Promotional Metrics Mapping Exercise


A customer journey map is a very simple idea: a diagram that illustrates the steps your customer(s) go through in engaging with your company, whether it be a product, an online experience, retail experience, or a service, or any combination
Some columns may overlap and may be more delineated for different sectors. 
Ideally the data should come from customer research.
The map is not prescriptive but is to put yourself in your customers mind regarding who they are and why they buy from you. We are basically turning the sales funnel on its side. This can also be extended to add “Experience’: how does the product or service match up to perceived expectations and “Advocacy” who are your advocates why do they become advocates and/or “Issues”: what are the most common complaints.
Two short, informative readable articles on this subject are written in the Harvard Business Review (so I can’t claim the credit):
https://hbr.org/2010/10/understanding-customer-experie
https://hbr.org/2010/11/using-customer-journey-maps-to
  

	CUSTOMER JOURNEY

	Typical Demographics
	Awareness
	Interest
	Desire 
	Purchase

	
e.g.
School leaver 






e.g.
45-year-old empty-nesters
dog lovers 
	

Recommended by teacher
Recommended by friend
Advertisements




TV programme regarding pet friendly holidays 
	

Internet search/website







Internet search or dog friendly holidays in UK
	

Open day
UCAS choice 






Your website with details of dog friendly cottages, details of local area...
	

Email/call/conversation with admissions officer







Special offer/telephone call/shopping cart









Next, we want to consider your brand’s touchpoints. The contact between your brand and the customer. Some of this will be directly under your control and some will come from others within the organisation (who you may also be able to influence e.g. PR team).  The important point to grasp is that the customer journey is looking from the customer perspective but the touchpoint map is looking from the organisation’s perspective. Do they overlap? Are there any gaps? 

See CIM’s Marketing Expert: ’What is a touchpoint’ for more details
http://www.cimmarketingexpert.co.uk/page/728/what-is-a-touchpoint-
  

	Touchpoint

	Awareness
	Interest
 
	Action

	
E.g.

PR stories 
Billboard
Flyer
	

Twitter
Conference
Exhibition
Open day
	

Telephone call
Meeting

	Listening
	Conversing
	Converting



Now that you have audited your complete list of touchpoints/communications you need to consider what marketing metrics you use to measure their impact.
Against each of the touchpoints listed add a metric that you do or could use.
Also consider metrics that you may currently not be able to use due to lack of data but you think would really be useful.
The best way to do this would is to run through the glossary at the end of the Course Handbook which has all the metrics listed.
You should now have a long(-ish!) list of metrics to choose from.
You can prioritise them in terms of importance for day to day working as well as for the assignment. (The CIM are trying to create good marketers).
The one’s that you deem important, where data is lacking should get you thinking about how you can get hold of this information. Is it something that is held by another department? Is it something that your director has access to? Or is it something you can now start recording yourself?  You may be surprised once you start digging around what data you might may able to access.
[bookmark: _GoBack]
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