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Understanding & Map
Your Customer Jour

CUSTOMER
Who. Buyer Persona
JOURNEY MAP

AWARENESS ENGAGE
customer happy with

buyer . g . buyer
is exploring s sk product or service

Buyer Bl In.Store, User guide,
Y z Instructions or Thank you Note, Email

Actions Activity - 3
i.e. Online Search LookatReviews Service Done On Service ltem

T°f‘°h i.e, Email, Website, or
points
Store

Sentiment
What are they Engaged - need

thinking? solution

Content Inform, Education

What will you 2
say benefits

Possible
Solutions Improve SEO, PR,
New Ads

Ways to
improve

Competing SEO,
Barriers Offers
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Marketing Has Changed
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The Modern Customer Journey
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Interest Search Research Purchase Experience
Social Networks Organic Search Blogs Buyer Experience Social Post
Social Advertising Paid Search Articles Add on Sales Reviews
Digital Display Ads Directories Reviews Traditional Sales Surveys
In Content Ads Maps Case Studies Word of Mouth
Email Catalogs Testimonials
Video

Traditional Media

Image & content credit: 1boldstep.com



Key points and
considerations for your
customer journey

How and what to
create at each stage of
the journey
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Considerations to

* connect the dots
across multiple

touchpoints




Considerations
for Customer
Journey
Mapping
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What is the
experience like for
your customers?
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How to Build Your

Set your map goals

Create your buyer
personas

Label customer
touchpoints

Map their journey

Determine customer
needs




68%

of customers expect

brands to understand
their unique needs
and expectations

39%

of customers feel that
brands actually do this

SOURCE: Data: SalesForce | Image: WordStream




By providing a roadmap
of how customers
interact with your

research and discovery,
to purchase and
retention—customer
journey maps demystify
the customer experience.

Hanover Research




Why Go Through This?

I 64
B

A focus on improving the
customer experience

A focus on improving the content of
advertising / marketing campaigns

A focus on improving the ROI of
marketing and advertising spend

Changing business landscape due to
COVID-19 pandemic




94% 93% 92% 91% 91% 90%

Develop Develop Increase Drive Determine Allocate
products and/ targeted customer sales ROI of advertising
or services to  advertising  satisfaction marketing and

meet customer and and marketing
needs or marketing advertising spend
market campaigns spend

demand



90% 89%  89% 8%  86% 85%

Measure key Idenhfy Identlfy and  Prioritize Leverage Idenhfy
performance gaps leverage our  customer- customer gaps in
indicators in service  competitive centric sentiment CcoMmmunication
(KPIs) advantage initiatives touch points

in campaign



What is

Your

- Customer’s
Experience




Positive interactions
”lead customers to
/. spend as much as
140% more
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Abtasty.com



Buyer Journey Map Basics
?

What:
questions

-—
What: content

Where:
channel




Focusing on What Matters Most Level(3)

CommuUnicaTions

Connecting and Protecting
the Networked World™

Delivering what the customer needs throughout the journey

Give me the information | need,
quickly and effectively

Be proactive and help me think
through my options

Listen to my needs and
make it easy to buy services
from you

Bill accurately; respond quickly
if | have a question or problem

Deliver what | bought
when you promised it

Don't let it break; if it breaks, fix it fast

And throughout our relationship, give me good, quality information when | need it.
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- Buyer

Car Buying Journey
Simplified. Optimized. Delighted.

- Seller

Right Car + Right Price + Right Merchandising =

Influence Purchase

ART

CHOOSE
YOUR PATH

TRADITIONAL
or ONUNE

AVERAGE Tt
NT REVEARCH ING
(D CARS ONLINE

.25 HOURS

SEARCH

The average
car buyer spends

4.3 HOURS

at the dealership

(CJOXCXC)

( R9”

of car purchasers
wirveyed visited 3.5
dealerships before

making a car purchase

Virtual
Showroom
250+ CAR
INVENTORY
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FINANCING
FALLS APART

CALL FRIENDS

PURCHASE

The average consumer
overpays roughly $3,500+

due to add-on's, dealership
overhead and fees,

* Frequent update from
> o @ OEMs with feature
information through
newsletter / app updates
* Car Handover Celebration

PURCHASED CAR
IN 18 MINUTES

e DELIVERY

SIGN YOUR
CONTRACT

100 3 ONLIN&

* Optimized Financing

* Easlest Transaction

* Integrated Insurance

+ Safest Contract Signing

* Customized Configuration

ROUGHLY 35%

of gross dealership profits
come from F&I Department

After Sales
* Maintenance
* Repair Service
e Spare Parts
¢ Newsletters

orect 1 TOP 4 Roisra g
FRUSTRATIONS _—

in car buying is

UNDERSTANDING

F'NANC'NG Sources: JD. Power and Associates, Lab42, RADA, Forbes, Cincy Gas Prices, AutoTradercom




Phases

Activities
Performed

Emotions

Overall
Experiences

Customer
Expectations

TrendSpot | Online Shopping

Customer Journey Map

Phase 1
Motivation

Wants to
purchase an item
for somebody

Happy and Excited

Good

Easy avallability of
the websites,
products, and
discount options

Phase 2
Website
Search

Searches the
products on
various websites

Happy as the
customer finds
numerous options

Good

An easy to use
search engine that
can make the
website search
process easy

Post search,
customer clicks
on the first ad.

Disappointed as
the first ad result
came up with no
results

Bad

No advertisements
in the top search
results

Customer goes
online again and
clicks the first
proper website

Very happy as he
goes online and
finds leading
gifting websites in
top SERPs.

Good

A website with an
intuitive interface

Phase 5
Product
Evaluation

Opens a page to
check product
detalils. Checks
other products for
proper comparison.

Happy! Clicks on
the website and
find the favorite
products on sale.

Good

Higher quality
products in the
top categories

Phase 6
Payment

Makes the
payment for the
preferred product.

First disappointed as
the website only has
BTC payment option.
Contacts helpline
and completes the
transaction with the
credit card mode.

Average as
customers time
gets wasted

Numerous payment
options and an easy
checkout process



Create Your
Customer

Journey
Map




Components of Customer
Journey Maps

Map the different
touchpoints of
the customer

ldentify key
customer

Conduct customer
interviews to

personas lifecycle gather insights

SIS L1l Outline customer Highlight areas

points and steps, thoughts, for
moments of

delight and behaviors improvement




|[dentify Key Customer
Personas

Who is your ideal customer

W
W

nat is important to them

nat is their pain point

How do they find you
What else will they find



Buyer & Customer Touchpoints

Website Word of Mouth
SEQ/SEM Vehicles

Social Door Hangers
Email Local Search
Direct Mail Online reviews
Sales Team Retargeting
Store Network




CUSTOMER
Who. Buyer Persona
JOURNEY MAP

AWARENESS CONSIDERATION PURCHASE ENGAGE
buyer _ bgyer is _ buyer customer happy with
is exploring weighing options choses to buy product or service
Buyer . . User guide
Actions Activity - 0 Buy in Store, 2 ’ .
i.e. Online Search Look at Reviews Service Done Instruc'qons or Thank you Note, Email
On Service Item
Touch i.e, Email, Website, or
points Store
Sentiment
What are they Engaged - need
thinking? solution
Content Inform, Education
What will you 0
say benefits
Possible
Solutions Improve SEO, PR,
Ways to New Ads
improve
. Competing SEO,
Barriers Offers
Metrics Web Leads,

/KPls Phone Calls




CUSTOMER
Another way to think about the customer touchpoints as they move
J OURNEY MAP from looking for what you offer, to becoming a loyal customer.

Touchpoint
Search Chat

Online Display Paid Content

Survey

Word of Mouth Email Community Social

Touchpoint Website Loyalty Program

Awareness

Radio, TV, Print & Touchpoint
Outdoor _ _ Website Call Center
Social Media
Newsletter
Touchpoint Mobile App/Site Promotion

N \

Store/Branch Blog




Jot Down
Your
|[deas




Awareness

How and where to buyers find you?
What are those touchpoints?

What are they thinking

What is the content goal

Possible solutions to improve
awareness

Barriers — what is keeping you from
competing

Measurement — how will we measure
buyer awareness




Considerations

Your buyer is weighing options
Looking at reviews

Asking friends for advice
Searching for other solutions
They need or want what you offer

Are your reps informed, helpful,
experts, building relationships

Is it worth their time




Purchase

How easy is it to make the
ourchase

How fast is their delivery or
service expected

Do you overwhelm them with
communications

Do they feel good about it —is
this something they wanted or
something they HAD to do




Use

Buyer realizes value

User guide or follow-up from the
company

Demos

Training — who does it
Case Studies
Onboarding

Welcome




Engage

The customer is happy with the
purchase

How/where do you thank them
or follow up

Emails, notecards, phone call,
surveys, What will you say

How can you improve it

Barriers — do you have time, the
right service people

How will you measure repeat
customers or loyalty




Connect the Dots

Look for gaps, inconsistencies, or
opportunities along the way

Ensure marketing, sales, and
product experience are all
connected

Optimize transitions in the
journey for a smooth customer
experience — remember, your
goal is a loyal, happy customer
advocate



Tips for Successful Journey
Mapping

. TLC — think like a customer and put yourself
in their shoes

. Involve more of your team in the mapping

process (sales, service, marketing, others)

. Stay mindful to update regularly based on
changing customer behaviors

. You can use maps to align your departments
and team around customer needs




Key points for your
customer’s journey

How and what to
create at each stage of
the journey (buying
process)

Considerations to
connect the dots across
the most important
touchpoints



Be Relevant to Your Buyer. Don’t Over Market
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Visit red66marketing.com/isbdc
for a copy of this presentation &
worksheets
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[J 616-490-1068
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Resources

miro.com

Google Image

zendesk.com.

https://asana.com/resources/customer-journey-map
https://uplandsoftware.com/kapost/resources/blog/6-different-types-of-buyer-journey-maps/
https://www.techmarclabs.com/blog/customer-journey-mapping-to-improve-customer-
experience
https://www.wordstream.com/blog/ws/2022/09/19/customer-journey-map-templates
https://neilpatel.com/blog/buyer-persona-map/
https://uplandsoftware.com/kapost/resources/blog/6-different-types-of-buyer-journey-maps/
https://www.freshworks.com/freshdesk/customer-journey/journey-mapping-examples-blog/
https://www.techmarclabs.com/blog/customer-journey-mapping-to-improve-customer-
experience
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples
https://www.questionpro.com/blog/car-buyer-journey/



https://miro.com/aq/ps/customer-journey-map/?utm_source=google&utm_medium=cpc&utm_campaign=S%7CGOO%7CNB%7CUS%7CALL-EN%7CCore-Exact_%7CVoyantisEXP1&utm_adgroup=&adgroupid=147606498903&utm_custom=20106780405&utm_content=672782085317&utm_term=buyer+journey+mapping&matchtype=e&device=c&location=9017518&gad=1&gclid=CjwKCAjw9-6oBhBaEiwAHv1QvFwJgFavDhz3Ite0Syw8JW7rOv5FmdY4qtOinyXWMxsmk8Wsr5QeWhoCAR0QAvD_BwE
https://www.google.com/imgres?imgurl=https%3A%2F%2Fuplandsoftware.com%2Fkapost%2Fwp-content%2Fuploads%2Fsites%2F37%2F2019%2F10%2Fdigital-touchpoints-customer-journey.png&tbnid=9RVXAmTbjnBJvM&vet=12ahUKEwirreOm6tmBAxUcFN4AHQLjAUYQMygDegQIARB7..i&imgrefurl=https%3A%2F%2Fuplandsoftware.com%2Fkapost%2Fresources%2Fblog%2F6-different-types-of-buyer-journey-maps%2F&docid=0h2HH2F3_sHLtM&w=970&h=727&q=buyer%20journey%20mapping&ved=2ahUKEwirreOm6tmBAxUcFN4AHQLjAUYQMygDegQIARB7
https://www.zendesk.com/blog/buyer-journey/
https://asana.com/resources/customer-journey-map
https://uplandsoftware.com/kapost/resources/blog/6-different-types-of-buyer-journey-maps/
https://www.techmarclabs.com/blog/customer-journey-mapping-to-improve-customer-experience
https://www.techmarclabs.com/blog/customer-journey-mapping-to-improve-customer-experience
https://www.wordstream.com/blog/ws/2022/09/19/customer-journey-map-templates
https://neilpatel.com/blog/buyer-persona-map/
https://uplandsoftware.com/kapost/resources/blog/6-different-types-of-buyer-journey-maps/
https://www.freshworks.com/freshdesk/customer-journey/journey-mapping-examples-blog/
https://www.techmarclabs.com/blog/customer-journey-mapping-to-improve-customer-experience
https://www.techmarclabs.com/blog/customer-journey-mapping-to-improve-customer-experience
https://www.userinterviews.com/blog/best-customer-journey-map-templates-examples
https://www.questionpro.com/blog/car-buyer-journey/

