Journey Mapping, or path-to-purchase research,
is a popular exploration option for businesses.
But, many times, the execution is shockingly careless.

15% of

Journey Mapping
is Simply Bad
Research



Journey Mapping, or path-to-purchase research, continues to
grow as a popular exploration option for businesses. But, many
times, the execution is shockingly careless.

Customer Journey Mapping is a research tool that should delve
into the consumer’s thought process in the preparation,
purchase, ownership, and usage stages of a good or service.

The path-to-purchase method highlights the importance

of understanding what a customer (be it a business or the
end consumer) is thinking and when they think, so that

the organization selling the desired product or service can
contextualize messages to educate, inform, and persuade at
the right points in each customer’s journey. Properly executed
Journey Mapping provides valuable insight which helps
marketing teams tailor their strategic attack to best present

a solution to their customer’s problem.

As a team, we've witnessed the importance of the periodic use
of Journey Mapping. We have watched marketing groups,
blindsided with the results of their path-to-purchase review,
completely re-engineer branding, tactical promotion, and
messaging to keep up with the evolving market. The monetary
and time investment in this type of research pays for itself
with insight that enables increased sales growth through
better messaging.

Despite its merits, most businesses don’t recognize the full
potential for Journey Mapping. Here are some key reasons why
the way you've been doing Journey Mapping isn't working:

75% of
Journey Mapping
is Simply
Bad Research



The value of Customer Journey Mapping is undebatable. However, what is

hotly contested, are the proper methodologies to field a project that will

provide the intended outcomes. If the desire is to learn the thought

process and behavior of a customer during their journey to purchase, it

follows that it would be useful to discover this from their perspective. If InC]-Ude

we focus on ONLY the internal perspective (of the Marketing, Sales, and .

Operations executives), we fail to achieve the intended purpose of VOlce Of t’he CUStomeP
the project. That'’s not to say that internal insights are unimportant.

Internal perspectives are critical in ultimately delivering the customer’s

needs/wants. But, an investigation into the customer experience in the B 2B
absence of the voice of the customer can be critically misleading.

1. Relying on internal more
than external perspectives

B&C

A recent survey conducted by the Gold Customer Journey Mapping™
team of national CX professionals found that three-quarters of all journey
maps are created using internal cross-functional teams—without ANY
customer validation. The result was the development of the CRM-driven
business development process map, versus an actual “customer” journey
map. While getting a cross-functional alignment is necessary for any
customer-focused effort, the lack of customer perspective means the silo’s
that keep sales, marketing, and support misaligned remain. Discussion
within cross-functional organizational teams is important. In fact, all
journey mapping projects led by Gold Research always begin with an
onsite workshop where internal stakeholders talk to each other and share
their thoughts about the customer needs and purchase paths. However,
such workshops are never the culmination point of research efforts.
Instead, we use all internal discussions and intelligence to design the
journey mapping research instruments and to develop a customer journey
hypothesis which is then validated by the “voice of the customer.” Our
experience is that nothing aligns the organization better than a
well-articulated, outside-in customer journey design.



While the “path-to-purchase”is a key factor for sales and
marketing departments, customers are more concerned about
the use of the product or service and whether it solves their
problem. That means every customer journey should include a
focus on the use of a product or service, and recommendations
to friends and family — a bellwether sign of customer satisfaction.

&. Staying focused only on
the purchase and ignoring
post-purchase journeys

This is extremely critical, since “recommendations from friends
and family”is one of the top factors that impact new buyers
(more so than advertising.) Today, we live in a society of “likes,”
stars, “thumbs-up’s,’and user reviews. The shift from brand
preference supported by traditional and digital advertising to
user experience has become mission-critical for any CMO.

In fact, recommendations drive between 30% - 50% of the
consumer purchase influence. Customer Journey Mapping,
when done right, can reveal how well the customer enjoys using
the product or service and the top factors that will drive their
willingness to recommend.



While “voice-of-the-customer” data and analysis is helpful,
most VoC information fails to capture purchasing/
re-purchasing decisions generated in the moment.

Gold Customer Journey Mapping™ uses online, mobile,

and in-store research methods to capture shopper sentiment
and decision-making with illuminating outcomes.

3. Failure to capture
“in-the-moment” decisions

One company we worked with estimated that approximately
25% of purchases involved brand switching at the point of sale.
However, the “in-the-moment”insights revealed that a
whopping 72% of shoppers switched brands in the shopping
aisle. Further, we learned that lower perceived quality in the
aisle and packaging imagery were the two key drivers of brand
selection. This discovery led to a redesign of their packaging
resulting in a significant increase in sales and category share.



Our experience with Fortune 500 clients has unmasked yet
another flaw in Journey Mapping methodologies. We have
found that even the most sophisticated marketers have

a penchant for pursuing their projects with a single
methodological approach. Some prefer a more qualitative
approach, and others rely strictly on a quantitative modality.
Both have their virtues, but very few marketers are blending
their projects to achieve insight validation.

Quantitative research is critical to analyzing data on the
differences in purchasing and satisfaction factors. This

is essential for forecasting and business planning. However,

it does not (and cannot) provide much in the way of

emotional drivers for why customers stay with or leave a brand.

4. Not considering
qualitative and
quantitative approaches

Qualitative research holds a great deal of insight into the
motivations, behaviors, thought processes, and decision
factors that result in purchase and re-purchase behaviors.
However, it is a more expensive strategy to capture a
sufficient sample size to achieve the statistical certainty
required to make projections.

Gold Customer Journey Mapping™ integrates and deploys
both approaches to achieve a more authoritative understanding
of customer behavior. Our innovative, online-qualitative
research format also takes less time and costs a fraction of
traditional focus groups. Overall, the payoff is a richer
understanding, from beginning to end, of the customer
journey—online and in stores, emotionally and analytically.
Itis all optimized to balance the value of insights revealed
versus the investment.

QUARLITATIVE  WUANTITATIVE



In our 25+ years of performing journey mapping projects, we have
discovered an increased interest in this type of research.
Unfortunately, what we have not witnessed is the accompanying
adherence to ethical and statistically significant research protocols
upon which businesses make multi-million-dollar marketing decisions.

There are more than 15,000 professionals with customer experience,
insights or research in their titte—but only 524 are certified as CX
Professionals. At Gold Research, all our customer journey mapping
staff is CX certified. We have helped define certification standards for

the Customer Experience Professionals Association (CXPA), and several \ DO
team members also teach classes on Journey Mapping for those EY
. o . JOURN
preparing for the certification exam. In the context of this field of work, | 4
we have witnessed that the “watering-down” of the Customer Journey M/\PP N

5. Relying on uncertified and
inexperienced journey mappers

Map is not because the CMO’s are uneducated or unprofessional.
It turns out that three factors have been driving this shift to a less
sophisticated approach to Journey Mapping:

1. Even the most prestigious schools don't teach proper
Journey Mapping methodologies and philosophy.

2. There have been thousands of these projects conducted
improperly, and it is this subsidiary process that is passed
on from team to team.

3. Since there has been a massive collective investment made in
Journey Mapping — many otherwise very qualified researchers
have entered the fray without the experience or discipline.



We have seen truly outstanding results achieved by brands
utilizing a pure Journey Mapping approach whether by our
firm or others. For Gold Customer Journey Mapping™, we
believe our approach is scientific and comprehensive while
staying fast and affordable. Clients get results in just a few
weeks and spend less than they normally do for even the

“watered-down” projects.

We always encourage CMQ's and researchers to pursue a
Customer Journey Map for their brands. The research
provides a more defined perspective of their consumers

so they can better approach marketing efforts.

When you can see

the customer journey ahead—

the progress is endless.

To learn more,

email nitin@goldresearchinc.com
or

call 800-549-7170
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