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Interaction between an organization and a customerThis article has multiple issues. Please help improve it or discuss these issues on the talk page. (Learn how and when to remove these messages) This article's tone or style may not reflect the encyclopedic tone used on Wikipedia. See Wikipedia's guide to writing better articles for suggestions.
(November 2012) (Learn how and when to remove this message)This article needs additional citations for verification. Please help improve this article by adding citations to reliable sources. Unsourced material may be challenged and removed.Find sources:"Customer experience"news newspapers books scholar JSTOR (February 2013) (Learn how
and when to remove this message)This article contains promotional content. Please help improve it by removing promotional language and inappropriate external links, and by adding encyclopedic text written from a neutral point of view. (February 2013) (Learn how and when to remove this message) (Learn how and when to remove this
message)Customer experience, sometimes abbreviated toCX, is the totality of cognitive, affective, sensory, and behavioral responses of a customer during all stages of the consumption process including pre-purchase, consumption, and post-purchase stages.[1][2][3]Different dimensions of customer experience include senses, emotions, feelings,
perceptions, cognitive evaluations, involvement, memories, as well as spiritual components, and behavioral intentions.[4][1][5] The pre-consumption anticipation experience can be described as the amount of pleasure or displeasure received from savoring future events, while the remembered experience is related to a recollection of memories about
previous events and experiences of a product or service.[6][7][8]According to Forrester Research (via Fast Company), the foundational elements of a remarkable customer experience consist of six key disciplines, beginning with strategy, customer understanding, design, measurement, governance and culture.[9] A company's ability to deliver an
experience that sets it apart in the eyes of its customers will increase the amount of consumer spending with the company and inspire loyalty to its brand. According to Jessica Sebor, "Loyalty is now driven primarily by a company's interaction with its customers and how well it delivers on their wants and needs".[10]Barbara E. Kahn, Wharton's
Professor of Marketing,[11] has established an evolutional approach to customer experience as the third of four stages of any company in terms of its customer centricity maturity. These progressive phases are:Product orientation: Companies manufacture goods and offer them in the best way possible.Market orientation: Some consideration of
customer needs and segmentation arises, developing different marketing mix bundles for each one.Customer experience: Adding to the other two factors some recognition of the importance of providing an emotionally positive experience to customers.Authenticity: This is the most mature stage for companies. Products and services emerge from the
real soul of the brand and connect naturally with clients and other stakeholders, for a long-term.In today's competitive climate, more than just low prices and innovative products are required to survive in the retail business. Customer experience involves every point of contact you have with a customer and the interactions with the products or
services of the business. Customer experience has emerged as a vital strategy for all retail businesses that are facing competition.[12] According to Holbrook & Hirschman studies[13] (1982) customer experience can be defined as a whole event that a customer comes into contact with when interacting with a certain business. This experience often
affects the emotions of the customer. The whole experience occurs when the interaction takes place through the stimulation of goods and services consumed.[12]In 1994 Steve Haeckel and Lou Carbone further refined the original concept and collaborated on a seminal early article on experience management, titled "Engineering Customer
Experiences", where they defined experience as "the 'take-away' impression formed by people's encounters with products, services and businesses a perception produced when humans consolidate sensory information." They argued that the new approach must focus on total experience as the key customer value proposition.[14]The type of experience
seen through a marketing perspective is put forward by Pine & Gilmore[15] which they state that an experience can be unique which may mean different individuals will not have the same level of experience that may not be memorable to the person, therefore, it won't be remembered over a period of time. Certain types of experiences may involve
different aspects of the individual person such as emotional, physical, intellectual or even spiritual.Customer experience is the stimulation a company creates for the senses of the consumers, this means that the companies and that particular brand can control the stimuli that they have given to the consumer's senses which the companies can then
control the consumers' reaction resulting from the stimulation process, giving more acquisition of the customer experience as expected by company.[12]Kotler et al. 2013, (p.283) say that customer experience is about, "Adding value for customers buying products and services through customer participation and connection, by managing all aspects of
the encounter". The encounter includes touchpoints. Businesses can create and modify touchpoints so that they are suited to their consumers which change/enhance the customers' experience. Creating an experience for the customer can lead to greater brand loyalty and brand recognition in the form of logos, colour, smell, touch, taste, etc.[16][17]
[18]However, customer experience management, and in particular design for experiences, is not only relevant for the private sector but also increasingly important in the public sector, especially in the age of digitalizaiton where public service users cocreate value by integrating resources from multiple sources.[19] In this context, organizations need
to not only understand their service users but also the network of actors and how public services fit into the wider value constellation and people's activities.Four realms of customer experience (Pine & Gilmore, 1999)Customer experience is divided into realms and domains by various scholars. Pine and Gilmore introduced four realms of experience
include esthetic, escapist, entertainment, and educational components.[20]Entertainment Realm: In this realm, businesses create experiences that captivate customers by providing entertainment and amusement. It goes beyond traditional products or services, aiming to engage and delight customers through memorable and immersive
experiences.Educational Realm: This realm focuses on educating customers and enhancing their knowledge during their interactions with a brand. It involves providing valuable information, insights, and learning opportunities, fostering a sense of personal growth and understanding.Esthetic Realm: The esthetic realm emphasizes the visual and
sensory aspects of the customer experience. It involves creating visually appealing and sensory-rich environments, products, or services that stimulate the senses and elicit positive emotional responses.Escapist Realm: In this realm, businesses offer customers an escape from their everyday lives. It involves creating experiences that transport
customers to different worlds or realities, allowing them to temporarily disconnect from their usual routines and responsibilities.There are many elements in the shopping experience associated with a customer's experience. Customer service, a brand's ethical ideals and the shopping environment are examples of factors that affect a customer's
experience. Understanding and effectively developing a positive customer experience has become a staple within businesses and brands to combat growing competition (Andajani, 2015[12]). Many consumers are well informed, they are able to easily compare two similar products or services together. Therefore, consumers are looking for experiences
that can fulfil their intentions(Ali, 2015[21]). A brand that can provide this gains a competitive advantage over its competition. A study by Ali (2015[21]) found that developing a positive behavioural culture created a greater competitive advantage in the long term. He looked at the customer experience at resort hotels and discovered that providing the
best hotel service was not sufficient. To optimise a customer's experience, management must also consider the peace of mind and relaxation, recognition and escapism, involvement, and hedonics. The overall customer experience must be considered. The development of a positive customer experience is important as it increases the chances of a
customer to make continued purchases and develops brand loyalty (Kim & Yu, 2016[22]). Brand loyalty can turn customers into advocates, resulting in a long term relationship between both parties (Ren, Wang & Lin, 2016[23]). This promotes word-of-mouth and turns the customer into a touchpoint for the brand. Potential customers can develop
opinions through another's experiences. Males and females both respond differently to brands and therefore, will experience the same brand differently. Males respond effectively to relational, behavioural and cognitive experiences whereas females respond greater to behavioural, cognitive and effective experiences in relation to branded apps. If
female consumers are the target market, an app advert focused on the emotion of the product will provide an effective customer experience (Kim & Yu, 2016[22]).Today, retail stores tend to exist in shopping areas such as malls or shopping districts. Very few operate in areas alone (Tynan, McKechnie & Hartly, 2014[24]). Customer experience is not
limited to the purchase alone. It includes all activities that may influence a customer's experience with a brand (Andajani, 2015[12]). Therefore, a shopping centre's reputation that a store is located in will affect a brand's customer experience. At the same time, it is important to provide a seamless integrated experience that goes beyond individual
transactions and enhances overall brand perception.[25] This is an example of the shopping environment effecting a customer's experience. A study by Hart, Stachow and Cadogan (2013[26]) found that a consumer's opinion of a town centre can affect the opinion of the retail stores operating within both negatively and positively. They shared an
example of a town centre's management team developing synergy between the surrounding location and the retail stores. A location bound with historical richness could provide an opportunity for the town centre and local businesses to connect at a deeper level with their customers. They suggested that town centre management and retail outlets
should work cooperatively to develop an effective customer experience. This will result in all stores benefiting from customer retention and loyalty.Another effective way to develop a positive customer experience is by actively engaging a customer with an activity. Human and physical components of an experience are very important (Ren, Wang &
Lin, 201[23] 6). Customers are able to recall active, hands-on experiences much more effectively and accurately than passive activities. This is because customers in these moments are per definition the 'experts of use'.[27] Participants within a study were able to recount previous luxury driving experiences due to its high involvement. However, this
can also have a negative effect on the customer's experience. Just as active, hands-on experiences can greatly develop value creation, they can also greatly facilitate value destruction (Tynan, McKechnie & Hartly, 2014[24]). This is related to a customer's satisfaction with their experience. By understanding what causes satisfaction or dissatisfaction
with a customer's experience, management can appropriately implement changes within their approach (Ren, Wang & Lin,[23] 2016). A study on the customer experience in budget hotels revealed interesting results. Customer satisfaction was largely influenced by tangible and sensory dimensions. This included cleanliness, shower comfort, and room
temperature, just to name a few. As budget hotels are cheap, customers expected the basic elements to be satisfactory and the luxury elements to be non-existent. If these dimensions did not reach an appropriate standard, satisfaction would decline, resulting in a negative experience (Ren, Wang & Lin, 20[23] 16).Customer experience management
(CEM or CXM) is the process that companies use to oversee and track all interactions with a customer during their relationship. This involves the strategy of building around the needs of individual customers.[28] According to Jeananne Rae, companies are realizing that "building great consumer experiences is a complex enterprise, involving strategy,
integration of technology, orchestrating business models, brand management and CEO commitment".[29]In 2020, the global CEM market was valued at $7.54 billion, and is expected to grow with a CAGR of 17.5% from 2021-2028.[30] Top companies in the customer experience industry include:[30]JAdobeClarabridgeMedalliaNetSuite[31]OracleTech
MahindraZendeskAccording to Bernd Schmitt, "the term 'Customer Experience Management' represents the discipline, methodology and/or process used to comprehensively manage a customer's cross-channel exposure, interaction and transaction with a company, product, brand or service."[32] Harvard Business Review blogger Adam Richardson
says that a company must define and understand all dimensions of the customer experience in order to have long-term success.[33][need quotation to verify]Although 80% of businesses state that they offer a "great customer experience," according to author James Allen, this contrasts with the 8% of customers expressing satisfaction with their
experience. Allen asserts that for companies to meet the demands of providing an exceptional customer experience, they must be able to execute the "Three Ds":designing the correct incentive for the correctly identified consumer, offered in an enticing environmentdelivery: a company's ability to focus the entire team across various functions to
deliver the proposed experiencedevelopment ultimately determines a company's success, with an emphasis on developing consistency in execution[34]JCEM has been recognized as the future of the customer service and sales industry. Companies are using this approach to anticipate customer needs and adopt the mindset of the customer.[35]CEM
depicts a business strategy designed to manage the customer experience and gives benefits to both retailers and customers.[36] CEM can be monitored through surveys, targeted studies, observational studies, or "voice of customer" research.[37] It captures the instant response of the customer to its encounters with the brand or company. Customer
surveys, customer contact data, internal operations process and quality data, and employee input are all sources of "voice of customer" data that can be used to quantify the cost of inaction on customer experience issues.[38]The aim of CEM is to optimize the customer experience by gaining the loyalty of the current customers in a multi-channel
environment and ensuring they are completely satisfied. Its also to create advocates of their current customers with potential customers as a word of mouth form of marketing.[39] However, common efforts at improving CEM can have the opposite effect.[40]Utilizing surroundings includes using visuals, displays and interactivity to connect with
customers and create an experience (Kotler, et al. 2013, p.283). CEM can be related to customer journey mapping, a concept pioneered by Ron Zemke and Chip Bell.[41] Customer journey mapping is a design tool used to track customers' movements through different touchpoints with the business in question. It maps out the first encounters people
may have with the brand and shows the different routes people can take through the different channels or marketing (e.g. online, television, magazine, newspaper). Integrated marketing communications (IMC) is also being used to manage the customer experience; IMC is about sending a consistent message amongst all platforms; these platforms
include: Advertising, personal selling, public relations, direct marketing, and sales promotion (Kotler et al. 2013, p.495).[16]1[42][43]CEM holds great importance in terms of research and showing that academia is not as applicable and usable as the practice behind it. Typically, to make the best use of CEM and ensure its accuracy, the customer
journey must be viewed from the actual perspective of customers, not the business or organization.[44] It needs to be noted that there isn't a specific set of rules or steps to follow as companies (in their various industries) will have different strategies. Therefore, development into the conceptual and theoretical aspects is needed, based on customers'
perspectives on the brand experience. This can be seen through different scholarly research.[45] The reasoning behind the interest in CEM increasing so significantly is because businesses are looking for competitive differentiation.[46] Businesses want to be more profitable and see this as a means to do so. Hence why businesses want to offer a
better experience to their customers and want to manage this process efficiently. In order to gain success as a business customers need to be understood. In order to fully utilise the models used in practice, academic research that is conducted can assist the practical aspect. This along with recognising past customer experiences can help manage
future experiences.A good indicator of customer satisfaction is the Net Promoter Score (NPS). This indicates out of a score of ten if a customer would recommend a business to other people. With scores of nine and ten these people are called protractors and will recommend others to the given product but on the other end of the spectrum are
detractors, those who give the score of zero to six. Subtracting the detractors from the protractors gives the calculation of advocacy. Those businesses with higher scores are likely to be more successful and give a better customer experience.[39]Not all aspects of CEM can be controlled by the business (e.g. other people and the influence they have).
[36] Besides, there is not much substantial information to support CEM claims in terms of academic research. The use of artificial intelligence in customer experience has slowly been increasing in recent years.[47][48] Chatbots are often seen as the first phase of this development.[49]The classical linear communication model includes having one
sender or source sending out a message that goes through the media (television, magazines) and then to the receiver. The classical linear model is a form of mass marketing that targets a large number of people where only a few may be customers; this is a form of non-personal communication (Dahlen, et al. 2010, p.39). The adjusted model shows the
source sending a message either to the media or directly to an opinion leader/s and/or opinion former (Model, actress, credible source, trusted figure in society, YouTuber/reviewer), which sends a decoded message to the receiver (Dahlen et al. 2010, p.39). The adjusted model is a form of interpersonal communication where feedback is almost
instantaneous with receiving the message. The adjusted model means that there are many more platforms of marketing with the use of social media, which connects people with more touchpoints. Marketers use the digital experience to enhance the customer experience (Dahlen et al. 2010, p.40). Enhancing digital experiences influences changes to
the CEM, the customer journey map and IMC. The adjusted model allows marketers to communicate a message designed specifically for the 'followers' of the particular opinion leader or opinion former, sending a personalised message and creating a digital experience.[50]See also: Persuasion techniquesPersuasion techniques are used when trying to
send a message in order for an experience to take place. Marcom Projects (2007) came up with five mind shapers to show how humans view things. The five mind shapers of persuasion include:Frames only showing what they want you to see (a paid ad post)Setting and context the surrounding objects of items for saleFilters previous beliefs that shape
thoughts after an interactionSocial influence how behaviours of others impact usBelief (placebo effect) the expectationMind shapers can be seen through the use of the adjusted communication model, it allows the source/sender to create a perception for the receiver (Dahlen, Lange, & Smith, 2010, p.39).Mind shapers can take two routes for
persuasion:Central route, this route requires a thought process to occur, the content of the message is important. People think thoroughly about their reaction/reply. This can be seen in the purchase of homes, Internet providers, insurance companies.Peripheral route, does not require very much thought, the brain makes the connection. Marketers
use recognisable cues like logos, colours and sounds. This type of marketing is used when the decision is about something simple like choosing a drink, food (Petty & Cacioppo, 1981).Marketers can use human thought processes and target these to create greater experiences, they can do so by either making the process more simple and creating
interactive steps to help the process (Campbell & Kirmani, 2000).[51]1[52][53]According to Das[54] (2007), customer relationship management (CRM) is the "establishment, development, maintenance and optimization of long-term mutually valuable relationships between consumers and organizations". The official definition of CRM by the Customer
Relationship Management Research Center is "a strategy used to learn more about the customers' needs and behaviours in order to develop stronger relationships with them". The purpose of this strategy is to change the approach to customers and improve the experience for the consumer by making the supplier more aware of their buying habits
and frequencies.The D4 Company Analysis is an audit tool that considers the four aspects of strategy, people, technology and processes in the design of a CRM strategy. The analysis includes four main steps."Define the existing customer relationship management processes within the company.Determine the perceptions of how the company manages
its customer relationships, both internally and externally.Design the ideal customer relationship management solutions relative to the company or industry.Deliver a strategy for the implementation of the recommendations based on the findings".[54]In the classical marketing model, marketing is deemed to be a funnel: at the beginning of the process
(in the "awareness" stage) there are many branches competing for the attention of the customer, and this number is reduced through the different purchasing stages. Marketing is an action of "pushing" the brand through a few touchpoints (for example through TV ads).Since the rise of the World Wide Web and smartphone applications, there are
many more touchpoints from new content serving platforms (Facebook, Instagram, Twitter, YouTube etc.), individual online presences (such as websites, forums, blogs, etc.) and dedicated smartphone applications.As a result, this process has become a type of "journey":The number of brands does not decrease during the process of evaluating and
purchasing a product.Brands not taken into account in the "awareness" stage may be added during the evaluation or even purchase stageFollowing the post-purchase stage, there is a return to the first step in the process, thus feeding the brand awareness.[55]In relation to customers and the channels which are associated with sales, these are
multichannel in nature. Due to the growth and importance of social media and digital advancement, these aspects need to be understood by businesses to be successful in this era of customer journeys. With tools such as Facebook, Instagram and Twitter having such prominence, there is a constant stream of data that needs to be analysed to
understand this journey.[56] Business flexibility and responsiveness are vital in the ever-changing digital customer environment, as customers are constantly connected to businesses and their products. Customers are now instant product experts due to various digital outlets and form their own opinions on how and where to consume products and
services.[57] Businesses use customer values and create a plan to gain a competitive advantage. Businesses use the knowledge of customers to guide the customer journey to their products and services.[57]Due to the shift in customer experience, in 2014 Wolny & Charoensuksai highlight three behaviours that show how decisions can be made in this
digital journey. The Zero Moment of truth is the first interaction a customer has in connection with a service or product. This moment affects the consumer's choice to explore a product further or not at all. These moments can occur on any digital device. Showrooming highlights how a consumer will view a product in a physical store but then decide
to exit the store empty handed and buy online instead. This consumer decision may be due to the ability to compare multiple prices online. On the opposing end of the spectrum is webrooming. Consumers will research a product online in regards to quality and price but then decide to purchase in store. These three channels need to be understood by
businesses because customers expect businesses to be readily available to cater to their specific customer needs and purchasing behaviours.[56]In marketing, the notion of customer journey portrays the process customers go through to establish a commercial relationship with a firm.[58] The journey emphasizes touchpoints, which are the moments
in which firms can interact with their current or potential customers.[59] Managers use visualizations called customer journey mapping (CJM) to represent the sequences of interactions between firms and customers to identify opportunities for interaction. Understanding CJM also allows for corporations to reduce "friction", or potential issues for the
customer.[60]CJM has subsequently become one of the most widely used tools for service design and has been utilized as a tool for visualizing intangible services. A customer journey map shows the story of the customer's experience. It not only identifies key interactions that the customer has with the organization, but it also brings the user's
feelings, motivations, and questions for each of the touchpoints. Finally, a customer journey map has the objective of teaching organizations more about their customers.[61] To map a customer journey is important to consider the company's customers (buyer persona), the customer journey's time frame, channels (telephone, email, in-app messages,
social media, forums, recommendations), first actions (problem acknowledgment), and last actions (recommendations or subscription renewal). Customer Journey Maps are good storytelling conduits they communicate to the brand the journey, along with the emotional quotient, that the customer experiences at every stage of the buyer journey.
[62]Customer journey maps take into account people's mental models (how things should behave), the flow of interactions, and possible touchpoints. They may combine user profiles, scenarios, and user flows; and reflect the thought patterns, processes, considerations, paths, and experiences that people go through in their daily lives.[63]Mapping the
customer journey helps organizations understand how prospects and customers use the various channels and [touchpoints], how the organization is perceived, and how the organization would like its customers and prospects' experiences to be. By understanding the latter, it is possible to design an optimal experience that meets the expectations of
major customer groups, achieves competitive advantage, and supports the attainment of desired customer experience objectives.[63] Increased customer retention is another benefit of a carefully designed and executed customer experience strategy.Journey mapping or journey orchestration has recently benefitted from the growth of Al technology.
Solutions have become available in the last decade which allow Al to enhance complex customer journeys. Until recently, all customer journey mapping was human-led, but we are currently experiencing a rise of artificial intelligence in customer experience.[64]Retail environment factors include social features, design, and ambiance.[36] This can
result in enhanced pleasure while shopping, thus a positive customer experience and more likely chances of the customer revisiting the store in the future. The same retail environment may produce varied outcomes and emotions, depending on what the consumer is looking for. For example, a crowded retail environment may be exciting for a
consumer seeking entertainment, but create an impression of inattentive customer service and frustration to a consumer who may need help looking for a specific product to meet an immediate need.[65]Environmental stimuli such as lighting and music can influence a consumer's decision to stay longer in the store, therefore increasing the chances of
purchasing.[36] For example, a retail store may have dim lights and soothing music which may lead a consumer to experience the store as relaxing and calming.Today's consumers are consistently connected through the development of technological innovation in the retail environment. This has led to the increased use of digital-led experiences in
their purchase journey both in-store and online that inspire and influence the sales process.[66] For example, Rebecca Minkoff has installed smart mirrors in their fitting rooms that allow the customers to browse for products that may complement what they are trying on.[67] These mirrors also hold an extra feature, a self-checkout system where the
customer places the item on an RFID-powered table, which then sends the products to an iPad that is used to check out.[68]External and internal variables in a retail environment can also affect a consumer's decision to visit the store. External variables include window displays such as posters and signage, or product exposure that can be seen by the
consumer from outside of the store.[65] Internal variables include flooring, decoration and design. These attributes of a retail environment can either encourage or discourage a consumer from approaching the store.Sales experience is a subset of the customer experience. Whereas customer experience encompasses the sum of all interactions
between an organization and a customer over the entire relationship, sales experience is focused exclusively on the interactions that take place during the sales process and up to the point that a customer decides to buy.Customer experience tends to be owned by the marketing function within an organization,[69] and therefore has little control or
focus on what happens before a customer decides to buy.[further explanation needed]Sales experience is concerned with the buyer's journey up to and including the point that the buyer makes a purchase decision. Sales is a very important touch-point for overall customer experience as this is where the most human interaction takes place.Consumer
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poor experience simply because of your organizational structure. But to understand how to more meaningfully align to their customers, companies need to first create a customer journey mapJust as many say content marketing will someday evolve to simply be called marketing, some say customer experience will soon become the way of doing
business.Anne Lewnes, EVP and CMO of Adobe, has suggested the term customer experience (CX) will be trivial in the coming years because every smart company will begin to think customer first. CX consulting firm Walker once declared that customer experience would overtake price and product quality as the key brand differentiator by 2020, and
it feels like were seeing that prediction play out in our current environment.No wonder Shiva Mirhosseini, Aetna's VP of marketing technology and digital experience, has said that she sees her role as simplifying customer experiences and enabling the outcomes and experiences those customers want. To do that, Aetna's marketing team has evolved
from being masters of the pipeline to becoming customer evangelists.By viewing the customer experience as a strategic initiative, you too can position your company for future success. But, while many companies grasp the strategic importance of CX, they struggle with how to effectively deliver an indispensable one. Enter the customer journey map,
a core tool in your overall CX strategy.What Is a Customer Journey Map?The customer journey map is a tool to visualize the experience of interacting with your brand from the customers point of view. This map is critical because it forces you to look at how your customers actually experience your brand versus how you think they do. By better
understanding your customers, you can better deliver on their expectations.According to Blake Morgan, a customer experience futurist, You must invest in becoming an experience-led business, which means optimizing every customer touchpoint. By understanding the customer journey, B2B companies can stay a step ahead of the customer to lead
them on the path for a great experience and quality product or service.Benefits of Mapping Your Customers JourneyUnderstanding and empathizing with customers lays the groundwork for meaningful interactions and successful business outcomes. It also provides a tangible framework for CX initiatives.Customer Journey Maps Enable Better
ExperiencesAs you study all phases of a customers journey with your brand, youll be able to isolate where you arent meeting expectations or where you are outright alienating prospects and customers. CEB asked thousands of senior executives at companies around the world to describe the B2B purchase process in a single word. The responses
included hard, awful, painful, frustrating, and minefield. In many cases, these horrible processes are the result of disjointed moments in time that lead to an inconsistent and frustrating customer experience.By addressing these shortcomings, you can ensure better experiences that empower your prospects and customers to interact with and purchase
from your company as they desire. That can translate into faster sales cycles, and more satisfied, loyal customers who make follow-on purchases.Customer Journey Maps Pave the Way for Your Customers to Better Achieve Their Goalslt goes without saying that you want your customers to succeed. To do that, you need to understand their experience
by mapping the customer journey. This provides insight into what is and isnt working well for them. According to CEB:Customers encounter predictable impediments at each buying stage. Suppliers should anticipate and remove theseThough CEB is speaking specifically about the buying stages, the same philosophy holds true across the entire
customer experience.By understanding the customer experience both as it is and the ideal state you can create, adjust, and enhance touchpoints to ensure the most effective, efficient buying and service process. As a result, your customers will be better able to achieve their goals, from their pre-purchase through their post-purchase experience, with
your company.Customer Journey Maps Give Your Company Much-Needed ContextChances are, if you dont understand the customer journey, you dont know your customers well enough. If thats the case, how can you be certain youre even engaging the right people in the right companies with the right messages and offers? In an age when hyper-
personalization reigns supreme, a shallow understanding of your customers doesnt suffice.By creating a customer journey map, you will gain an invaluable and essential view of your potential and existing customers. This more complete picture positions you to realize a better return on your marketing investments, and equips everyone in your
company to better engage with prospects and customers.Customer Journey Maps Position Your Company to Drive Better ResultsA customer journey mapping report shows that 67% of customer experience professionals surveyed across the globe are using, or have used, customer journey mapping. Moreover, almost 90% of those using customer
journey mapping said their program is delivering a positive impact, the most common one being an increase in customer satisfaction. Lower churn, fewer customer complaints, and higher NPS were also among the top impacts.Common Missteps When Creating a Customer Journey MapAs your company embarks on creating a customer journey map,
keep in mind these common mistakes:Getting Stuck in the Inside-Out Perspective of the Customer JourneyCEB has found that conventional journey maps usually cover four main buyer steps: awareness, consideration, preference, and purchase. CEB calls this the customer purchase-from-us journey because it is grounded in a biased view that the
buyer will purchase from the company.Instead, CEB advises that companies think of the typical purchase journey across three phases: early, middle, and late. This approach forces you to understand the experience from the time the buyer is figuring out whether their issue needs to be solved and is then considering different ways to solve it. As CEB
says, Your goal is to uncover struggles that customers would have with any supplier, not just your company. Understanding the complex pathway that consumers follow from awareness to conversion is an essential element of marketing analytics. By recognizing the various touchpoints and steps in the customer journey, businesses can craft better
marketing strategies, double down on high-impact touchpoints, and increase engagement. This guide offers a comprehensive look into customer journey mapping and its pivotal role in modern marketing.What is Customer Journey Mapping?Customer journey mapping is a structured approach to understanding every interaction a customer has with a
brand across various touchpoints. It provides a clear, visual representation of the customer's experience, from initial awareness to post-purchase interactions.The key components of customer journey mapping are:Touchpoints and Channels: This involves identifying every point of interaction, whether it's an online advertisement, a customer service
call, or an in-store visit. Both online and offline channels are considered, ensuring a comprehensive perspective.Stages of the Journey: The customer's journey is typically segmented into distinct stages, such as awareness, consideration, purchase, retention, and advocacy. Recognizing the specific needs and behaviors at each stage allows for more
precise marketing interventions.Emotional Insights: The map goes beyond mere actions to capture the feelings and attitudes of customers at each touchpoint. Understanding the reasons behind certain behaviors, like cart abandonment or product selection, can provide valuable insights for strategy refinement.Pain Points and Opportunities: A critical
aspect of the mapping process is pinpointing where customers might experience challenges or barriers. Addressing these issues can improve the customer experience and reveal areas for further engagement or service enhancement.Decision-making Factors: Identifying what drives a customer's choices is essential. Whether influenced by product
reviews, peer feedback, or detailed product information, understanding these factors can inform content and promotional strategies.Design Customer Journeys that Convert and Retain with Improvadolmprovado provides a comprehensive suite of tools to map and analyze customer journeys. Improvado's advanced customer profiling and CJ analytics
feature capture nuanced audience behaviors, while marketing attribution modeling showcase the impact of each interaction.Schedule a callWhy Customer Journey Mapping Matters?Having a clear grasp of your customers' interactions with your brand is fundamental to success.Understanding Your Customer's Needs and WantsWith a customer
journey map, you can see what your customers think, feel, and do at each interaction with your brand. This insight helps in tailoring products, services, and support to meet their needs, ensuring a better customer experience.Enhanced Customer ExperienceJourney mapping shines a light on areas where customers may experience friction or barriers.
Addressing these pain points head-on can lead to increased conversions and reduced churn. By visualizing the entire journey, brands can also create a seamless and personalized experience. Every touchpoint becomes an opportunity to meet and exceed customer expectations, fostering loyalty and trust.Optimized Marketing EffortsBy understanding
which stages of the journey are most influential, marketing teams can tailor campaigns to resonate more deeply. This ensures that the right message reaches the customer at the right time, maximizing engagement.Enhancing Communication Among TeamsA clear customer journey map lets all your departmentsfrom marketing to customer
serviceunderstand what the others are doing. This shared understanding improves teamwork, aligns everyone towards common goals and helps ensure customers have cohesive experience.Increased Revenue OpportunitiesA well-understood journey often reveals untapped opportunities. Whether it's a gap in the market, a potential upsell, or a new
avenue for engagement, these insights can drive revenue growth.Types of Customer Journey MapsCustomer journey mapping is a versatile tool, and its application can vary based on the objectives, scope, and depth of the analysis required. To cater to these diverse needs, several types of maps have been developed. Understanding each type can help
businesses select the one most suited to their specific goals. Criteria Current State Maps Future State Maps Service Blueprint Touchpoint-Specific Maps Persona-Based Maps Primary Focus Present interactions Desired interactions Operational processes behind interactions Individual touchpoints Journey of specific user personas Scope Existing
customer journey Idealized future journey Both frontend customer interactions and backend processes Deep dive into one interaction Entire journey tailored to a persona Key Insights Current pain points, behaviors Vision for improvement, aspirational goals Alignment of operations with customer experience Nuances of a specific interaction Unique
needs, preferences, challenges of a persona Applications Immediate improvements, strategy refinement Long-term strategy, innovation Operational efficiency, consistency in service Optimization of a particular stage or touchpoint Targeted marketing, personalized user experience Data Sources Customer feedback, analytics Workshops, brainstorming
sessions, customer feedback Internal process documentation, employee feedback User testing, feedback on specific touchpoints Market research, user interviews, analytics Current State MapsCurrent state maps provide a snapshot of the journey as it stands today. By detailing every interaction, emotion, and touchpoint in the present scenario, they
offer a realistic view of the customer's experience. This map is invaluable for businesses looking to identify immediate pain points, understand customer frustrations, and gauge the effectiveness of current strategies.Future State MapsFuture state maps are forward-looking, painting a picture of the desired customer journey. They're crafted using
insights from the current state, combined with the brand's vision for an optimal customer experience. By setting a clear benchmark for improvement, these maps guide brands in reshaping strategies, innovating touchpoints, and setting customer experience goals.Service BlueprintService blueprint maps delve deeper into the operational aspects. They
not only chart the customer's journey but also highlight the internal processes, teams, and tools that facilitate each interaction. This dual perspective ensures that the brand's internal operations are in sync with the customer's needs, leading to a more consistent and efficient experience.Touchpoint-Specific MapsTouchpoint-specific maps focus on
dissecting individual interactions in the journey. Whether it's the process of online checkout, the experience of seeking customer support, or the nuances of in-store shopping, these maps provide a detailed analysis. They're particularly useful when brands want to refine a specific stage of the journey, ensuring that even the smallest touchpoints align
with the overall brand promise.Persona-Based MapsPersona-based maps are tailored to represent the journey of specificor customer or user personas. These maps are grounded in the understanding that different segments of a brand's audience might have distinct experiences, influenced by their unique needs, preferences, and challenges.8 Stages in
a Customer JourneyCustomer journey typically consists of 8 essential stages, each playing a unique role in a consumer's interaction with a brand.Awareness: The journey often begins with awareness, where potential customers first encounter a brand or its offerings. This might be through a digital advertisement, a recommendation from a friend, or a
simple online search. For businesses, this stage underscores the importance of visibility and clear messaging, ensuring that potential customers understand what's on offer.Interest: At this stage, customers actively seek more information, diving deeper into what the brand offers. Brands can cater to this curiosity by providing detailed product
information, engaging content, and educational resources that answer potential questions.Consideration: Customers are not just casually browsing anymore, they're weighing the brand's offerings against competitors, looking for what sets it apart. This is where brands can leverage testimonials, reviews, and unique selling propositions to highlight
their edge.Intent: Intent is the decision-making phase. Having narrowed down the options, potential clients are ready to make a decision. This phase often includes a closer examination of pricing, potential return on investment, and how the solution aligns with long-term business strategies. Timely promotions or personalized recommendations can
often be the deciding factor at this stage.Purchase: Then comes the purchase stage, where intent transforms into action. It's imperative for businesses to ensure a smooth transaction experience here, from a user-friendly checkout process to clear communication about delivery timelines.Use: Once the purchase is made, the use phase begins. As
customers interact with the product or service, their experience is shaped by its quality, usability, and the support they receive. Brands can enhance this experience by offering post-purchase support, and user guides, and ensuring the product or service delivers on its promise.Loyalty: Over time, with consistent positive interactions, customers
transition to the loyalty stage. They no longer view the brand as just another option, it becomes their preferred choice. By introducing loyalty programs and ensuring consistent quality, brands can fortify this bond.Advocacy: The journey culminates in advocacy. Here, satisfied customers don't just stick to the brand; they actively promote it, sharing
their positive experiences with peers. Brands can nurture this advocacy by encouraging reviews, creating referral incentives, and acknowledging their most loyal patrons.Dive Deep into Every Customer Touchpoint with ImprovadoAdvanced marketing analytics solutions like Improvado offer a meticulous approach to customer journey mapping,
ensuring no touchpoint is overlooked.Improvado provides a comprehensive view of customer journeys by pulling data from various sources, such as websites, social media, advertising platforms, and CRM systems, and provides a granular view of every interaction, from the first click to the final purchase.This isn't just about collecting data, it's about
deep analysis. With integration into various BI and visualization platforms, Improvado transforms raw data into clear, interactive journey maps, offering teams a visual narrative of the customer's journeys. This visual representation aids in identifying patterns, uncovering pain points, and spotlighting opportunities for engagement. With such clarity,
marketers can pinpoint where interventions might be most impactful.Beyond mapping, Improvado provides marketing attribution modeling to understand which touchpoints are driving conversions. The platform tracks customers across multiple devices and in cookieless environments, ensuring you get a complete view of each interaction.See The
True Value Of Every Marketing TouchpointImprovado offers the clarity and data-driven insights needed for impactful customer experience. From customer journey analytics and customer profiling to marketing attribution modeling, Improvado provides a toolkit to design journeys that convert and retain.Schedule a callFrequently Asked Questions A
customer journey map is a visual tool that depicts the process a customer goes through when interacting with a brand, from initial discovery to final purchase, and even beyond. Customer journey mapping is the process of creating a customer journey map. It involves identifying and detailing all the stages and touchpoints of a customer's interaction
with a brand. A customer journey map helps businesses understand their customers' needs and wants, streamline their processes, enhance communication among teams, boost sales and loyalty, leverage advanced analytics, visualize the ideal future, reduce costs, and align with corporate objectives. Some common types of customer journey maps
include Current State Maps, Future State Maps, Service Blueprint, Touchpoint Maps, and Persona-Based Maps. The eight steps typically are: Awareness, Interest, Consideration, Intent, Purchase, Use, Loyalty, and Advocacy. Touchpoints are the various interactions or points of contact a customer has with a brand throughout their journey. These can
include website visits, social media interactions, email communications, and customer service encounters.



Question 4 why are customer journey maps important for digital marketers. Why are customer journey maps important for digital marketers select two answers.



