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Customer Journey

The customer journey is a detailed outline of every step a lead takes to become a paying
customer, while the marketing funnel is a model that businesses use to market appropriately
to leads at different stages of the buying cycle.



Consumer Insight Components

o

Identifying
The “Want”

Mr. X wants to gain
weight. You
acquired this

information via a
standard survey

Identifying
Intent

Mr. X is signing up for
weight gain programs and
trying out high carb food
options. You acquired this
information by observing Mr.
X through your shopper data
solutions and online tracking
methods

Identifying
Motivators

Mr. X's reason for wanting to
gain weight is to stay as
healthy as he can for his age
and sothat he can look
better. This information you
discemn through a focus group
that Mr. X participates in




MARKETING FUNNEL

Customer
Journey D

ﬁ



MARKETING FUNNEL




What is Customer Journey?

Understanding the path, called the consumer journey or customer
journey involves understanding the shopping habits of both
online and offline target audience segments, determining how
they find your website, understanding the behavior patterns as they
shop, and analyzing the checkout and payment process.




Modern Customer Journey
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Customer Journey
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Customer Journey Mapping: The

Path to Exemplary Customer
Experiences

by Rohit Kuttappan with no comment Small BusinessStartups

iEntrepreneur << Digital Marketin and Advertising Agenc


https://www.ientrepreneur.co.in/digital-marketing/small-business/customer-journey-mapping-the-path-to-exemplary-customer-experiences/

Customer Journey

The customer journey refers
to the way

businesses attract
and keep

customers. The termis
most commonly used in the
realm of online marketing,
but it applies equally to retail
and other brick-and-mortar
businesses.




What is a Customer Journey Map?

A visualization of a customers’ objectives, needs, feelings and barriers throughout the path-to-
purchase for a product, service or brand.

Understand the
need

* | don'tknow what |
don't know

* Dawmea
scenano

| have questions

*  Remind or ingger
a need

Needs . oprobbm"‘”




Customer Journey

Customers interact with a brand, across a growing number of

online and offline touchpoints,
because they connect emotionally
and/or need a problem solved.

Thriving companies drive this strategic growth by delivering
experiences that meet these customer needs, generating
relationships that leave customers wanting more.



Customer Journey

A successful interaction hinges on the brand meeting these

expectations in a meaningful way. Simply put, |f th iS
core connection doesn’t exist,

customers will go elsewhere. the key

Is finding an effective tool to formulate and deliver this customer
experience.




Customer
Journey

Journey mapping does just
that by encouraging
stakeholders to consider
the customer’s needs,
wants, emotions and
guestions, and to create
the path to fulfill those
needs. A customer journey
map is a tool that should be
included in every brand’s
marketing strategy.




Customer Journey

A thoughtful customer journey map helps marketers get
Into the mindset of their customers. They serve to
cultivate a better understanding of the specific
decision points encountered along a customer’s
path of product consideration, from awareness
through to purchase and then loyalty. The crucial
junctures along a customer’s journey are points when
delivering the right marketing materials at the right
moment can make all the difference.

Understanding what goes into this process can provide
key insights into any current gaps (or additional
opportunities) where fine-tuning your marketing
strategy can increase your Success.



The Five Stages of the Customer Journey

Customers proceed through five well-established
phases when considering a
product or service they might

need. Though not always linear in their application, we can

easily deconstruct and possibly reform our customer experience
based on this analysis. A typical customer journey includes these
stages:

Blog (@ Social Media




Five Stages Customer Journey
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The Five Stages of the Customer Journey
Stage 1: Awareness

Awareness Before you can acquire a
customer, he or she has to know about
you. There are many ways this can
happen. Customers may see an
advertisement. They may happen to
pass by your business and stop In.
They may find your website by doing a
search, or a friend might recommend
you. At this stage, focus on the WHY
— the buyers motivation. Ensure the
brand is visible to the customer and
demonstrates the brand’s value as a
solution fitting the need at hand.
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The Five Stages of the Customer Journey
Stage 2: Consideration and Decision

After a customer is aware of you,
he or she then has to decide
whether to give your product or
service a try. Like the awareness
phase, this can come down to
many factors, including
Impulse, trust, the attitude of
your customer service team,
the presentation of your
products if you have a store,
online reviews or comments
made by people they know.




The Five Stages of the Customer Journey
Stage 2: Consideration and Decision

This is where they
are doing price
comparisons,
reading customer
reviews, checking
out competitors, and
learning more about
the detalls of your
product or service to
see if it could, in fact,
be what they have
looked for.




The Five Stages of the Customer Journey
Stage 2: Consideration and Decision

Ensure that they have all the
iInformation they need to move to
the next stage in the customer
journey. Answer the question on
your prospects mind which is “why
should | choose

you?” Demonstrate the brand’s
advantages and win customers
over by showcasing specific
differentiators and the results a
customer can expect. Market a
simple effective solution in the
context of WHO and HOW— who
will benefit from it and how it will
make it eaS|er to conduct




The Five Stages of the Customer Journey
Stage 3: Purchase

Purchase This is the moment when customers decide to buy from
you, whether it’s an in-store purchase or clicking on the “buy”
button on your website. At this stage, remove friction by providing a
clear and inviting path to completing the purchase.




The Five Stages of the Customer Journey
Stage 4: Post-Purchase and Retention

It’ s far easier and roughly 5 times cheaper to
retain an existing customer than it is to acquire a
new one. It's hard to build enough trust with a
prospect to turn them into a first time buyer. Once
you’ve gain their trust and their business, work hard
to maintain it. Follow up with your client to get their
opinion on the product or service that they
purchased from you.




The Five Stages of the Customer Journey
Stage 4: Post Purchase and Retention

Solicit testimonials from
previous customers and
showcase them on your
website and other places
where prospects will be visiting
to find out more information
about you, your company, and
brand.




The Five Stages of the Customer Journey
Stage 4: Post Purchase and Retention

Most customers will have
ongoing purchase needs, and
are more likely to buy from a
brand they’'ve purchased from
before. Accentuate these
advantages with current
customers through
remarketing tactics and
providing positive
experiences that keep
customers coming back for
more. Ensure that the customer
jou(;ney does not come to an
en




The Five Stages of the Customer Journey
Stage 5: Advocacy

This is the last stage of the customer
journey when the customer becomes
an active advocate for your brand.
They say great things about you and
your company, refer their friends and
family to you, and generate the most
powerful kind of marketing your
company can ever have which is
word-of-mouth. The customers who
becomes loyal to your brand will be
more interested in the relationships
that we build throughout the other
phases of the customer journey.




The Five Stages of the Customer Journey
Stage 5: Advocacy

Advocacy- Nurture them every step of the way through the
earlier stages with value, attentiveness, and respect. When
a person has a great experience with a product, service and
company, they will want to spread the word and tell
others about it. It’s human nature. Encourage this by
asking them to tell their friends and let them know how
much it will be appreciated by you and your business.
Some of the most successful companies today are built on
powerful referral and word of mouth marketing.




Five Stages Customer Journey
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The Stages of the Customer Journey

( another template)
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Key Elements of Customer
Journey Maps

Touchpoints (points at which a customer hears/sees/reads/tries a

product; they describe customer behavior, thoughts, emotions during
the familiarization with or the repeated acquaintance with a product);

Paths that connect them (these are the things that motivate

customers to accomplish the actions of transition from one point to

another; in fact, these can use some optimizing ideas for providing a
transition from the starting point to the final stage of purchase that

turns a one-time customer into the loyal one).



https://www.nimble.com/blog/creating-customer-journey-maps/

How to Create a Customer
Journey Map

Ste
>

Ste
Ste
Ste
Ste

p 1. Determine Your Objectives.

p 3: Identify All Touchpoints.

0 4: Decide on the Type of Map.
p 5: Plot the Customer Journey.
p 6. Take the Customer Journey.
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Horizontal:

Horizontally, you should display the stages of customer interaction with a
product/service. There are usually, three:

“Before” — a customer finds out about a product/service. Here, you need
to find out about the way your potential buyers search for information in
order to take a direct part in the similar process and come up with some
new ways to interest them more;

“During” — the purchase/employment of a product/service stage, as well
as the stage of transition to the regular use. It is highly important to make
an utterly positive impression on the potential customer during this stage,
as the real customer interaction experience is not generated yet;

“After” — the final servicing stage, with a possible repeated customer visit
or realization of the fact that a customer will not come back again. In any
case, you must create an ever-inviting atmosphere for any customer.



https://www.nimble.com/blog/creating-customer-journey-maps/

Horizontal

Online Shopping Customer Journey Map
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Vertical

Vertically, such interaction aspects must be defined as follows:

=Customer goals and tasks on each stage;

*Touchpoints with a product/service and interaction channels;
=Customer actions on each stage;

"Expected by a customer result of interaction;

"Issues and obstacles keeping a customer from advancing towards the
next step (this especially concerns a customer’s mental state);

=Materials, tools, equipment used by a customer on each touchdown
(optionally);

=KPI on a certain stage;

-ﬁ:ust)omer thoughts and emotions (marketers often quote customers
ere);

=|deas and suggestions for an improvement of the servicing quality and
detected issues fixing.

Once all of these aspects are worked through, you will get a complex
plan for attracting new and retaining old customers.



https://www.nimble.com/blog/creating-customer-journey-maps/

Questions to ask:

As for the rows, you can create this by asking some of the
following questions:

*What does the customer do at this stage?
*What do you (as the business) have to do at this stage?
*How does the customer interact with your business at this stage?

*What does the customer experience at this stage? (Both positive
and negative experiences)

*How can this stage be improved to maximize positive experiences
and reduce negative experiences?



Customer Touchpoint

Customer touchpoints are your brand's points of customer contact, from start to finish. ...
Touchpoint definition: A touchpoint is any time a potential customer or customer comes in contact

with your brand—before, during, or after they purchase something from you.



|dentify and Optimize Customer Touchpoints

“Where does my customer
stand?”is a questions that
challenges a business operator to
examine their affairs through the
perception of the customer.
Breaking down the customer
journey into the stages listed
above allows us to separate out
areas that we would maybe
group together and helps us to
put our customer interactions
under a microscope.




|dentify and
Optimize Customer
Touchpoints

Being able to deliver a
customer experience
that includes all the
specific actions along
the way will result in a
business more apt to
attract, and keep, the
customer journey going
for many years to
come.




Customer Journey Mapping
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Customer Lifecycle Touchpoints
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|dentify and Optimize Customer Touchpoints
Guidelines

A good exercise to go through is to create an inventory of all the
touchpoints you currently use, and then alongside that create a list
of other touchpoints that could be deployed or used. Once the list of
existing touchpoints is created, work to understand which customers
are using each and why. For example, do high-value shoppers
regularly use your mobile app? Do more convenience shoppers
gravitate to your website?

You can then extend the inventory of the touchpoints, thinking
through the “mission” of each touch point and its role in
growing brand awareness, customer acquisition, growth and

retention. COre to this is making every
Interaction across each touchpoint
contextually relevant to the customer.



https://www.ientrepreneur.co.in/blog/brand/make-seo-and-social-media-work-together-to-build-brand-awareness/

Brand Touchpoints

Examples for 3 common touchpoint Categories

Print/Digital
Advertising

Pre-Purchase
Experience

Loyalty |
Fregams Packaging

Post-Purchase Purchase

Customer Experience

Service

Product
Experience

Follow Up
Outreach




Customer Journey Best Practices

»Create and maintain a list of customer touchpoints
used. Consider grouping the touchpoints such as digital,
print, in-store, etc., to better understand your capabilities.

»Create a “mission” for each touchpoint, which forces
you to think through how it can be used to support customer
acquisition, growth and retention.

»Work to create a platform infrastructure that
“feeds” each touchpoint to create the seamless—and
relevant—experience customers want.

»Use every touchpoint and customer engagement to
learn, improving the relevancy of the engagement and
learning to make the touchpoint more valuable.

» Digital touchpoints should be fed by real-time intelligence




Customer Journey Conclusion

ldentifying, understanding and
fine-tuning touchpoints and
stages of the customer journey
can help you develop more effective

marketing plans and form stronger relationships with customers.
While the customer’s journey is never a precise map, it is a
valuable tool for businesses to grow and constantly improve.




EXAMPLES

Template Examples




Customer Journey

Consumer Insights to Manage and Optimize
the Customer Journey
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Incorporating Influencer Marketing Throughout
The Consumer Journey

Awareness

Inspirational Content:
Influencers tell a great
story that instantly
elevates brand image
and fosters strong brand
affinity among their fans

Educational content:
Influencers answer the
most commonly asked
questions, or the
features of the product
that are unique.

Testimonial Content:
Influencers generate
reviews and
testimonials. Show their
fans something that they
have experienced and
create adesire to
purchase,

Decision

Promotional Content:
Weave
announcements about
the sales events into
nicely packaged posts
that entice their fans to
take actions.
Influencers offer
unique promo codes.

Advocacy

Delightful Content:
Turning the customer into
advocate. When
customers engage
actively and spread the
word, they become great
ambassadors who can
continue the brand’s sales
cycle automatically.




Customer Journey Example
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CUSTOMER JOURNEY MAP Shopping for a New Car

EMOTIONAL ERIC

Ericis an emotional car buyer. He purchases based on aesthetics and status.
Scenario: Eric recently moved to the area. He is shopping for a car that is fun
to drive and dependable enough for use for everyday commuting.

EXPECTATIONS

* Ability to compare cars and their breakdowns
* Good photography with closeups, inside and out
* Video overview of car with demonstrations

CONSIDER
1 week

EXPLORE
2 months

u -

1. Sees TV commerical for a 3. Explores site and looks at
website, YourCarNext.net, all vehicles in his budget
which helps people shop
for vehicles; visits the
website

4. Creates account; saves
favorite cars in wishlist

2. Sees ad on Facebook 5. Downloads mobile app
while at his office

COMPARE
1 month

(-

6. Reads Consumer Reports
and reviews; keeps a
spreadsheet to compare
cars

7. Consults with trusted
indviduals

8. Constantly checks site for
new options that meet his
criteria

TEST
2 weeks

=Y

9. Selects a set of cars he
plans to test-drive

10. Looks up location of each

dealership on Google Maps

11. Visits dealership; fills out

lead card, discusses
process with sales person,
drives car, discusses more;
repeats process for each car

13.

14.

15,

16.

NEGOTIATE
1week

—

Decides on a car

Gets financing terms, total
price, monthly payment
from salesperson

Researches more,
specifically about price

Makes a competing offer
and buys his new car

“Wow that website looks
great for car shopping!”

12. Discovers he can take notes
about each car he drives in
the app

“I like that | can save
cars and a listis
automatically made”

“I’m so happy with
my new car!”

“This mobile app
is missing alot of
features.”

“I love that | can take
notes about these cars
in the app. So helpful!”

' ~N
“l wish all car dealerships were
shown on a single map, so |

i ) » “Il wonder if | can get
“I’m disappointed by the can plan my route. on
quality of some listings... = \/_/ sbgleinin
“This website looks very few photos.”

much different from )
the commercial.” L . “Why does it take sooo long

;’:r’iz Zz’zlrsfftlhe “It’s difficult to narrow to test drive a car? | wish |

P s down options and parse knew it was going to be"

site multiples through competing procedural and salesy.

tmes a day” resources. | have to use

a spreadsheet.” 3

NN/g




Anna
Anna's airport experience

"Is there a faster way to do that?" 4/ year » When waiting for boarding, | want to have clear
communication about boarding times and delays so |
can relax while | wait.

» When sitting on a plane, | want to have enough
space so | can work.

[&]
-~ \ Anna goes through
security
Anna checks in \ Anna goes to
9 the gate
v AN L] / \
Anna arrives at the Anna checks out e = / Anna waits for Anna queues up for
airport N the flight gates / boarding boarding
9
-~ / Anna goes through Ay
passport control
Xv 7/
@

Pre-boarding experience

\ Anna boards the

plane .
Anna waits for take

off

N

-~




Customer Journey Map Template

Customer Journey Map Template

This is a sample text. This is a sample text. This is a sample text. This is a sample text. This is a sample text. This is a sample text.
Goals  Yousimply add your You simply add your You simply add your You simply add your You simply add your You simply add your

own text. own text. own text. own text. own text. own text.

This 15 2 This s 2 This 15 2 This 15 2

sample text. 7 @ . sample text. ——@ D — sample taxt. VA sample taxt. /‘\A

v v \A
Doing o ~ This is 2 —
“ '"_ sample text. N " ij';"‘ = ®© ‘i
Tris i R This i N ~ This 3 s o
is is a / 5153 \~/ IS 15 8 IS 15 3
sample text. !'J < sample text. g M » sample text. sample text. K—/

This Is a sample text This Is 2 sample text. You This = 2 sample text. You This is a sample text. You

You simply add your own text simply add your own text simply add your own text simply add your own text

This 15 3 This i This is a
sis 3
sample text.
sample text. sample text. e

This is a This is a o
sample text. sample text. This is a

sample text.
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Examples




Ti‘i-—\.gov
' Linda’s Journey Map

Browse information or learn more on a general topic

<7 Identifies - (& =
Stage of Journey formatdon Nesd L, Looks for Information ("L} Find Information ¢ Seeks Help
Linda's friend, Dottie, tells Turns on Clicks on Doesn't Clicks on USA.  Reads USA.  Clicks on link Begins Fills out Checks her e-
Activities her to look for grants computer and  Gramts.gov understand govlinkon  gow Benefits, toBenefits.  Benefits.gov Benefits.gov  mail later and
Googles and then Search Grants ~ Grants.gov  Grants, and gov Benefit webformand  sees response
“Government Search Grants  information home page Loans page Finder, but it types a fram Benefits.
Grants" and goes back under Financial  and realizes takes too long  message to gov
to Grants.gov Assistance she is not and she clicks  ask how she
Homepage eligible for a “Contact Us" to can get
grant findareal financial help
person

~
i ; | wwe grants.gov
Hgame | grants.goy k
i | wWwwW grants.gov
I ¥ # 4
£
¢
e,

(-
S

+
. e e

Thankful Dottie is such a Feelsalittle  Feels confused  Thinksthis  Thope this link  Encouraged Feels Overwhelmed Hopelessand  Disappointed

_ e
® 5 i

good friend nervous and  and decides to  seems easy has what I but needs optimistic by the discouraged,  there is more
Feelings and unsure, and try again in need clarity, questions. not sure this to do and
Needs hopeful her case she comfort, and Needstoknow  isgoingto  needs support
search will missed it reassurance this is the help and hope
work right step.
. Simplify benefits.gov contact page . Integrate benefits finder and unclaimed money search
. Make the benefits finder more like Turbo Tax . Add APIs to integrate with state benefits info
o P'rti!“;“' »  Add questions to benefits.gov email form to help agents give better responses «  Integrate benefits.gov FAQs into content pages on benefits. gov
PFi““';t“r’;:e Enie:: «  Create task force for benefits related sites/agencies »  Create an infographic to explain benefits finder
P «  Merge grants.gov, benefits.gov, and govioans.gov «  Ask Grants.gov to add a popup asking if you want personal benefits
«  Become benefits program manager - benefits.usa.gov «  Add benefits finder directly to USA.gov page




‘Young Digerati’ Sanderson’s Journey

25 year old young
ssional, living in

(Junior but super

:state broker

that I'm making

2y, | know its time to
better

ttion to it

g a credit card, a
king account and a
sit account with

8 several credit
3 = Including yours -
| juggle quite well.

| [[Domg | [ Stages |

Thinking

J [

WowMe! | | Top Touchpoints by Phase

|

| Expect...

Discover

She has determined her
need, and finds banks

Looks for banks with local
branches and searches
the web..

She is considering more
than one bank. Ours is one.

Calis the help line, and
immediately reaches a
very helpful banker..

I'm fed up with the big
banks, but at least their
websites work. Good Lord, is
this one from the 90's?

| wish the website was more
informative. Good news,
though; | called - and the
Rep was great; answered all
my questions, with a smile!

X

wom
Roferral (61%)

wom
Referral (67

¢
BN

' —

e N
Website
Website Promo
Search (74%) (74%) Direct Mail (61%)

Make it easier to find the
needed Information on your
website. | want to easily

Place to post and review
other customer comments
to tell me how you're

different from other banks. see and quickly understand
Make the website more your products and member
user friendly. benefits

i « To hear from others i « Convenient ATMs and

: about the bank : : branch locations
i « That it's easy to find you : i * Knowledgeable staff
: onthe web i i« Clear benefit, product

and rate information on
your website

i« I'll see you in my
community giving back :

Retail Banking Customer Journey Map

and my advisor couldn have

and follow-through.

Page 1 of 2
- Purchase  Onboard

Having decided to use our Over the next 90 days, we
bank, she opens accounts help orient and “onboard™ her.

Goes into the branch to Gets her new customer
finish the process, and materials, and talks to the
meets with an ad... servioe center...

Now a customer, sh
products and our

Now a customer,
our products and
services...

| have trouble with
banking and mobil
I'm glad | can alw
my branch for help;
move (or | do) I'm

Opened my new accounts | got a promotional email,

but it didn't treat me like a
customer. But, phone reps
are terrific. Feels like they

know me, and are helpful

been more helpful. | really
appreciated her knowledge

Application Account Rep Promo: New Account Onhne
(Branch) (72%) Emal Email Packet, Papor Bank Acct
(60™%) (52%) — (83%) &m;un —

Manager
Meeting
(76 )

Call Center

(75%)

Manager

: New Account Follow
Call (D7T%)

‘ Up Call (70%)
Guide me in setting up my
online accounts and how
can use my benefits. What
do | need? Tell me what |
should know but didn't
think to ask!

Teller (89%)

While | don't mind
occasional email, |
hear from my advi
periodically. Offer
rewards or “good
fee discounts for |

Make it super simple to
apply online without a
branch. Be available
(chat/call center) after hours
because this is when | make
my financial decisions

{ « That it'll be easy to set
: up all my accounts

: = Proactive guidance on

i whatlreally need

: » You to have my best

i Interests at heart

i « Simple, easy and fast

: applications :

* The best rates and fees

! » Honest communication :
and info about money
management

online banking
No/low fees
: » Relevant offers a

highly personali
communications




Genre gamer /
Experience mapv 1.0
2. Awareness

1. Past experiences 3. Choose

Steven Harvey
Age: 38
Location: San Franciesco
Occupation: Financal Director
Famly: Singlo, ongaged
Income: Modarase - High

Traits & Motivators:

* Hatd worier, makes B ot of e houes

* Moaturos and takos cave of hs 5mo and
froo tme

« Drives 15 work

+ Speais a ot on the phone

Touchpoint

Feeling

*I'd tike to play
strategy games
again

“I miss my video
game pleying
RIS

by work

* Tused to hod fun
thinking & making
stratogies *

" Fwish I hod
more free time *

Shares froo tmo
with his fanceo

Saturased

@
A\’

* Playing was oo
time consurming *

*fwant to do
soenething different
and don'Y lose time *

Seidomiy plays
Video games

Boredom

= Memm ... this looks
imteresting ... *

*+ Advertisement - Barvwr / Tiader
~+ Game review - News ste / Blog
= Ecitorkl featare - Sxre hghlight

= Friend - WoM. [ Ihgame nvite

=0

Curiosity /
Interost

®

* 1 know the
kind of garmes |
hke "

* the screenshots ook
really neat /
awesome / bod /

1

Chock ™o
stars rating

* the % ratings
are important 1o
me *

* mmm, the
price seems
Soir®

* sometimes reviews

5 3 * this reminds me of
mbnmmgro .

Confusion Oeception

D




Customer Persona used in a
Customer Journey

» Start point
»End point

»Touch points in-between (post, phone call, website engagement)
o ldentify pain points or highlights

> Note the emotions and thoughts - include quotes if you can
o Add comments



User Persona: Alexa nder “l don’t know who you are, so | am not going

to book with you”
Role: Founder of AdventureTap & business owner

Age: 45 “Can you make sure there are drinks”

Relationship: Married with 2 children under 12 “| want you to organise everything- boat, driver

Background: Founded his company at the age chef - give me options”

of 22 and now owns two small businesses
“This is my budget- find me something nice”

Communication “l am going to be travelling for the next 3 days”
Phone, email, whatsapp

Devices used

o
®
<)

Mobile, laptop, iPad Technology
: . |
Behaviour/personality IBiE
Drives an Aston Martin, detail-oriented, demanding, picky, more free time Mobile I
as he delegates, well travelled, will always negotiate on price, persistent Social Media m n 1-'
O Needs (must do) User Expetrience
Provide with a personal number .
Give as much detail as possible about villa and the area Sea m Iess mu |t|-Ch an nel

Ensure visibilty on process and contract

Provide testimonials I_ u X U ri O U S § S I i C k

Quick response H' h d S
o Frustrations (must never) Ig -en () Image led

Be unreachable contact wise Re S p ons |Ve 3 DETAILED

Increase the price
Not take them seriously
Say no to a request - within reason




Alexander’s Experience Ma P "I want you to organise everything- boat, driver, chef - give me options”

Role: Foundar of AdventursTrap & busines “This is my budget- find me something nice"
Age: 45 Relationship: Marriad with 2 eMidran under 12

3 ~ U U $ 3 L
ey | S atha L et e A e el L | don't know whe you are, so I'm not going to book with you
r RESEARCH 1 r BOOKING 1t HOLIDAY 1
A T L, " \
0 *WAIERE DO | AT A,;‘w‘g?,‘,‘m. : “WHY CAN'T | . "
2 WANTTO GO : heok Nt KNOWWHERETIS? : 4
O ot Exnii X Poparty o
i — - - <
T | Wit .
J| MWANTTO GO Epe, - ot i o)
| ONHouDAY % - “,dgy‘? sty 2
- ) e ‘,-Q--,. -\ ‘v, M M, __n-"ﬁ... e e val 0.‘ ... ...' ., aest m
S e ) B P I T @0t Mey, 0 o B iioeod v ®
o . ° ’ . o . ° B

. o ¥rand ° : n - Ty o . . | HAVEN'T MEARD

I ! — Wharso A m»mmroa Yane/orivat o

Magannos TO KNOW : z buiness/frat

1GOT TOLD WHOYOU | “MOWIONG | | rWANTTO *HAVE | DONE
AOUTTHIS ARE* WALL T THE PRICE® THE RIGHT “WHEN WILL
AMAZING VILLA * TAKE FOR A THING™ | GET THE KEYS?*
RESPONSE" o
SELECT BOCK HOLIDAY
!
L 1:" ht & Pain Pokt ® Highiigt Pan Paint  Pain Pont Pan Point Miphight i e Fain Point Higrig Pavn Point
Ecitemant ] . It's got the Foundthe i itavallable?  Pdfwan'topen  Feelclwwer ~°7 70 et Too lang of 4 Need holp 1o R
oty opliofs right calibre of  property on forgettinga Domnttwmt  FPayngthe  wit organise exiry o0
: Fm oot ready  Wiitransfer kioks rgar be as good ¢
n Not all sites match property that | anather 3 discount the flow dipost starts o o actiites & o
W My (GOVEMents 10 book yet urgrofessional At #ing the rest 8
> AL want site Frionds Gigury  PRNIC Sirens tranifery 2
e "
& ? :
& NOTES & COMMENTS : : o
i 3 i . i : m
& -POFs Sie looks peofassianal - Exclusve supplier i Sk S I i 0Skont it i Welcome pack 9
1] - Cancierge coll back Fast respanse -Build good relationshipe 1~ Negotietion on maney - Honasty whan it camed to mooey Y Guide to the are, <
n - DXbeus ootions Organic trafic Direct fine |whitsapp] B Giwe fecammandations Discretion |5 a big factor ' Pt A n
et - 5ot price margins Word of mauth 3% fnaadetasiosen Tours of the villa's « to soothe R Cataloque of vilas for future .
Clear terms (0.5 ot dinner parties| 1 ER gt soon as backed T fon retum from hodday)




A DAY IN A LIFE RESEARCH



Why is it important?

ADay InThe Life aiso N€IPS the researcher
gain insight into the needs,
behaviors and goals of the user.

this method, individual participants who are representative of the
users we are designing for, are followed and observed to
understand how they spend their typical day and activities that
make up their day.



® Looking at the pie chart, answer the
Typical Teenager Day following questions

v . ' What percentage of the day is spent
- watching TV?

eaing 3. What activity takes the least amount
6%

of time?

4. What activity takes up a quarter of
the day?

5 What 2 activities take up 50% of the
day?

6. What 2 activities take up 209 of the
day?

———

computer
13%

%™ 2. How many hours are spent sleeping?

\

4
$
il

B

\




A Day In The Life is a type of
ethnographic study

where the researcher
follows and
observes a user
through atypical

d ady . The objective of this

activity is for the researcher to
understand the routine and
typical activities of a user that
the user performs by mere
habit and that the user would
perform subconsciously.

“4




What is Observation Research?

Observation research is I,’ ) L h 1\
a qualitative research ﬁ & ﬂ
technique where
researchers observe
participants' ongoing
behavior in a natural
situation. ... The purpose of

this type of research is to gather
more reliable insights. In other
words, researchers can capture
data on what participants do as
opposed to what they say they do.




24:00

00 reading
study

ey dinner

E:F- commute

breakfast /g




Tripping over your Closing your eyes to Swearing as you Swearing /

d:ug::ers i lfl;t.oller_ — _.p_r?\{ for patience _ steponaGD P — screaming into a
or the ime = elego — pillow
500th viewingof ____
Paw Patrol Season 3 1xting ETA messag
to your spos
thef
Wiping
acs

ping endless piles

T of laundry

tantrums

Ripping hair out

Putting "
soother Watching the clock
back in for bedtime

PB _ Covert eating







Time use on an average weekday for full-time
university and college students

Traveling Other
(1.4 hours) (2.2 hours)
Grooming
(0.8 hour) Sleeping
\ (8.8 hours)
Eating and drinking /
(1.0 hour) e ——ts
Educational activities

(3.5hours)

Working and related
:‘g:tm;e S T Leisure and sports
(2.3 hours) (4.0 hours)

Total = 24.0 hours

NOTE: Data include individuals, ages 15 to 49, who were enrolled full time at a university or college. Data include
non-holiday weekdays and are averages for 2011-15.

SOURCE: Bureau of Labor Statistics, American Time Use Survey




.'.U
I
O
w

o

How Do Teenagers Spend Their Time?

Sleep and leisure activities take up most of a teenager’s day. Boys spend more time on
screens and in class, while girls spend more time on homework and grooming.

Minutes Spent per Day for All Teenagers

583 344 272 214
Errands 1%
Soclalizing 5% Volunteering Girls Spend More Time < | » Boys Spend More Time
and unpaid On screens 58
work 2%
Class time 27
Other Leisure 19
Other Leisure 6%
Housework Sleep 10
%
Paid work I 3
Eating 7
Errands 10
Class time 15% Volunteering and 1
unpaid work

Housework 14 -I

Socializing 17

Eating 5% Homework 21-
Grooming 23

Sleep Leisure Education Other Difference Between Time Spent by Boys and Girls in Minutes

On screens 13%

% of Total 41% 24% 19% 15%
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A. SMB Teamwork

Day in the life — Small Business Owner

Melissa is a Small Business Owner with twenty employees; some are based
in a neighboring city while others work from home. She uses Microsoft
Teams to help manage client relationships and new business efforts for her
consulting business, MC Consulting.

7:45 AM 8:30 AM

Melissa starts the day ~ While commuting to the
@Melissa at home by checking office, she uses Microsoft

her Activity Feed for Teams smartphone app
z notifications. to join the daily status
meeting.
V
9:30 AM 10:30 AM

Once in the office, she accesses the latest version Q She checks the Planner tab to
of their new business proposal for BN Finance P ensure assigned tasks and due
A
: H O

0

L

©
l.

in the Files tab. Melissa spends the next hour dates are completed for key
working with team members who sit in the other milestones for their upcoming
office to co-edit their PowerPoint proposal. new business presentation.

11:45 AM

—

—

e
Melissa schedules a meeting to

& discuss Smith Interior Design’s

project, and creates a new channel
within Teams. She posts a link to the
proposed plan and invites key team 4

12:00 PM

Within the Teams channel,

she checks the status of BN
Finance’s plan via Trello, which
is integrated into Teams.

members to provide feedback.

1:00 PM — 1:45 PM

While grabbing lunch Melissa hops on a video call

Melissa @mentions and shares her screen with the

David and asks him to client to discuss their plan for an

add slides to their new upcoming new project. H'''TEEY'''R

business proposal.

= 3:00 PM Q ” 4:30 PM
She reviews her activity feed 0 Melissa leaves the office to pick up her son
and sees she has been @ from basketball practice. While waiting, she
”

mentioned requesting approval uses the Microsoft Teams smartphone app
on the most recent version of to send David a chat to discuss next steps
BN Finance's proposal. on finalizing their new business proposal.

5:00 PM 8:00 PM

On her way home, she jumps After dinner, Melissa

on a quick call with David via finalizes the proposal by —
Teams to walk through the searching Teams to locate
proposal details together. all conversations and files

related to the project and
synthesizes the feedback.

B% Microsoft




Group Assignment:
CAR Customer Journey

Create a Customer Journey Map by using customer insights both primary
and secondary information for your Car Brand by utilizing your existing
buyer personas.

Maximum one page ppt slide ( excluding cover page and appendix) . Please
feel free to choose any template .

Due next week. Q&A only, no need to present next week.

Remember as brand managers, practice your creativity....Enjoy ©






