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How the 'Top Gun: Maverick’ Cast
Trained to Fly Fighter Jets

The end product is
‘remarkable’ — as
Seth Godin would
say.

https://www.youtube.com/watch?v=wWkczbOLIg| © 2020 Jackie Harris


https://variety.com/2022/artisans/news/top-gun-maverick-cast-training-fighter-jets-1235279793/

A process perspective on going to market

Creativity
innovation
reinvention

Processes that DEFINE value
E.g., market sensing and knowledge, CRM, market
research, marketing intelligence, customer empathy

Processes that CREATE value
E.g., CVP - new product development, innovation, Customer
acquisitions, partnerships, brand development, strategic value

relationships

Market-led
strategic

change

Processes that DELIVER value
E.g, channels and value chains,
Supply chains, customer service — phygital experiences

Resources
capabilities
strategic relationships
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TRANSFORMING THE PROGESS OF GOING TO MARKET
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Market-Led Strategic Change, 5t edition, has been
fully revised and updated to reflect the realities of
21st century business and the practical issues for
managers in the process of going to market.

In particular Chapter 6 — Market Sensing and

Learning Strategy

« Customer experience
« Framework (Batat, 2019)
« Concepts related to

experience

« Also good research
process insights
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Building blocks for value-based strategy and product development
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Market research, insights, sensing, intelligence?

Market sensing and learning — emic and etic data
Etic: MIS: Trends; Emic: MR: X-disciplinary tools (ethnography and empathy)

Defining value through empathy mapping (emic)

Creating value through CVP canvas and NPD (emic and etic)

Delivering value through phygital (Omni channel) experiences and Customer Journey
development

© 2020 Jackie Harris
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Marketing Sensing and Learning — processes that define value

2.1. Internal records
CRM data
Databases

2.2. Market tests
Surveys
Observation

2.3. Scanning
Trends
Clues

2.4. Ethnography
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Future
forecasting etc
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2. Sources of market knowledge

Management

information |

Systems
(MIS)

Marketing
Research
(MR)

Marketing
Intelligence
(MI)

Cross-
disciplinary
Tools (MI+)

What we know - i.e.. internal and historic existing knowledge
But could also be ongoing (data/analytics)

What we need to know, find out, explore, and how we do it
— research questions, methods etc

What we can find from existing knowledge, eg. Academic,
market, industry including PESTLE, and trends — external and
current

What we can find, use, interpret and develop a definition of
value for, e.g.. Defining, creating and delivering value =
competitive advantage
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2. Sources of Market knowledge

Defining Marketing Research generically

« Marketing is an ..activity, set of institutions, and
processes for ...

 Creating, communicating, delivering, and exchanging
offerings..that have value for customers, clients,
partners, and society at large

. (Kolb, 2019)

© 2020 Jackie Harris



2. Sources of Market knowledge

Why knowledge matters
« Understanding customers and markets
» Knowledge intensity

» The crunch questions
« What do you know?
- What do you know that the competition doesn't?
- Where does that insight produce a competitive edge and
advantage?

« What business are we in?
« What business could we be in?
« What business should we be in?

© 2020 Jackie Harris



2. Sources of Market knowledge

Black swans and white swans (Taleb, 2007,cited by
Piercy, 2017, p248)
» Black swans are highly improbable events
 Highly unpredictable — they are outliers beyond the realm of
regular expectation
« Massive impact
- We avoid learning — we try to make it appear less random and
more predictable than it actually was

« The impact of what we don't know that we don't know
 The priority for better learning processes

© 2020 Jackie Harris



2. Sources of Market knowledge

Big data or small data?

 Big data — vast caches of data with very sophisticated
analytics

- Answer the question “what” not “why” Small data — tiny
clues to uncover huge trends

« Answer the question “why”

» Superior learning will use both in partnership

© 2020 Jackie Harris



2. Sources of Market knowledge

- What is the difference between market sensing and

marketing research?
» Process (of sensing) versus techniques (of MR)

e Limitations of conventional market research
» The elephant in the market (p.260)

© 2020 Jackie Harris



2. Sources of Market knowledge

Ethicql Resedrch (GDPR and codes of conduct)

 Never conduct research where the search for truth is
compromised

« Always be honest with research participants
« At all times protect participants from harm

© 2020 Jackie Harris
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2.1. Internal records: CRM data, databases...

Institutions that collect secondary data
« Educational institutions

« Government departments

 Trade associations

« Social media sites

« Commercial data provider

© 2020 Jackie Harris



Marketing Sensing and Learning — processes that define value
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People Hate Surveys but
Love Being Listened to.
Future Tech Says There’s a

Better Way.
Online surveys are old
tech. Make surveys more

human!

© 2020 Jackie Harris

FREE TRIAL

Meet Digital Einstein

On the 100th year anniversary of Albert Einstein winning the Nobel
Prize for Physics, one of the smartest minds and most recognizable

personalities in modern history is stepping back into the fray.

Digital Einstein is a realistic recreation of his namesake, embodying
the great man's personality and knowledge, multiplied by the power

of conversational Al.

Interact with him in real-time, take his daily quiz, or ask him

anything and everything about his life and work.



https://www.greenbook.org/mr/disruptive-insights-asia-pacific/people-hate-surveys-but-love-being-listened-to-future-tech-says-theres-a-better-way/

Active
listening: Become
a skilled listener
(and observer)

© 2020 Jackie Harris



Marketing Sensing and Learning — processes that define value
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What others
have found —
existing

knowledge
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Highlight not just ‘emerging’ trends...

Trend forecasting will help you to..
Monitor emerging market trends

REMOTE @ + Find new market opportunities
WORK & '

B E ST W AYS Koo e+ Create data-driven business strategies
_ - Identify which products will be in high

TO UNCOVER = \ _ demand

Develop a consumer insights strategy
E M E RG I N G SUPPLY based on business goals
D [Be] « Analyse the impact of trends in your
o brand and industry
Understand the social values that matter
to consumers
Turn research findings into actionable
insights
Benchmark against your competitors

TRENDS
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2.3. Scanning Trends (sensing)

Secondary Data

* Requirements

« Seconddadry Research: External environment
» Think PESTLE (Macro)

* Also, Industry and Consumer trends
 Track information

 Sources of secondary data

© 2020 Jackie Harris



If you're not already customer/audience focussed

- then you should be..

CONSUMER
_ INTELLIGENCE
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It’s all about mel
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Brand sentiment is important for attention
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AFFINITY
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Brand sentiment reveals so much...
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Satisfaction is an attitude...loyalty is behaviour

y Consumer Loyalty Still Matters in 2022
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Technology enabled research

crunchbase (g Ft HubSppt ¥ Trustpilot

TOP 12 MARKET INTELLIGENCE
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https://netbasequid.com/blog/market-intelligence-tools/
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Future tech is now the present (and the past)

Consumers
Warming Up
to Al-powered
Research

© 2020 Jackie Harris



FJORD TRENDS 2022

1. Come as you are

People are fundamentally thinking differently
about their sense of agency over their own lives,
supported by new opportunities like the side-
hustle economy. The rise in individualism and
independence has major implications for
arganisations, relationships with employees and
consumer-creators. Businesses should keep this
in mind when defining their value proposition to
attract and retain employees.

4. This much is true

Asking questions and having them answerad
immediately has become part of everyday life,
but people are increasingly doubting the answers
they get. Combined with the proliferation of
channels and sources, this is a design and
business challenge. Those who meet it will earn
trust and competitive edge.

2. The end of abundance
thinking?

Those who have been able to rely on the
availability and convenience of the things they
want are having to think again. Scarcity,
shortages, distribution delays, austerity laws and
sustainabkility factors are driving forward the
nature-positive movaemeant and a more measured
approach to consumption.

5. Handle with care

The desire to careis a fundamentally human trait,

but it's now more visible, valued and openly
discussed. Regardless of their connaction with
health, organisations must now define how they

embed care into their practices and offerings—for

employees, customers and wider society.

3. The next frontier

The metaverse is showing promise beyond its
gaming roots to offer people and brands a new
place to interact, create, consume and earn. lts
true potential is yet to be seen, but it has the
makings of a new cultural evelution. Finding
success here will rely on brands” understanding of
their customers in this new world.

Accenture.com

© 2020 Jackie Harris
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The metaverse is
less about a world of

unicorns and dragons,

and more about
escaping the limits
of physical walls to
spend time in a

virtual space.
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Marketing Sensing and Learning — processes that define value
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competitive advantage
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What could we find out — that
others haven’t - through cross-
disciplinary research methods?
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2.4 The cross-disciplinary tools

The cross-disciplinary tools standing between measurement
and management understanding

« Customer experience
« Framework (Batat, 2019)

« Concepts related to
experience

« Also good resedrch process
insights

WIDED BATAT "i"‘f.f
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Research techniques: Which should | use?

The best and most accurate customer/market intelligence
are built with a combination of data.



Qualitative versus quantitative research

 Use qualitative when
+ looking for ideas and opinions

« answers do not need to be
expressed as percentages or

HYBRID RESEARCH EXPLAINED:
statistics
* need insights for new customers

What It Is & How to Use It

o €3
- .
- Use quantitative research

when
+ looking for ‘factual’ information
« answers need to be expressed

and products

Iyl

Qualitative  Hybird Quantitative

I

numerically
« an answer needs to be proved
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WHY
SOCIAL MEDIA
INTELLIGENCE

MATTERS?
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Netnography

Robert V. Kozinets

Doing Ethnographic Research Online *

I

LY s
.8

W Nnog raphy H.

¥ | #& | Whatltls& ok
ﬁ.a\ \ How to Use It h “

Netnography is the branch of ethnography (the scientific
description of the customs of individual peoples and
cultures) that analyses the free behaviour of individuals on
the Internet that uses online marketing research techniques
to provide useful insights.

Robert Kozinets

https://netbasequid.com/blog/netnography/
https://martech.zone/what-is-netnography/

© 2020 Jackie Harris


https://netbasequid.com/blog/netnography/
https://martech.zone/what-is-netnography/
http://kozinets.net/

Marketing Sensing and Learning — processes that define value
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What’s

missing?

Information

Knowledge

¢

Insight

o |2—o
I [
0

O_éolo
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* https://informationversusknowledge-blog.tumblr.com/




3. Processes of management understanding

* Market sensing capabilities

* Interpretation

* Market understanding

* Helps develop personas and sub-personas (more later)

© 2020 Jackie Harris



Emic and etic perspectives in the experiential marketing mix (Batat, 2019)

Emic and etic perspectives in consumer research
 In using emic and etic perspectives in the understanding of consumer behavior, attitudes, and cultural consumption

schemes as well as using them to generate consumption experiences that are both intellectual and perceptual, these

two thoughts underline conflicting standpoints, as they analyze behaviors by considering either the perspective of the

insider (observed: consumer) or the outsider (observer: company).

2.1.Internal records Management

CRM data information
systems
2.4.Ethnography Cross-
disciplinary
tools

Individual

‘Tribe’ — broader ‘social’
context

TAELE 10.1 Emic vs. etic

Emic

Efic

Study of consumer behaviors from inside
the system

Examine a single consumption culture or
subculture

Hidden meaning of consumption practices
revealed by the analyst/observer

The criteria are considered valid inside the

gystem

Study of consumer behavior by taking up a
position outside of the system

Examine several consumption cultures and
compare them

Consumption meaning created by the
analyst/observer

The criteria are considered universal

2.3. Scanning
Trends
Clues

2.2. Market tests
Surveys
Observation

Marketing
intelligence

Marketing
research
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Market
understanding

4. Processes that define value

-

For the target customer
persona

Adapted from Piercy, 2017, Osterwelder & Pigneu, 2010



Market research, insights, sensing, intelligence?

Market sensing and learning — emic and etic data
Etic: MIS: Trends; Emic: MR: X-disciplinary tools (ethnography and empathy)

Defining value through empathy mapping (emic)

Creating value through CVP canvas and NPD (emic and etic)

Delivering value through phygital (Omni channel) experiences and Customer Journey
development

© 2020 Jackie Harris




4. Proceses that define value:

The empathy map — emic (Batat, 2019

WHO are we empathizing with? GOAL What do they need to DO?
Wha is the persan we want 1o understand? Whiat da they need to do differenthy?

What is the situation they are in? What job(s) do they want or need to get done?
What is their rale in the situation? What decision(s) do they need 1o make?

|7

Haw will we know they were successfu

What do they THINK and FEEL?

PAINS GAINS
What are their fears, What are their warts,
frustrations, and anxieties? needs, hopes and dreams? What do ‘[hey SEE?
What do they see in the marketplace?
What do they see in their immediate enviranment?
What do they see athers saying and deing?
What are they watching ard reading?

What do they HEAR?

What are they hearing athers say?
What are they hearing from friends?
What are they hearing from colleagues?
What are they bearing secand-hand?

What do they SAY?

What have we heard them say?

What can wae Imagine therm saying?
What other thaughts and feelinga might motivate their behaviar?

What do they DO?
What do they de teday?

What bebavier have we cbserved?
‘What car wae imagine them deing?

© 2020 Jackie Harris
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Older posts

Everything we hear is
an opinion, not a fact.

Everything we see is a
perspective, not the
truth.

Marcus Aurelius , ,
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“Do not assume anytﬁjng. Clear your
mind must.be if you.@re to discover.”
— Yoda Vi

What Insight Would Yoda Have About Your Customers?
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https://www.linkedin.com/pulse/what-insight-would-yoda-have-your-customers-mariam-giorgadze

Market research, insights, sensing, intelligence?

Market sensing and learning — emic and etic data
Etic: MIS: Trends; Emic: MR: X-disciplinary tools (ethnography and empathy)

Defining value through empathy mapping (emic)

Creating value through CVP canvas and NPD (emic and etic)

Delivering value through phygital (Omni channel) experiences and Customer Journey
development

© 2020 Jackie Harris
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Emic and etic perspectives in the experiential marketing mix (Batat, 2019)

Emic and etic perspectives in consumer research
 In using emic and etic perspectives in the understanding of consumer behavior, attitudes, and cultural consumption

schemes as well as using them to generate consumption experiences that are both intellectual and perceptual, these
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4. Processes that create value:

The customer value proposition canvas — etic (Batat, 2019)

Gain Creators

Products (D

& Services

Pain Relievers

®

© 2020 Jackie Harris



g

Knowledge Experience

0 o Vitor Bellote added to the modified version of
@) o o TQ 0 Knowledge versus Experience, but with a
4 ) < o fresh first panel: Big Data.
0o
0
y & ° T ?o
5 ol ©
o 40, 0% éT0| g g
o o - inFormation: Knowledse : E’.‘.Tqrienu:
0
.® * s
(&)

s:::n ua’ :a ] ?,j:g

o
o ()
o
[
O
%
@aupnaiod

{Elﬂ-'-;l-l-"l- 'H'.‘Iru-l-.ﬂ

The E-Studio Talks take with a third panel about Experience- what you know once
you use that knowledge appropriately.
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https://href.li/?http://blog.bufferapp.com/connections-in-the-brain-understanding-creativity-and-intelligenceconnections
https://href.li/?http://estudiotalks.wordpress.com/2014/02/12/informatie-cunoastere-experienta/

In practice...

PERSONA CONSTRUCTION

NAME THE PERSONA

Helps paint a picture of a real individual
with an unmet need.

CLEARLY DEFINE THE GOAL
Clarify the call-to-action based on the
unmet need.

GATHER AUDIENCE RESEARCH

ANALYZE AND O
SEGMENT THE DATA

Identify behavioral and
demographic trends to help
distinguish parts of the

audience.

nielsen § o comscore

LR R A R )

.3 Experian’

Simmons

Market segmentation resources can provide insight based on surveyed

B L T

https://www.singlegrain.com/wp-content/uploads/2014/04/target-acquired-science-of-building-buyer-personas-
infographic.png
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Resources & readings

Resources

- A day in the life worksheet

« Customer jobs trigger questions
Customer pains trigger questions
Pain reliever trigger questions
Customer gain trigger questions
‘How might we’ questions

Reading: Piercy (2017 ch 6) & Batat, (2019, chs 4, 8,11 & 13)

Cases: The bicycle firm that wants to keep older people pedalling (PDF)
The deadly truth about a world built for men (PDF)
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Market research, insights, sensing, intelligence?

Market sensing and learning — emic and etic data
Etic: MIS: Trends; Emic: MR: X-disciplinary tools (ethnography and empathy)

Defining value through empathy mapping (emic)

Creating value through CVP canvas and NPD (emic and etic)

Delivering value through phygital (Omni channel) experiences and Customer Journey
development

© 2020 Jackie Harris




4 Tips to

Summarize Insights

©

CAPTURE INDIVIDUAL
DATA POINTS

®

CRAFT INSIGHTS TO
SHARE WITH OTHERS

23

CONNECT THEM IN
MEANINGFUL WAYS

el Tal
ot
]

8

TELL STORIES THROUGH
WORDS AND VISUALS

Info
Sources

Sources
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Empathy, EMIC/ETIC, Phygital (omnichannel) also

research techniques
* Customer experience
* Framework (Batat, 2019)

* Concepts related to
experience

* Also good research
process insights

ot
WIDED BATAT ‘@ /
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AN INTEGRATED CUSTOMER EXPERIENCE MEANS:

THROUGH THE

TO THE RIGHT PERSON AT THE RIGHT TIME RIGHT CHANNEL

THE RIGHT MESSAGE

v/ Added value for client v’ Personalization V4 Observing behaviour v/ Respecting user
and life-cycle preferences and
habits
v/ Not just selling v/ Segmentation v (alibrating message / Creating a fluid
frequency omnichannel

experience



MName
Robert Personal Lives in Boulder, CO
Persona Type Primary persona and home Keen snowboarder and ultra-runner in summer
Decision role Main decision maker in startup Married for 5 years
Age 35y.0.
Demographics Gender Male Work CTO responsible for service availability
Buying unit Reports to COO0, CFO and CEO Online Diet service f startup
Decision making Style Product evaluation style Serving consumers
5 month timescale to deployment 12 people in development, design and infrastructure
Goals and * Demand spikes are jeopardising the growth of the business Buying Robert is seeking a managed cloud (Infrastructure as a Service, laas) to
motivations = ‘Wants to focus on core competencies - developing scenario scale virtual server space, processars, bandwith and load balancers

customer propoasition
* Lacking to reduce casts and internal admin time

Barriers and
Challenges

= Mew year spikes are literally keeping Robert awake at night

* Meeds 10+ web servers, multiple database servers and load balancer

= ‘Want to support 10 million unigues maximum per day
* Only 5 months to deploy before Christmas spike
= Mot sure about using a third party or direct to AWS, Azure

Has to make business case ta 3 more senior colleagues
Since launch 2 years ago the company has seen rapid growth with a
50X revenue grawth in the previous year involving 300K average daily

site visits with spikes up to one million daily unigques reguiring laas

Previously had a part time system admin responsible for up-time

Qur key messages

= Speed to market
# Flexibility to grow with you
= Your dedicated support team

Preferred Wark: ClO.eom, Quora, Stackexchange for queries

Latest iPhone

media Home: Medium blegs, Boarding and Uitra magazines
Social media| Wark: Twitter (far keeping informed); Linkedin (for career)
use Home: Facebook and Instagram (daily)

Devices Macbook Pra

Customer journey map

Media touchpoints

Key questions

Searches

Key content
[Types and formats)

Interactive tools

Stage 1: Awareness [Discover)

Stage 2: Evaluation ({Compare)

Stage 3: Decision (select)

Google
Quara
CID.com

Cost savings for business case
Time to implemeant?
Potential risks

IS Benefits and risks
Oleud-based servers
Virtual servers and load balancers

Proof paints - speed to market

Benefits of managed cloud {top-level video and whitepaper)
Process of migration

Cost savings caleulator

Clouds360.com
G2Crowd.com
itadvisory.com

Independent service guality assessments?
Implementation praject tasks
Cost breakdown

Top laas praoviders
Managed cloeud providers
Suppart guality loas

Gartner magic guadrant

Service levels

Implementation case studies/success stories
Why 'company name'

Webinar on how to choase a cloud service

G2Crowd.com
Brand searches

What happens when there is downtime?
How do | escalate?
How is agreement purchased?

laas reviews
Azure vs Amazon Web Service
Pricing Azure vs AWS

Detalled service level agreement

How it works - dedicated support contact
Details of team certifications for AWS
Options when major problem/deadline?

Video case study of onboarding

Example
B2B Persona



Name -
Jessica Personal Lives in rented accomodation in Londan
Persona Type FPrimary and home |lessica has a professional demeanour in keeping
Decision role  |Main, but advised by partner with her role and wants to seem dynamic and
Age 30vy.0. efficient to her colleagues
Demographics Gender Female Woark Legal secretary
Buying unit In current relationship for 2 year Has worked in one company since she graduated
Decision making Style Self-directed, humanistic Legal firm
Looking to have procedure in 1 month 20 people

Goals and = Short-sighted (myopic)
motivations = Wants to appear younger, less serious’, but dynamic
* Wants to move to another practice
Barriers and s Concerned she has been in current role too long
Challenges = She is saving for a flat so concerned about one-off costs

* Unsure about the success rate of treatment
= Does it always give 'perfect vision'
* Doesn't know about technical options

Our key messages

* Freedom from glasses

* Low interest plans to spread the cost

= Free 'Eyepredict report’ and consultation
= Established provider

Buying lessica is considering laser eye surgery since she wears glasses
scenario and this doesn't project the appearance she wants
She is aware there are risks, but considers the procedure common,
50 is looking for reassurance rather than in-depth information
She doesn't want to spend too long researching, but just "get it
sorted' and will choose the most popular option in her target price range
Preferred Mews: Guardian and Huffington Post
media Fashion/Celebrity: Elle; Room Magazine
Social media |Facebook, Instagram daily
use Linkedin as required by work
Devices Desktop at work
Samsung Galaxy smartphone, iPad for home use

Customer journey map

Media touchpoints

Key questions

Searches

Key content
[Types and formats)

Interactive tools

Stage 1: Awareness [Discover)

Stage 2: Evaluation [Compare) Stage 3: Decision [select)

Google
She has seen TV and print ads for other providers

Q. What is the risk level?

Q. What are the payment options (plans available)?

Laser eye treatment
Laser eye surgery
Laser eye surgery risks

List preferences for content formats and topics
Comparison table of costs and plans

Celebrity video testimonial

All About Vision

Brand searches

Laser Eye Surgery Hub As left
Lasik Eyes
Q. What are technical options, e.g. Lasik Q. Where are clinics?

Q. How do the facilities look?
Q. Who are the surgecns?

Compare laser eye treatment Lasik Landon

Lasik eye treatment

Laser eye treatment London

Brand name + location

Testimonials - real, detailed stories MMap of locations

Includes video

Lecal clinic

Interactive explainerfquiz - iz laser eye surgery] Video of surgeons - interview

right for you?

Example
B2C Persona



Mame
Use a real name Photo Personal A narrative description of their personal situation B | a n k
Persona Type e.q. Primary persona, secandary and home
Decision role  |Importance of role in family/business Optional - include beliefs related to purchase
Age
Demographics Gender Waork A narrative description of work - current role IVI O C e p e rS O n a
Buying unit Other decision makers and influencers? Position on career ladder / time in service
Decision making Style Product evaluation style Industry
Timing "decision horizon' Size of their team te m D | a te
Goals and + List their general personal and business goals Buying Why persona may have a need for product?
motivations + List specific goals related to buying scenario if relevant scenario
. How it fits with their lifestage or situtation?
L]
. How product need fits with decision making style?
Barriers and + List their general personal and business 'pain points'
Challenges + List specific "pain points’ related to buying scenario Include category spend if appropriate?
L]
L]
. Preferred Magazines and newspapers / online and off
Our key messages |+ List unigue differentiating features related to above media
Soclal media |Primary social network use
use Frequency
Devices Preferred smartphone or desktop
Daily hours and dayparts This approach combines Personas

and customer journey mapping to
help operationalise personas by
relating to search behaviour, content,
tools provided on the website.

Customer journey map

Stage 2: Evaluation [Compare)

Stage 1: Awareness [Discover) Stage 3: Decision [select)

Media touchpoints |Search engines main technigue with defined need

Demand generation through ads and PR

E.G. Camparison or review sites Brand searches
Asking friends on social media Detailed review sites

Key questions List guestions when they visit site List guestions when they visit site List questions when they visit site

Rewviews and cost searches
List terms

Searches Short, generic search terms "What's out there'

List terms

Local searches for local providers
List terms

Key content
[Types and formats)

List preferences for content formats and topics
Show gap - required against actual available

List preferences for content formats and topicy
Required against actual

List preferences far content formats and topics
Required against actual

Interactive tools Top of funnel interactive content (TOFLU)

Show gap - required against actual available

Middle of funnel interactive eantent |MOFU)
Required against actual

Bottam of funnel interactive content (BOFU)
Required against actual




CUSTOMER/USER JOURNEY MAP

@ SPECIFIC USER + SCENARIO + GOALS

PHASE 1

PHASE 2

PHASE 3
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OPPORTUNITIES + INTERNAL OWNERSHIP
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Scenario Expectations

Sarah is going to the movies. She is + Great movie
excited to go out for the night and will + Friendly staff
Sarah meet her friend at the theater. * Good seat

Decide Return

1. Looks up movies on phone 8. Exits theater

2. Decides which movie to see
and which theater to go to

9. Drives home

3. Buys ticket online from
phone

“Finally | can relax.”

"I wonder if | can find
a closer theater."

'%;hfered::’ my "It's so late now. |
riend?! have to get up early.”

"Where is my car?"

"Traffic is always so
bad!"




CUSTOMER JOURNEY MAP Shopping for a New Car

EMOTIONAL ERIC

Scenario: Eric recently moved to the area. He is shopping for a car that is fun
to drive and dependable enough for use for everyday commuting.

Ericis an emotional car buyer. He purchases based on aesthetics and status.

EXPECTATIONS

* Ability to compare cars and their breakdowns
* Good photography with closeups, inside and out
s Video overview of car with demonstrations

CONSIDER
1 week

u

1. Sees TV commerical for a
website, YourCarNext.net,
which helps people shop
for vehicles; visits the
website

2. Sees ad on Facebook

“Wow that website looks
great for car shopping!”

“This website looks
much different from
the commercial.”

EXPLORE
2 months

1

3. Explores site and looks at
all vehicles in his budget

4. Creates account; saves
favorite cars in wishlist

5. Downloads mobile app
while at his office

“I like that | can save
cars and a listis
automatically made”

is

“I’'m disappointed by the
quality of some listings...
very few photos.”

“This mobile app

features.”

COMPARE TEST NEGOTIATE
1 month 2 weeks 1week
6. Reads Consumer Reports 9. Selects a set of cars he 13. Decides on a car
and reviews; keeps a plans to test-drive
spreadsheet to compare 14. Gets financing terms, total
cars 10. Looks up location of each price, monthly payment

dealership on Google Maps from salesperson
7. Consults with trusted
indviduals 11. Visits dealership; fills out 15. Researches more,
lead card, discusses specifically about price
process with sales person,
drives car, discusses more; 16. Makes a competing offer

repeats process for each car and buys his new car

8. Constantly checks site for
new options that meet his
criteria

12. Discovers he can take notes
about each car he drives in
the app

“I’'m so happy with
my new car!”

missing alot of

“I love that | can take
notes about these cars
in the app. So helpful!”

“I'wish all car dealerships were
shown on a single map, so |

can plan my route.” “Iwonder if | can get

a better deal?”

“Why does it take sooo long
to testdrive a car? | wish |
knew it was going to be
procedural and salesy.”

“I might miss the
perfect carif!
don’t check the
site multiples
times a day”

“It’s difficult to narrow
down options and parse

through competing
resources. | have to use

QOrelskéer. Harris




CUSTOMER JOURNEY MAP Example (Switching Mobile Plans)

JUMPING JAMIE

Scenario: Jamie needs to switch her current mobile plan.
She wants a plan that can save her money without having to
sacrifice usage limits.

EXPECTATIONS

¢ Clear online information
* Ability to compare plan breakdowns

 Friendly and helpful customer support

DEFINE

COMPARE

NEGOTIATE

SELECT

1. Review current plan

2. Define parameters
for new plan

“I wonder if! can
pay less.”

“That offer seems

3. Watches commercial
onTV

4. Researches companies
and offers on consumer
reports website

5. Uses current carrier
website tool to
compare options

like a better deal.”

“Ugh, why is

sodifficult?!

6. Calls current carrier to
tell them she is
shopping around

7. Calls competitors to
see what they can offer

“Over it. I'm switch-
ing providers.”

this

e

8. Decides on a new plan
and calls customer
service to switch service

“Well, | guess that
was all worth it.”

A4

OPPORTUNITIES

* Compare alternate companys’ offers for her
* Breakdown current plan into $ amounts
¢ Customer support via text messaging/chat

INTERNAL OWNERSHIP + METRICS

¢ Customer Support Team: reduce average call time to 2 minutes
* Web Team: add funtionality to allow Jamie to compare plans within our site
* Marketing Team: track competing offers to create competitor database

© 2020 Jackie Harris
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Phase of journay

Actions
What does the
customer do?

Teuchpaint
What part of the service
do they interact with ¥

Customer Thought
Whal is the customer

thinking?

Customer Feeling
What is the customer
faaling?

Process cwnership
Whao is in the lead on
this?
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Market research, insights, sensing, intelligence?

Market sensing and learning — emic and etic data
Etic: MIS: Trends; Emic: MR: X-disciplinary tools (ethnography and empathy)

Defining value through empathy mapping (emic)

Creating value through CVP canvas and NPD (emic and etic)

Delivering value through phygital (Omni channel) experiences and Customer Journey
development

© 2020 Jackie Harris




Key take-away points

1. The foundation for all that follows are the simple questions — what do you know;
how does that knowledge give you an edge or advantage over the rest; how can
you stay ahead in understanding this market opportunity better than anyone else.
After that, the rest is just technology — a means to an end.

2. Unconvincing answers to these questions dre worrying — is all that follows just a
weak, “me-too” strategy that makes you the same as the competitors. If all you
know is the same as the rest — then you will probably act like the rest. Effective
competition is increasingly about learning better and faster than the competition
and retaining that advantage in market sensing and knowledge.

3. Unpredictable events with huge impact are “black swans”. Are we prepared to cope
with the impact of not just what we don’t know, but what we don’t know that we
don’t know?

4. Big data (massive databases) reveal what has happened in great detail, but small
data provide the clues as to why these things have happened, to create insight and
new strategies. Big data and small data should work in partnership.

© 2020 Jackie Harris



Key take-away points

10.

Market research is about tools and techniques of data collection, many of which are
crude and of limited validity, while market sensing is about understanding and
insight. They are not the same thing.

The search for better insight and understanding to create innovation and
competitive edge is leading to new tools from ethnography and anthropology,
neuromarketing, internet sources, and futurology.

Marketing intelligence is about “soft” data of all kinds that indicate trends, clues, and
changes in the marketplace.

Managing customer knowledge has become a priority with the creation of new
organizational roles and processes.

Interpretation is also a process — it is the one that links market sensing to

management understanding and needs to be managed.

Experiences across diverse sectors show how new ledrning processes are providing
companies with competitive advantage thus prioritizing the enhancement and
improvement of market-sensing processes and ledrning in organizations.

© 2020 Jackie Harris



“THE ILLITERATE OF THE 215 CENTURY

WILL NOT BE THOSE WHO I -
CANNOT READ AND WRITE, g .~ F“i-“ PB
BUT THOSE WHO CANNOT W
LEARN, UNLEARN AND RELEARN.” y
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~ALVIN TOFFLER, FUTURE SHOCK

First published in 1970 latest Jan 2022
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