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The evolving  
customer journey 



Purchase journeys are becoming increasingly complex 

1 2 3 4 5 

Need recognition/ 
understanding 

Information 
seeking 

Evaluation Purchase Post purchase 



Many shoppers are now digitally-engaged 

Digital acceptors are typically  
young and affluent  

(67% of high income shoppers shop online, 
over 70% of millennials/Gen Z) 

Still does a large amount of  
shopping offline 

Likely to use more channels in total and 
more offline channels 

Source: GMDC Share of Spend Report 2019 



Journeys are different and 
constantly evolving 



And information 
channels are vying to  
be purchase channels 



But not all shoppers  want that 

Less affluent  
(31% of low income shoppers shop online 

versus 67% high income) 

Low frequency of shopping 

Uses other (offline) channels to top up or for 
specific needs 

Source: GMDC Share of Spend Report 2019 



Source: engage purchase journeys research Thailand 2018 

30-45% 
 

of appliance store visitors  
in Thailand had no 

intention of buying today 

79% 
 

of these had little or no  
online research before 

visiting the store 

3-70%  
 

had already decided  
exactly what they wanted  

to buy 

Each store/channel increasingly  
playing multiple and varied roles 



Source: GMDC Share of Spend Report 2019 

Why do digitally-enabled shoppers go online? 

Convenience 

Too bulky 
to carry 

No store 
nearby 

Free 
shipping 

No  
personal 

transportation 

Curation 

Unique products 
not available in store 

Wide range 

Experience 

I don’t like shopping in my local store 

Price / Deals 

Better price Special deals 



Source: GMDC Share of Spend Report 2019 

Why do the same shoppers sometimes 
buy the same categories offline? 

Convenience Curation 

Different options, brands Unique brand 

Experience Price / Deals 

Immediacy Store nearby 

Better price Special deals 
Wanted to 
compare 

Wanted to  
see it  

in person 

Fun place  
to shop 

Knowledgeable 
staff 



Winning with customers requires us to answer 
the following key questions 

What does convenience mean to 
your shoppers? What are their 

pain points? 

What range are they looking for?  
Is it about width, uniqueness, 

brands or types? 

What is missing from the 
shopping experience? How do 

your shoppers want it delivered? 

Deliver this and remain  
price competitive ? 

? 

? 

? 

Source: GMDC Share of Spend Report 2019 



Delivering what customers want 



What customers want: 
 

“Wide range to select ‘my style’” 
 

“Make it easy to find the right shoe for me” 
 

“Make it engaging and fun”  

Technology enables much wider choice for shoppers 



But online has taught  
us to want a more 

personalized approach 

Over 70% of shoppers 
want a personalized 
shopping experience 

Source: Linkdex 



Stores are 
increasingly using 
personalization to 
deliver uniqueness 



Technology can bring inspiration and discovery  
to the shopping experience 





But 
personalization 

isn’t always 
about 

technology 





The human touch is sometimes the best way to deliver  
a personalized customer experience 

Derived influence: 

In-store salesperson >70%  

Digital display <25% 

Source: engage purchase journeys research Thailand/Malaysia 2018 



Enabling technology 
helps humans create 

personalization 



IKEA recognizing that  
a ‘great shopping 

experience’ isn’t the same 
for all customers 





Reduce friction and increase personalization 



Engagement Personalization 

Insights 

Taking the e-commerce customer 
engagement cycle to the store 



Retailers in Asia are experimenting  
with new ways of combining personalization with a  

seamless shopping experience 



“Have your lobster  
three ways” 



“Have your lobster  
three ways” 



Beware – Overuse of 
technology can 
create friction 



Put the shopper first,  
not the store 

 
Leverage data to really understand what shoppers  

want from their shopping experience,  
and what drives channel choice 

Customer first 

How to move forward 



Identify what different shoppers are looking for,  
and use this to guide curation and personalization 

 
Personalize only when there 

 is real customer value from doing it 

Apply Relevant 
Personalization 

How to move forward 



People like people  - build relationships 
 

People are flexible and responsive 
 

People can surprise and delight 
 

But people must be trained in people skills, not just product 

Leverage the 
Human Touch 

How to move forward 



Identify the pain points (they are always there!)  
and ruthlessly attack them 

 
Where is there friction? 

 
Where do they have to wait? 

 
Where do they waste time/effort without return? 

Eradicate  
Pain-Points 

How to move forward 



Ensure the customer experience is delivered consistently  
across touchpoints and over time 

Be Consistent 

How to move forward 



Customer 
 first 

Apply relevant 
personalization 

Leverage the  
human touch 

Eradicate  
pain-points 

Be  
Consistent 

How to move forward 
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