Customer Journey Map




The Traditional Consumer Decision Journey

Marketers have always sought those moments, or touch points, when consumers are open to influence. For years, touch
points have been understood through the metaphor of a “Funnel” - consumers start with a number of potential brands in mind

(the wide end of the funnel), marketing is then directed at them as they methodically reduce that number and move through the
funnel, and at the end they emerge with the one brand they chose to purchase. This is the traditional consumer decision

journey (CDJ).
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The Traditional Consumer Decision Journey

THE AIDA MODEL

<—— AWARENESS
INTEREST
DESIRE
ACTION

The AIDA Model identifies cognitive stages an individual goes
through during the buying process for a product or service.

The Funnel analogy suggests that consumers systematically narrow the
initial-consideration set as they weigh options, make decisions, and buy
products. Then, the post-sale phase becomes a trial period determining
consumer loyalty to brands and the likelihood of buying their products
again. Marketers have been taught to “Push” marketing toward
consumers at each stage of the funnel process to influence their
behaviour.

The funnel metaphor does help a good deal - for example, by providing a
way to understand the strength of a brand compared with its
competitors at different stages, highlighting the bottlenecks that stall
adoption, and making it possible to focus on different aspects of the
marketing challenge.

However, because of the shift away from one-way communication -
from marketers to consumers - toward a two-way conversation,
marketers need a more systematic way to satisfy customer demands and
manage word-of-mouth.
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The New Consumer Decision Journey — Loyalty Loop

2

Consumers add or subtract
brands as they evaluate what
they want.

The decision-making process is a
more circular journey, with four
primary phases representing potential
battlegrounds where marketers can win
or lose —

Depending on the experience they had
while using previous product they
bought. Here the customer will do either
one of two things: either they will repeat
the overall decision-making process all
over again if their experience was not
good enough OR they will take a
shortcut called the "Loyalty Loop” -
loyalty loop customers don't just buy
your product, they join your cause.

1

The consumer considers
an initial set of brands,
based on brand perceptions
and exposure to recent
touch points.

3

Ultimately, the consumer
selects a brand at
the moment of purchase.

Information gathering, shopping

Inltial' Moment
consideration of

set purchase

Trigger

Ongoing exposure
4

After purchasing a product or service,
the consumer builds expectations
based on experience to inform the next
decision journey.
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The New Consumer Decision Journey

A set of technologies is underpinning this change, allowing companies to design and continuously optimise decision
journeys. More important, companies today can use journeys to deliver value to both the customer and the brand. Companies
that do this well can radically compress the consideration and evaluation phases - and in some cases even eliminate them

- during the purchase process and catapult a consumer right to the loyalty phase of the relationship. The journey itself is
becoming the defining source of competitive advantage.

The classic TO The accelerated
journey loyalty journey START
HERE
Consider
Bond
/ Evaluate

START
HERE
Advocate Experience \ /
-
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The Customer Journey Map: A Powerful Marketing Tool

A customer journey map is a visual storyline of every engagement a customer has with a service, brand, or
product. The customer journey mapping process puts the organisation directly in the consumer’s mind to better

understand the customer’s processes, needs, and perceptions. It helps you identify the touchpoints, channels,
emotions, pain points, and opportunities that shape the customer experience.

Retail customer journey “A diagram that illustrates the steps your customer(s) go through

in engaging with your company.” (HBR, 2010)

“The store was
“It was difficult to pleasant to visit.

compare options
on my phone.” .’

“The cashier wasn't “| recommend this

very helpful” store to my friends” .

Repeat

“This met my price .

‘ “| need to make

“I'm so glad you . ‘I need to
a purchase.” expectations.” answered my phone .+ purchase again.”
“..  call and questions”
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The Customer Journey Map

This marketing super-tool, the customer decision journey map is used
by CMOs and senior marketers to make sure their team or whole
organisation improve:

* Understanding your consumer: What customers are paying attention
to during each stage from becoming aware of your brand to actually
buying something.

* Fix your blind spots: Spot where your brand is weak or has
opportunities to compete for customer attention.

* More with less: Reduce waste by making sure everyone is planning
with a common framework, avoiding duplication and redundant
content.

 Demonstrate marketing success: Explain your marketing team’s role
and benefits to the rest of the business more clearly. Show where
marketing can work with others to boost CDJ performance, win new
customers and deepen loyalty.
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Real-world Project: Value Proposition for a Market-leading Wellbeing Brand -
Understanding the role of brand narrative across the customer journey

Tell our story that establishes our
WHY/ PURPOSE/ BELIEFS

TELL ME WHY

Create long term relationships with customers -
positioning the brand as a true partner to their
wellbeing, and inspire future purchases

Build opportunities and ways to help
people experience and try the brand

LET ME TRY/

REWARD/ Brand
VALUE ME Proposition:
Supporting
wellbeing every
day

DISCOVER

Engage with customers, create opportunities and
reasons for them to share their experience with the
brand

Demonstrate expertise & knowledge, empower
people, reassure and give them the confidence to

HELP ME SHARE/ EDUCATE/ HELP buy/ experience the brand

TELL OTHERS ME BUY/ FOR ME
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Real-world PI‘OjECt: Mapping out key channels & best touchpoints to bring
brand narrative to life in a way that will connect with customers in THEIR world

Tell our story that establishes our
WHY/ PURPOSE/ BELIEFS

* Brand film

* PR campaign

TELL ME WHY + Social activations

» Website (our shop window)

* In spas...

Create long term relationships with customers -
positioning the brand as a true partner to their
wellbeing, and inspire future purchases people experience and try the brand
* Exclusive access & previews REWARD/ Brand LET ME TRY/ * Advertorials

* Loyalty programme . + Sampling
* Surprise & delight moments VALUE ME PrOpOSItlon: DISCOVER * In spa/ out of spa

*+ Leverage UGC . Trial sizes/pack
* CRM strategy support'ng Experiential marketing (e.g. pop-ups)

* Create brand ambassadors . + Livestreams
» Exclusive content... We"bemg every Partnerships
day

Build opportunities and ways to help

Playlists
* Brand ambassadors & influencers strategy...

Engage with customers, create opportunities and
reasons for them to share their experience with the
brand

« UGC initiatives HELP ME SHARE/
Refer a friend TELL OTH ERS

* Competitions

« Create a moment in the calendar e.g. #Wellbeing
Conversations

* Minis - always on gifting collection...

Demonstrate expertise & knowledge, empower
people, reassure and give them the confidence to
EDUCATE/ H ELP buy/ experience the brand
« Brand content - e.g. podcast
Reviews
TV channel
IGTV series
Brand ambassadors & influencers strategy...

ME BUY/ FOR ME

.
.
.
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Real-world Project:

EXCLUSIVE PREVIEWS
e.g. Exclusive preview of Christmas
Collection etc

QUATERLY LIVESTREAMS
An online version of our Wellbeing
Café with talks, product give-away,

Q&As, etc

oA SHOW SOMEONE YOU CARE
‘Refer a friend’ activation - offer our
most loyal customers the chance to
send a sample to a loved one with a
caring note on the card

MINIS
Create an all year round
gifting collection with
minis

BRAND CAMPAIGN

REWARD/

VALUE ME

HELP ME SHARE/

TELL OTHERS

PR CAMPAIGN

TELL ME WHY

Brand
Proposition:
Supporting

wellbeing every
day

EDUCATE/ HELP

ME BUY/ FOR ME

WELLBEING PODCASTS
Create our own wellbeing
podcasts hosted by a brand
ambassador, covering
wellness topics.

WELLBEING CAFE
Pop-up café to experience the
brand, showcase products, sample
treatments, talks from industry
experts & wellbeing gurus,
workshops, etc

LET ME TRY/

DISCOVER

WELLNESS INFLUENCERS

Brainstorming — Omnichannel strategies

SAMPLING THROUGH
PARTNERSHIPS

NET-A-PORTER

SAMPLING
TREATMENTS IN STORE

ROADSHOW
Taking the Wellbeing Café
experience on the road to
bring the experience in key

cities

POP-UPS
E.g. Wellbeing pods in

WELLBEING PLAYLIST shopping centers

Influencer activation across
different areas of wellness -
meditation, yoga, spa,
beauty...

showcase tutorials, product demo as
well as conversations on wellbeing.

IGTV SERIES - STORIES —.
Create our own IGTV series to I @
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Thank youl!

Any questions?

arts.ac.uk
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Activity: Mapping Out Your Customer Journey

Map out your customer journey
touchpoints and tell us how you

shop ©) !

https://miro.com/app/board/uXjVv
GHE4hCA=/?share link id=627071

/86473

Awesome!
You can’t wait to tell all your friends.
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Happy customers make for great publicity

Later in the day, you receive an e-mail stating
that the delivery has been made.
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Fast delivery is a key expectation

The store doesn’t have your size, so the retail
agent offers to deliver it to your parcel locker,
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Flexible delivery options are
important
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You see an advertisement for jeans
on the way to work.

m At home, you browse for a pair of
jeans you like and buy them online.

..“
Enhanced search functionalities
are important to consumers

Social mediais a
key communication channel

You look up the store nearby and

reserve them for a pick-up.
o\ B
771N\

The Modern
Shopper's
Omni-channel
Journey

Inventory visibility across
channels is a key enabler

Once you arrive, the retail agent
recognizes you and brings the jeans.
You see a shirt you like, scan its
QR code and ask for it to be

]
a’ I; '\E
delivered into the fitting room.

SIS Personalized in-store service
B is a key expectation

Customers who pick up in stores
often make additional purchases


https://miro.com/app/board/uXjVGHE4hCA=/?share_link_id=627071786473
https://miro.com/app/board/uXjVGHE4hCA=/?share_link_id=627071786473
https://miro.com/app/board/uXjVGHE4hCA=/?share_link_id=627071786473
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cevelopment in friends and
tech family

Socia
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ads Tell Me Why

Awareness/

5 | Advocacy/ |
e uy | Help Me Share l
Someone telling

me they use this
product/brand

Recommended by . -
and they reilly someone whose . o
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a particular subject

or by an expert in
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