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OVERVIEW 
In today's competitive business environment, digital technologies 
are undoubtedly transforming the way consumers interact with 
brands and the whole face of businesses. And while this change is 
occurring and – in fact - at a rapid pace, companies are forced to 
embrace these technological innovations and adapt the right tools 
for their needs to avoid technology disruptions and finally manage 
to move at the speed of customers. 

How can a business successfully manage to define which of these 
technological advancements would bring value to the organization 
and determine the best path for their strategy? 

Shaped by the digital experiences, consumers' expectations are 
rising. Consumers want a seamless experience filled with advanced 
technological capabilities and, at the same time, combined with 
ease of use. 
 

 

To meet these expectations, enterprises should start elevating their 
strategy, investing in new technologies and embracing the 
opportunities in the constantly changing retail (and not only) 
landscape. 

Only the companies that will follow the tech flow will provide the 
ultimate customer experience and survive in today’s competitive 
marketplace. 

There is, of course, the bright side 

to these changes as new,  

significant opportunities  

are coming to the surface. 
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DIGITAL TRANSFORMATION 
IS MORE LIKE A MARATHON 
THAN A SPEED RACE 

In a high-level view, the steps of the customer journey remain the same: 

BACKGROUND 
 

 

 

 

 

 

 

 

 

 

Digital transformation is not 
just a trend. It is a core 
element of the modern 
digital strategy. However, it 
poses many challenges. 
More specifically, it reshapes 
every aspect of a company. 
It requires new investments 
in all levels such as modish 
culture, new skills, new roles 
within the organization, 
innovative technologies and, 
of course, a solid willingness 
for change. 

Afraid of risk, most 
companies usually focus 
more on short-term results 
than the long-term benefits 
of the digital transformation, 
leading them to stick to a 
“business as usual” mode. 

But digital transformation is 
about embracing change and 
being proactive to reduce the 
costs of this transition and 
move from the idea to 
implementation. 

Therefore, businesses are 
called to transform their 
business model and shape a 
culture that embraces the 
change and puts the 
customer at the centre. 

Bringing the customer to the 
centre of the strategy is vital. 
With the evolution of digital 
channels and tools in today's 
unified commerce, the 
customer journey has 
changed dramatically. 

SEARCH FOR 

PRODUCT 

EVALUATE 

OPTIONS 

BUY THE 

PRODUCT 

USE THE 

PRODUCT 
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However, each one of these steps has become much more complex. 
By entering the store, either online or physical, each customer 
defines their journey. As a result, everyone has his customer journey 
pattern.  

Most companies fail to address the complexities of the customer 
journey, as their retention strategies are not customer-centric and 
often lack a holistic view. Though, especially in the post-Covid 19 
eras, as markets ease out of lockdowns, the dynamics of customer 
experience will be increasingly hybrid across digital and physical 
touchpoints. We are witnessing digital transformation as we’ve 
never seen it before. Retail is reinventing, privacy laws have forced 
companies to reevaluate their data strategy, and eCommerce is 
going through a hyperjump. The companies should focus on the 
customers and get to know them better. And what’s more? 
Customers’ shopping journey is continuously transformed, 
considering that they are always connected to digital content via 
their mobile devices. 

According to Forrester*, 50% of European online adults now use 
technology more than before the pandemic started, and 30% of 
European online adults are more confident in their purchases when 
they use a smartphone to research while in a store. Creating a 
unified environment and connecting the digital and brick-and-
mortar stores is vital more than ever before. 

 

 

 

It’s time to close the gap between online 
and offline customer experiences. 

Technology often feeds into a hybrid 
customer experience, across digital and 

physical touchpoints.  
Source: Forrester’s Q3 2021 European Consumer Survey. 
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Marketing automation solutions 
enable businesses to improve 
their communication with their 
customers and build strong 
connections with them faster.  

Real-time product 
recommendation during the 
store visit, either online or 
offline, based on the specific 
customers’ preferences, is just 
an example of a simple 
application of such tools. 

 

CALL FOR ACTION 
In response to all the changes of our digital-first world and to 
effectively address the rising customer power and the changing 
customer preferences, businesses need to follow the new rules and 
dynamics. 

More specifically, companies today should take advantage of the 
new technologies to unlock their full potential and differentiate 
themselves from competitors. 

Technology is essential as it unfolds new capabilities and 
opportunities for businesses. Companies can elevate their business 
model and strategy and take the customer journey to the next level 
through technological advancements. 

Below are three ways companies can use technology to leverage 
the customer journey. 

 
 

MARKETING AUTOMATION ACTIONS 

  

Automated 
actions, 

personalized 
campaigns and 

machine learning 
are the secret 

weapons of every 
business 

nowadays. 
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Other successful marketing automation applications include email 
marketing campaigns, lead generation and management. 
Customers turn to brands for experiences and a meaningful 
connection based on personalized offers and discounts, exclusive 
experiences, and relevant content. In short, personalization is the 
key to customer engagement in both online and offline 
environments and, therefore, an essential factor for business 
success. In addition, businesses can fully support the integrated 
customer journey through marketing automation and deliver highly 
personalized customer experiences across all touchpoints.  

Combined technology, applied mathematics, and marketing 
initiatives offer brands the opportunity to identify shoppers and 
forecast consumer behaviors and offer a much more humanized 
shopping experience. 

 

 

 

 

 

 

 

 

 

 

 

Advanced CRM platforms and applications that use Artificial 
Intelligence (AI) technology enable access to real-time analytics, 
cloud-based proximity marketing solutions and segmentation based 
on consumer behavior patterns analysis. By collecting valuable 
information for their existing customers, businesses can use the 
most relevant channels for their campaigns, succeed in better 
response rates, maximize sales and the Return on Investment (ROI).  

PROXIMITY 

Mobile notifications which inform customers about current personalized offers 

CLIENTELLING SOLUTIONS  

A customer digital assistance know- it-all in the hands of a store employee 
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By investing in marketing automation, marketing experts can 
shorten the distance between what customers want and what they 
get, offering a personalized experience exactly when they expect it.  

Delivering tailored campaigns and messages to consumers across 
all channels helps meet their demands and build a meaningful 
connection with them. 

 

 

MOBILE – FIRST STRATEGIES 

 

 

 

 

2 IN 3 TEENS MAKE PURCHASES ONLINE, 

AND OF THOSE, MORE THAN HALF 

ARE MAKING PURCHASES ON THEIR PHONES 

Source: ThinkwithGoogle.com, Gen Z: A look inside its mobile-first mindset Report  

Nowadays, as consumers are 
always connected, 
smartphones provide an 
excellent opportunity for 
brands to reach and connect 
with them on the most personal 
devices they own.  

Tech-savvy consumers not only 
use their mobile devices when 
shopping online, but they also 
expect the physical store and 
its personnel to be equipped 
with technology solutions to 
deliver them the information 
they might need during their 
visit.  

 

 

Consumers turn to their 
mobile for almost 

everything. They use 
their smartphones to 

search for information, 
products, communicate 

with others, play, use 
applications, or 

purchase online. 
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ACCESS TO SMART INSIGHTS 

 

Investments in technology and marketing  
automation tools are crucial to dominate  
the customer journey. These tools along 
with the know-how to successfully manage 
the customer information, enable businesses  
to get closer to their customers, understand  
their behavior, and translate it into smart insights.  

 

 

WITH THE RIGHT DATA IN YOUR HANDS, YOU CAN 
DELIVER UNIQUE EXPERIENCES TO CUSTOMERS. 

DATA-DRIVEN MARKETING ENABLES YOU TO 
TARGET AND RETARGET THE RIGHT AUDIENCE 

THROUGH PERSONALIZED CAMPAIGNS, 
MAXIMIZING CUSTOMER ACQUISITION AND 

RETENTION. 

 

 

Collecting insights and turning them into 
actionable business knowledge is the path  
to success. Insights-driven thinking help  
businesses better evaluate these data, focus  
on the right areas and execute highly  
personalized and targeted campaigns  
for customers, again faster and in  
a more accurate way. 
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TRANSFORMING CONNECTED EXPERIENCES 
TO LOYAL CONNECTIONS WITH CUSTOMERS 
Building loyalty in the customer age, where customer expectations 
are growing, and technologies are rapidly evolving, is a work in 
progress that requires time, planning and highly targeted actions.  

Especially in e-commerce, to overcome the typical give-and-get 
relationship with customers and win their trust, businesses must 
design a loyalty strategy that frequently evolves based on key 
market trends and business needs. 

Customer loyalty isn’t what it used to be. Traditional loyalty 
programs are now elevated and enriched with new e-commerce 
functionalities. Today loyalty programs are not just points but a 
practical and trustful way to reach customers and win them in their 
micro-moments across all possible channels, collecting their data 
with their consent. At the same time, by rewarding them, loyalty 
programs make the customers feel special, creating an even deeper 
connection. As a result, the core concept of loyalty programs will 
become more emotional and customer centric. 

 

Great customer experience is the goal, 
and these steps guarantee the way to 
success: 

 
- Analysis of the current status.  
- GAP analysis. 
- Exploration of best practices and design of strategy. 
- Design of the proper structure to achieve project management. 
- Execution of the strategy with consistency. 
- Continuous measurement of results. 
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MAPPING AND MANAGING 

THE CUSTOMER JOURNEY THROUGH 

A STRUCTURED LOYALTY PROGRAM  

IS CRITICAL TO BUILDING LOYALTY  

AND IMPROVING  

CUSTOMER EXPERIENCE. 
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CONCLUSION 
 

We live in the digital transformation era, and 
the brands that will invest in customer data 
and adapt innovative technologies will be the 
future winners. 

 
 

By the time businesses understand the depth of the digital 
transformation and start forecasting their actions, they will have 
already completed a big part of this digitalization. As marketing and 
technology are blending more and more, and the customers are 
gaining more power, the need for integrated solutions is growing.  

The first step to success is to understand why organizations need 
technology. Technology is a critical business differentiator in today’s 
competitive marketplace. Using digital technologies based on the 
specific needs and goals of the organization will help them reduce 
costs, save precious time and, of course, leverage the customer 
journey. 

 

CUSTOMERS ARE THE MOST VALUABLE ASSET OF 
EVERY BRAND 

By using technology, brands can deliver great customer 
experiences. The new way brands engage with customers is by 
putting them at the centre of their strategy. Understanding 
customers, especially the customer lifecycle, and focusing on the 
entire customer journey is the key to building strong and lasting 
connections with them and staying one step ahead of the 
competition. 
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THE ROLE OF CUSTOMER DATA PLATFORMS IN THE 
OMNICHANNEL MARKET ENVIRONMENT 

The name of the game for creating long-term, trustful relationships 
between customers and brands is called Customer Data Platforms. 
CDPs are the new big thing for leveraging and transforming 
customer data into valuable insights. According to industry experts, 
CDPs make the dream of customers' full-lifecycle analytics a reality 
by seamlessly integrating customer data across all analytics, 
measurement, media channels, and marketing automation tools. In 
this way, Customer Data Platforms build customer profiles based on 
their characteristics and unique shopping paths documented 
through CDPs analytic methods. 

The unique unified customer profiles built by the CDP create a 
hyper-personalized, positive, and emotionally driven connection 
with each customer. 

 

 

Through CDPs, marketers now gain 

the ability to build 360-degree 

customer profiles and have a holistic 

customer view. Thus, they acquire 

the ability to create supreme 

customer experiences, elevating  

the overall customer’s journey.  
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. 

 

 

 

 

 

 

 

“THERE IS ONLY ONE BOSS,  

THE CUSTOMER.  

AND HE CAN FIRE EVERYBODY  

IN THE COMPANY FROM THE CHAIRMAN  

ON DOWN, SIMPLY BY SPENDING  

HIS MONEY SOMEWHERE ELSE.” 
Sam Walton, founder of Walmart 
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