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1. Enquadramento e introducao.



(QUASE) TUDO © QUE SEl SOBRE CUSTOMER
JOURNEY APRENDI COM A MARGE SIMPSON.



“Reviewing is the new shopping”
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The Simpsons - Season 23, Episode 3: “Marge buys a new car”.
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EM SUMA, TEMOS
MAIS RUIDO, MAIS
TOUCH POINTS E
MENOS
INVESTIMENTO.



SE O PARADIGMA DE COMUNICACAO MUDOU

TAMBEM A FORMA COMO AS MARCAS COMUNICAM
E USAM OS MEIOS TEM QUE MUDAR.



NO MODELO CLASSICS), OS CANAIS TRADICIONAIS GERAVAM
NOTORIEDADE E ATENCAO SUFICIENTE PARA LEVAR AS PESSOAS
A QUEREREM DESCOBRIR E COMPRAR UMA MARCA.

“A.l.D.A: AWARENESS, INTEREST, DESIRE, ACTION”

CONSIDERACAO LOJA TRANSACCAO
(CAMPANHA PUBLICITARIA)



HOJE COM TANTA INFORMACAO
AS PESSOAS PRECISAM DE FILTROS.

Powerec by
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AS PESSOAS CONTINUAM A CONFIAR MAIS NO “BOCA-A-BOCA”
FORMATOS DE “EARNED / OWNED MEDIA” VS “PAID MEDIA”

According to Nielsen, 92% of consumers around the world said
they trust word-of-mouth, or recommendations from friends and
family, above all other forms of advertising.

* Nielsen Global Trust in Advertising



A MANEIRA COMO PESQUISAMOS OU
ENCONTRAMOS UMA MARCA TAMBEM MUDOU.



The top 3 reasons
consumers give for
using each platform

Dased on the % of each plketform™ maerthly visitors
who use the servize for the faollewing
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* GlobalWeblIndex, “The biggest social media trends for 2022”
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1. DISCOVERING A BRAND
% who say they find new brands via these channels

SEARCH ENGINES 46%

AD SEENON TV 41%

WORD-OF-MOUTH RECOMMENDATION 36%

AD SEEN ONLINE 32%

BRAND/PRODUCT WEBSITES 30%

* GlobalWeblIndex, Q3, 2016.



2. RESEARCHING A BRAND
% who say they find new brands via these channels

SEARCH ENGINES 54%

CONSUMER REVIEWS 39%
L |

SOCIAL NETWORKS 37%

PRODUCT/BRAND SITES 35%
L

PRICE COMPARISON WEBSITES 299,

* GlobalWeblIndex, Q3, 2016.



“THE NEW CONSUMER DECISION JOURNEY”
OS PROCESSOS DE DIVULGACAO, CONSIDERACAO E COMPRA MUDARAM DE VEZ.

1. Estimulo 2. Pesquisa 3. Compra 4. Experiéncia
(ou necessidade)
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“LOYALTY
LOOP”

PARTILHA

FONTE: “The New Consumer Decision Journey”, McKinsey, 2015.



DESENHAR UM MAPA DA JORNADA DE
DECISAO E EXPERIENCIA DE COMPRA

E HOJE CRUCIAL PARA TODAS AS MARCAS.



NO ENTANTO ...

"Only 35 percent12 of businesses we surveyed
had mapped the customer journey in 2017

- Altimeter, “Leading Trends in Retail Innovation”, 2018



2. Desenhar uma nova jornada



PARA QUEM E PORQUE?
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Um mapa de jornada do consumldor € uma
ferramenta util para: : TW (W
l

Web Designers / UX Designers / Designers graflcos/
Dir. de Marketing / Brand managers / Dir. de arte /'

Copywriters / Dir. comerciais / Gestores / Start -Upers ...
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E nao apenas porque ha mais touch points no processo de compra do

consumidor, mas acima de tudo porque:

1. Ajuda-nos a entender o contexto de compra, decisao, pesquisa
de um cliente de uma determinada categoria.

2. Ajuda-nos a ter uma visao geral da experiéncia do cliente.

3. Ajuda-nos a identificar oportunidades para melhorar essa
experiéncia.

4. Ajuda-nos a identificar lacunas, nos canais de comunicagcao ou na
experiéncia do cliente (pain points).

5. Pode ajudar a empresa/marca a diferenciar-se em termos de
experiéncia digital.




COMO DESENHAR O MAPA?



EXEMPLOS DE MAPAS

Customer journey maps can come in various forms, sizes, and colours.



“A customer journey map is a story
designed to provide insights into the
customer’s journey. It is not designed
to represent a 100% real experience
with all its nuances.”

- Paul Boag, User Experience Consultant




2. CONSIDERATION 4. ADVOCACY
'ra\ﬂ / \- 'Ed’ 5. USAGE
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3. PURCHASE
1. AWARENESS



Philip Kotler’s 5 A’s
of Sales Marketing

Fossible Customer

Customer Behavior
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Touch Points

AWARE

Customers are
passively exposed to
@ long Ust of brands
from past experience,
marketing communi
cations, and/or
advecacy of others

* Learn abuut g brand
from cthers

= Inadvertantly
exposed W biand
advertising

« Fecall past
experience

APPEAL

Customers process tha2
messages they are
exposed te-creating
short-tarm memory or
amplifying long term

memory-anc beccme
attracted only to a
short list of brand

+ Become attractad 10

brands

+ Create & consideration

se! of brands

Renforced by more
infarmation_ customer<
decide to buy o
particuler brand and
intaract deeper
through purckase,
usagea, and/or service
prccesses.

Prompted 2y thair
curiosily, cuctomeors
actively research for
more informatien from
friends and family, from
the med:a, and/or
directly trcm the
brands.

- Call friends for advice

* Searcg fcr product
review onlng

= Contact call center

* Compare prizes

« Try out product at
stores

+ Duy in-store or online

« Use the product tor
tha first time

« Complain about
protlem

« Get service

AS

ADVOCATE

Over time, custamers
may develop a sense of
strong loyalty 10 the
brand. which is reflected
in retention, repurchasce,
and ultimately advocacy
to cthers

+ Keep uzing the brand

» Repurchase the brand

» Recommend the
brand: to othere




McKinsey’s consumer decision journey @
Consumers add cr subtract

brands as they evaluate what
they want.

®

The consumer considers
an initial set of brands,

based or brand perceptions

and expcsure to recent
touch points.

3)

Ultimately, the consumer
selects a brand at
the moment of purchase

Information gathering, shopping

lnitial' Moment
consideration of

set purchase

Ongoing exposure

®

After purchasing a product or servics,
the consumer buids expectations
based on experience to inform the next
decision journey.



Winning the Zero Moment of Truth - Changing the Rulebook

by zeromomentoftruth

WATCH VIDEOS
SEARCH

STIMULUS

ASK YOUR NETWORK
AR bog

READ REVIEWS

* Google “Zero Momento of Truth”.



The Travellers’ Journey Process
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KLM created the round map below to
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track the customer experience from 5 e
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BMW Contactless Experience

Facilitates car buying without the need to visit an authorised BMW dealership facility.

It is designed to seamlessly take customers through the range of BMW products and services virtually.
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Motivations Activities

Questions

Barriers

Customer Journey Mapping

Awareness

Research

Purchase

Dove

4

OOBE

Offline ads: Magazines, TV

Website & Social media
Visit retail stores &

E-commerce sites

Games * Quiz
Gift cards

Online ads: Banner/display Supermarkets Malls Participating in online

Wom: friepds , Ask for free samples Retz.nl A contests

Sponsorship: logo display Ask friends Online portal Free samples for loyal
Visit the online community customers (dove insiders)

Compelling ads: Deeper understanding of Loyalty plan Contest prizes

Products for natural beauty
Feeling beautiful, elegant,
classy

Touching/ Impressive stories

the products: affordability,
wide selection

Follow trends: #

Get the best product

Additional information

Part of the community
i campaigns

- Are these good products?

- How much daes it cost?

- Greenwashing Or Fair &
square?

- Quality =» Allergies

- Does it really work for me?

- Isit really worth it?

- |s it an exciting
experience?

- What is the value of this?

- Do I need it?
o o Expensive price Bad buying experience: i
Limited dlgllal dcces Mlsgng pmduct for speclfk Bad mckaglng Waste Of time: Not

Blocked media

needs: i.e. Oy hair
Bad reviews online

Not enough information
Don’t like the product.
Don’t feel comfertable.

interesting

Reward is not enough.




No meio de tantos exemplos, quais saos
os “fundamentals” de um bom mapa ?



“THE NEW CONSUMER JOURNEY”
E IMPORTANTE DESENHAR UM MAPA QUE NOS PERMITA:

1. TER UMA VISAO DOS DIFERENTES MOMENTOS EM QUE O CONSUMIDOR SE
RELACIONA COM A CATEGORIA: DA FASE DE CONSIDERACAO A COMPRA FINAL E
POSTERIOR FIDELIZACAO.

2. QUE TOUCH POINTS, OFFLINE E ONLINE, PODEMOS USAR EM CADA FASE.

3. QUE TIPO DE MENSAGENS E OBJECTIVOS DE COMUNICACAO PODEMOS TER EM
CADA UMA DAS FASES.

4. QUE ESFORCO DE MEDIA E “AGRESSIVIDADE” COMERCIAL PODE EXISTIR EM
CADA FASE.



CONSUMER JOURNEY MAP
SOFT-SELLING HARD-SELLING

A. Identificacao das

principais fases. 0 1. "
& >  CONSIDERAGAO
(PESQUISA)
v
A

(]

N COMPRA .

= )

@

4
»
FIDELIZACAO 4.

EARNED




CONSUMER JOURNEY MAP

B. Identificacao
dos objetivos
de comunicacao

- Tasks: What is the user trying to
achieve at this stage?

« Emotions: What is the user
feeling at this stage in the
process?

B COMMUNICATION GOALS

MEDIA

OWNED

PAYED

EARNED

SOFT-SELLING N
INSPIRAR,
PROMOVER INFORMAR,
ESCLARECER
ESTIMULO > )
(NECESSIDADE) CO'(‘IPSEISQEUF:QAC{AO

Y

COMPRA

ENTRETER,
FIDELIZAR

FIDELIZACAO

e

[r—

INFORMAR,

INSPIRAR

RECOMENDAGAO




CONSUMER JOURNEY MAP

C. Identificacao
dos touch
points.

PAYED

OWNED

EARNED

SOFT-SELLING

FIDELIZACAO

- -

CONSIDERACAO
(PESQUISA)

d

COMPRA

d

 ‘




O processo e 0 tempo de decisao e compra
varia de categoria para categoria.



COMPRAR UM IOGURTE OU UM

'PRODUTO DE BELEZA NAO TEM O

IMESMO GRAU DE ENVOLVIMENTO
E PESQUISA QUE COMPRAR UM
TABLET OU UM SEGURO.

L 2



MEDIA DE DIAS QUE DEMORA O PROCESSO
DE DECISAO E COMPRA POR CATEGORIA.

LENG A O PLICHASE JOU INEY
Four bz of doys ] Loy s
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Hay fever conversaton trend:

Headache conversation oend

By ume of day

By ume of day
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Figure 1: Tweeting patterns for headaches and hay fever
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A JOHNSON & JOHNSON POR EX. USOU FERRAMENTAS DE “SOCIAL LISTENING” PARA
PERCEBER QUAIS OS MELHORES “MOMENTOS” DO DIA EM QUE OS PAIS PROCURAM
' INFORMACAO E AJUDA RELACIONADA COM OS BEBES.

"AT 4:20 A.M., WE STARTED SEEING A LOT OF CONVERSATIONS
LIKE THIS: '"HAS ANYONE GOT ANY TIPS FOR GETTING A BABY
TO SLEEP THROUGH THE NIGHT?' 'MY TEN-MONTH-OLD HAD
ME UP SIX TIMES LAST NIGHT, BUT CAN'T SLEEP NOW'’."

- VINEET MEHRA, PRESIDENT, GLOBAL MARKETING SERVICES, JOHNSON & JOHNSON.




CONTINENTE “PEDIATRA ONLINE”
“Uma crianca com diarreia o que pode comer?”

A p_—
¥ - /'3 7 @ v g _ Identificacao de um
b W | / i‘ m - .

b O [y s insight de consumidor
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A PERNOD RICARD, O GIGANTE DAS BEBIDAS, RESTRUTUROU AS SUAS \
EQUIPAS DE MARKETING DE MODO A FOCAREM-SE EM “MOMENTOS DE

CONSUMO” EM VEZ DE MARCAS INDIVIDUAIS, DE MODO A LIGAREM-SE g
MAIS EFICAZMENTE AOS SEUS CONSUMIDORES. "

“PEOPLE ARE NO LONGER SPECIFICALLY LOYAL
TO ONE SINGLE BRAND, BUT TO A REPERTOIRE
OF BRANDS LINKED TO A RANGE OF DRINKING

OCCASIONS.”

- CEO ALEXANDRE RICARD




.
e

A HEINEKEN ESTA A DIViDIR AS OCAI()ES DE COMPR'A POR MOMENTOS ESPECIFICOS:

|

“THE WAY YOU SHOP FOR MEALS IS VERY DIFFERENT TO
THE WAY YOU SHOP FOR A PARTY. WHAT BRANDS YOU HAVE
IN YOUR CONSIDERATION SET, OR WHERE YOU GO TO SHOP

IS VERY DIFFERENT. FINDING THOSE RIGHT CONNECTION
MOMENTS TO DRIVE CONVERSION:
THAT'S THE KEY.”

- SHAWN FITZGERALD, HEINEKEN SHOPPER INTELLIGENCE




A ZENITH OPTIMEDIA NUM ESTUDO RECENTE SUGERE QUE AS
MARCAS DEVEM EXPLORAR AS SEGUINTES AREAS:

1. QUE ALTURA DO DIA OS CONSUMIDORES ESTAO MAIS
RECEPTIVOS A RECEBER MENSAGENS DE CATEGORIAS
ESPECIFICAS;

2. SABER SE ESTAO SOZINHOS OU ACOMPANHADOS;
3. EA QUALIDADE / "RUIDO” DO MEDIA ENVIRONMENT.
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Antes de comecarmos a desenhar qualquer mapa, temos que

sempre que fazer uma identificacao previa da nossa audiéncia.
Tracar o seu perfil, nao apenas demografico, mas psicografico (personas).
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Target Profiling



Cuidado com os esteredtipos ...

« Born 1948, grew up in
England

« Marrled twice

« Two children

« Successful in business

 Bom 1848, grew up in
England

* Married twice

» Two children

» Successful in business

» Wealihy * Wealthy
« Spend winter holidays « Spend winter holidays
in the Alps in the Alps

» Likes dogs « Likes dogs



+60% +40%

Das pesquisas por Das pesquisas por
carros sao feitas produtos domesticos
por mulheres. sao feitas por

homens.

*Google



Ferramentas uteis



Google Trends
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https://trends.google.pt/trends/?geo=PT



https://trends.google.pt/trends/?geo=PT

Google Consumer Barometer

The Consumer Barnmater (€ a tool tn he p yo. understantd
how people use the Intarnel across the world

—

- - Explore our Audience Stories Discover our Curated Insights

Dive into the Jata with the Gragal Builde: Compare doital Trerxded Dala cver timez

https://www.consumerbarometer.com/en/


https://www.consumerbarometer.com/en/

Google Consumer Barometer
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Consumers rely cn various connected Smartohones are an imoortant resource
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ooking for information on uscoming ressarch.
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Think with Google

Terdencias de Carsama Reourses de Marketng v Ganals v Q

Think with Go gle Fortugués (Brasill - Ereail

Dados, insights
e INspiracao

Assine a newsletter a recaba as dltimas do -
Goagle no seu email

ASSINE

Pensarna Black Fridyy como uma
1emeorada pode manmizar zeus resultados,
Drsaculies ax apoetanidedis que w2ua macs

gode explorar nesse pericdo, e

https://www.thinkwithgoogle.com/intl/pt-br/



https://www.thinkwithgoogle.com/intl/pt-br/

Twitter Analytics

Anaivtics

Measure and boos: your impact on Twitter.

Meet your dashboards

F 28 §

all =

https://analytics.twitter.com/about



https://analytics.twitter.com/about

(FREE) Social Media Monitoring Tools

W Hootsuite'

https://hootsuite.com/pt/

HOOTSUITE
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https://hootsuite.com/pt/
http://howsociable.com/

BRAND24
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https://brand24.com/
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https://brand24.com/
http://howsociable.com/

SocialMention

socialmention”
62% 1:0
srEngtn sant mert
3% 682
passion ‘eacnh

A MINULES avg. P67 Mention
last mention 7 minuies ago
99 unigue authors

61 retwests

Sentiment

positive
neutral I 1
negotive

Top Keywords
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wonen
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deala
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Dicas \icrobicas Cookrarks Images Vides All
Agdvenced Leich

‘worlon olack friday Soarcy | Prubwences

Mentions about worten black friday

i Lus ) Resule Awtowe o RNexuie 1 - 15 of ~03 manticne.

¥ BT @anselmalucic: OCU denuncia a Worden por inflar el precio

de un mévil Huawel antes del #3lack Friday para vendzdo 2 159€
Como rebajado...

twittar cocmy/Analumesstravstatus 0659308 737405852

7 minutas aga - by . @ Analumaast e o0 Zaiier

AT @inescmar: As lojas gozam com a cara das pessoas na dlack
friday mas a worten abusa
twittar. comliparachacund status" Dz RY0ER IR 34 1 /W1 58

8 minutas aga - by - @f liparochacunz an Laitter

AT @anselmolucio: OCU danuncia a Worten por inflar 8l pracio
de un movil Huawei antes del #Black Friday para vandero a 159€
como rebajada. ..

twittar. com ng IRhciat /' sSiabu s/ 1 DESNE RS2 1 37 V312
15 minutes a0 - by ﬁ & njusiciaciuda o faitler

AT @inescmar: As |njas gozam com 8 cara das pessoas na dlack
friday mas a worten abusa

twittor comimarcamabeuss 8 stahis/ 10GLEEEG 14431 1K 404

16 minartes 230 « by . EmamomAeasll on hwtar

SocialMention tracks mentions of a brand and whether those mentions are positive or negative.

http://www.socialmention.com/



http://www.socialmention.com/

Trends, Reports, Analytics

SocialBakers
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Consumer Intelligence Lab
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Trends
On TikTok: Visit the Trending Page On Instagram: Visit the Explore Page
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TO WRAP UP...



KEY LEARNINGS:

= DEIXAR DE TRATAR AS PESSOAS COMO MEROS CLIENTES.

= ALIMENTAR A CONVERSA, VE-LOS COMO “FANS, FRIENDS E
FOLLOWERS”.

= “REVIEWING IS THE NEW SHOPPING”. AS PESSOAS CONFIAM MAIS NO
BOCA-A-BOCA E NO QUE E DITO ONLINE VS PUBLICIDADE PAGA.

= MAPEAR O PROCESSO DE DECISAO DE COMPRA — “CUSTOMER
JOURNEY”. O PROCESSO NAO E MAIS LINEAR, EXISTEM DEZENAS DE
PONTOS DE CONTACTO E RELACAO COM UMA MARCA.

= PENSAR EM “MOMENTS MARKETING” VS “MEDIA MARKETING”.



EXERCICIO PRATICO



Exercicio #1
Desenhar a jornada de compra da IKEA.

2 Perfis diferentes:
1. Casal jovem a espera de bebé;
2. Casal com 60 anos cujos filhos ja nao vivem em casa.




Customer journey - Grelha template

DISCOVERY RESEARCH PURCHASE DELIVERY AFTER SALES

QUESTIONS

EMOTIONS

TOUCH POINTS

* Questions. What does the user want to know at this stage?
- Emotions. What is the user feeling at this stage in the process?
* Touch points. How does the user interact with the brand at this point?



OBRIGADO.
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