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TOUCHPOINTS

DEPARTMENTS

Marketing / Online Marketing

Design / Editarial

e-Shop Management

Customer Management

Product Management

Accounting
Lagal
Paid Service Providers & @
Logistics Service Providers [ ] @ ® ° &



Customer’s Activities

Customer Journey Ma

Knowing the products
through Social media,
friends

Research products
and compare

Purchasing the
product

Receive product,
contact customer
care, read
documentation

LOYALTY

Repeat purchase and
share customer
experience

Traditional & social media,

Words of mouth,

Website, mobile app,

Words of mouth, social

website and social 3 Chat, Email, Phone ) A )
Different Touchpoints over word of mouth media phone conversation media, review sites

Curious and excited Excited Satisfied and went out

: Frustrated
Interested but hesitant —da KR
Customer Experience a8 =" ~ e N -
-
- L Ny -

Key Point Indicators

People reached

Latest Website visitors

Conversion rate,

Reviews rating and

Customer retention ratio

online sales waiting time and satisfaction score
Increase customer
Boost awareness and Increase website |Increase conversion service and Create positive reviews,
Business Objectives : & : e o : .
interest visitors rate, online sales minimize waiting boost retention ratio
time
e Marketing & i : Online development
Team Members/ Communication & . developmentvia | o ctomer service & p ;
commination online, sales, marketing customer service and

Departments involved

Marketing

approaches, sales

and csutomer servicee

customer success

customer success




Diém cham Hanh vi ngudi ding

Thong tin tiéu chi

Diém khdng hai long

Chan dung khach hang

Mr. Viét Tung - 22 tudi - Phat trién web

Nhan thic van de

e Thay déng nghiép chia
sé vé loai cafe mai.

e Xem dugc review vé
cafe trén Internet.

Tim kiém théng tin

® Tim kiém thong tin
bang tir khoa” Cafe hoa
tan” trén internet.

® Tim kiém qua ban be,

Hoan canh

Cong viéc cia Mr. Tung cdn phai lam viéc trén may tinh va lam dém nhiéu. Anh 3y thich uéng
cafe nhung lai khéng thich huong vi cafe hoa tan. Anh dy can san pham cafe tién lgi gitip tinh
tdo nhung chat lugng san phdm phai tét va huong vi ngon.

So sanh - Danh gia

Quyét dinh mua

® Luachon2-3san
pham cafe cta thuong
hiéu khac nhau dé so
sanh.

® Chon ra sdn pham phu

® Dén clia hang dé mua.

® Dat mua online.

Phan ¥ng sau mua

® (C3m thay hai long khi
st dung san pham.

e Gidithiéu cho ban bé,
ngudi than.

e Cacreview san pham
trén Internet.

Google, Facebook,...
® Ngudithan, ban beé.

® Mang xa hoi

® Bao bisan pham.

® Doc dugc bai bao néi geNgitian hap véi tiéu chi cda
vé udng cafe khién B
tinh tao.
® Chia sé clia déng ngiép. | ® Céc cdng cu tim kiém: ® Website. ® Nhan vién tuvan.

® Ngudn ky Uc: da ting
biét, st dung san pham.
® Ngudn Marketing:
website, bao, dai...
® Nguén trai nghiém: cac
bai review trén Internet.

® Huong vi, chat luong
san pham.

® Gia ca san pham hap ly.

® Thanh phan chia luong

cafe in da dé giup tinh
tao.

® Dé dang mua san pham.

® Dugc thém uu dai.
® Vi tri gan nha, céng ty.

® Thanh toan dé dang.

- 0 0 & O

® Théng tin ctia sdn pham
khéng déng nhat.
® C6 qua nhiéu théng tin
tran lan.
® Nhiéu sdn pham nhai
khién tim kiém théng tin
kho khan.
® Tén nhiéu thdi gian.




TOUCHPOINTS

ACTIONS

MOTIVATIONS

QUESTIONS

PAINPOINTS

CUSTOMER EXPERIENCES

CUSTOMER JOURNEY MAP

= Social Network (Facebook,

Insta, ...)

= Ads

= Ban be gi¢i thiéu

* Kinh nghiém ban thin

= (Click vao xem cac ads trén

mang xa hoi

* Tim kiém céc théng tin v&

sach

= Xem review trén cac blog, doc

thr vai trang

= Xem review trén cac blog, doc
thir vai trang va cam thiy hing
tha

= Cudn sach nao hap din va

dang d€ mua?

»  Loigioi thiéu liéu c6 dang tin

cay?

CONSIDERATION/

RESEARCH

Google

San TMDT: Tiki, Shopee,
Lazada

Hiéu sach quen

So sanh vé gi4, chit lwong, t6c
do giao hang, so sanh kinh
nghiém nhirng An mua trwée
dé, chit lwong dich vu, ban
quyén, chinh sach hiu ma

Tim sach véi gia va chit lvong
tét nhit

Plng trudre cac lua chon:

Mua online hay ra cac hiéu sach?
Uu tién chit lwong hay gia ca?
Mua trang uy tin hay trang dwoc
review?

Nén lwa chon sach ¢ ban quyén
hay khéng?

PURCHASE
= San TMBT: TIKI .
Tién hanh dat sach: _

= lwa chon sach
= phwong thitc thanh toan

= chinh sach cham séc khach
hang néu c6

Review t4t tir cAc khach hangda | =
trng mua trén Tiki {
Phwong thirc thanh todan COD
thuln tién

Chéit lwong sach trén web gi¢i
thiéu va sdn phdm nhan dwoc
liéu c6 sw khac biét?

= khuyén mii L]

POST-EXPERIENCE

Tiki
Cac online community vé sach

Panh gia, review vé noi dung
sach, vé dich vu Tiki, va cac
community review sach

Gidi thiéu cho ban bé, nguwoi
than dé dwoc hwéng wu dai

Nhian dwgc email cua Tiki
khuyé&n khich khach hang dé lai
feedback

Cé nén chia sé cam nhan vé
sach voi cong dong hodac gidi
thiéu cho ngui quen khong?

Binh thudng

Hirng thu

Hailong

Hailong




