliminating the need 
for manual paperwork. By addressing this blocker, we not 
only streamlined the process but also created a smoother 
connection between the initial inquiry phase and the 
application phase. The seamless transition encouraged 
students to move forward with confidence, reducing drop-offs 
and increasing completed applications.

By resolving this key blocker, we not only improved the 
overall application experience but also set the stage for 
future touchpoints, such as admissions communications and 
onboarding, ensuring a more cohesive journey from initial 
interest to enrollment.
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Create Dynamic CX by 
Uncovering the Full Power of 
Touchpoint Interactions
Focusing on touchpoints as isolated events has masked 
the real drivers of the customer experience. What truly 
defines the journey is how those touchpoints interact, 
influencing one another in subtle but impactful ways. 
We’ve revealed how touchpoints function as amplifiers, 
disruptors, blockers, redirectors, connectors, expanders, 
and accelerators, each playing a unique role in shaping 
the flow of the customer journey.

The holistic view offered by the Touchpoint Interaction 
Model brings these connections to light, enabling 
brands to design more cohesive and impactful journeys. 
By adopting this interconnected approach, brands 
are empowered to build stronger, lasting customer 
relationships and unlock more meaningful CX outcomes.

CONCLUSION
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