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Customer journey mapping:
the path to growth

Isidoros Sideridis
CEO, Pobuca
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About Pobuca

Employees Pobuca Suite Brand &
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‘ T LOYALTY
Revenue SSALES
from 25 countries
m Microsoft Dynamics 365
5 M ] Office 365
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Corporate structure

Headquarters:’London
Operations & R&D: Athens
R&D: Patras (Greece)
Subsidiaries: Krakow, Buenos
Aires & Dubai
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Buenos Aires
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Why CRM matters

Top 11 Business Priorities

Percentage of Respondents Ranked by Summary Top Three Mentions 53% Of top Ievel
executives consider
growth as their top priority

CRM is the largest software
market with $48b and the
fastest growing with 16% YoY
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active social
media accounts

@ 80B

connected loT
devices by 2025
2.4B

smart devices
by 2018

'D\ {
3.4B @

internet users

of customers will
pay more for a better
customer experience
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Digital Touchpoints

lirect WMa all Center

Word of Mouth
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Roles of marketing & sales

MARKETING

EE ) )

MARKETING

SALES

CUSTOMER JOURNEY MAPPING

“Salespeople are the confirmation buyers need that they made the right purchase”.

POBUCA.COM



S POBUCA YOUR GROWTH. OUR RESPONSIBILITY.

We are not all the same!

(even if we look sometimes)

VS Customer Y

Customer X

Born in 1948
Grew up in England
Married twice

Successful in Business

Spends his winter holidays in Alps

Likes dogs

Born in 1948

Grew up in England

Married twice

Successful in Business

Spends his winter holidays in Alps
Likes dogs
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Profiling Customers - Criteria

Demographic
(who they are)

B2B

Annual revenue
# of employees
Industry

# of locations
Years in business
Markets served
Product/service
Job title

Level of
experience

B2C

Age

Income
Marital status
Education
Family size
Gender

Geo Location
Social circles
Occupation

Psychographic
(how they think)

* Resistance to
change
Market focused
Open-minded

Decision process

Early adopter
Growth vs Static
Professionalism
Tech
sophisticated
Require referrals
Risk aversion
Loyalty

Likes / Dislikes

 Brand
preferences
Price sensitive

Conservative/Lib

eral
Environment
friendly
Hobbies
Lifestyle
Information
sources
Service
preference
Buy based on
tfrends
Spontaneous
Influenced by
peers

Behavioral
(what they do)

B2B

Website visits
Response to
marketing
Purchasing
methods
Internet usage
Collateral
consumed
Media
consumption
Habits & skills
Research
methods

B2C

Purchase history
Where they shop
Store
preferences
Internet usage
Impulsiveness

Environment
(where they are)

B2B

Technology
Purchasing
power
Management
style
Purchasing
process
Business culture

B2C

Country of
residence
Political climate
Currency
Payment
methods
Shipping &
receiving
Languages
spoken
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— Customer Journey
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Strangers Visitors Customers Promoters

INBOUND

Telesales contact MNewsletter

Tradeshows Word of mouth Demo

oS 5 Lser events
urchased lists referrals Sales call Ongoing relationship

OUTBOUND
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Customer Journey

5. Location based

Notification ¢ <
A
3. Follow up campaign &
_ R
A Cosmetics company & % 6. In-store purchase -
s 4. Cart/Wishlist items :
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Customer Journey mapping
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- Customer Journey Map Example /'
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User actions

Touchpoints

Emotions

Pain points

James Webb v

O& £ 60 — et N o

MORE

Share Help  What's New Saved

Liberation Sans

Persona

Joe, 32, graphic designer

Scenario

Joe works on his computer all day, and he needs comfortable and noise-canceling
headphones to be able to listen to music, podcasts, etc. and focus on his work.

Awareness Consideration Onboarding Advocacy

Recommends
Tries headphones headphones to
friends

Asks friends and Browses e-commerce
co-workers website

Gives low rating online
Cur_npares several Decides to keep them based on checkout
different models experience

Searches “best
headphones” anline
and clicks on ad

Landing page Customer review page
I
Navigation links Product pages
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Too many steps to get to
desired product; No follow-up about product
confusing or boring web satisfaction
layout

Build more effective Send out a CTAto review

banner ad for specific
product searches; build
clearer navigation links

and category pages

0,

¥ Containers

Possible solutions

—II Import Data

MacBook

—_

landing page based on product, and send

customer experience
survey to better
understand user pain
points

® — + 50% v
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Join us fomorrow
and learn morel

[~ marketing@pobuca.com ‘é www.pobuca.com
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