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Urlgate] FAs A Selo) o] 2 Weke 21 9lrk. Luld cisls gRIstR Qlste] 7o) ojxe

2 Qg Bolw gick. olo] ¥ APl CiAlE Altje] 2elg e BAsteict. WA 1oy U

Aohg &5 0 A Bk ol % CixYAItie] 2elg S oA Alchet Bl HAsoic 7)Ee
VS

1 E0i7h | 2o} 2] 2Ee] A AEA 78S o ol oixg Aol

WA L J|E TS O FYSIRIA St B} e UEA AL LA solofshaAlet AR Al
of Dol ol Alje] RAoiA T} 2| £330 BlNFL TR ok Jhdol AR 4 k. 17 ojge] 28
2ol vlHEYL 7129 oblY Folt 1T AW Be AXPES %3 9l

# A7 D0 SUAPES B2 olo] Hovi, olo] it EA APt Aolslojolct. 5 AR
A AEHQ BA2 §o) OAIEAY D20 FET BAs k. ofe] AYEE HAIE T0jRo] Holar
4 9loDE AR BlZEAS shE Ba A 9rk

B SAof uAoy, &89, WA, Z2u71Rdg, dAIZAIH

ofg] Atdotoll ZAA Hx|Eabt ddetEHAl 1780j%(customer journey)Q] ASHE] E7HKE AjF7T5H0}
sk WMo AZich wHld R fjaEs dxE Algle] mfyA &Al(disruptive innovation)S FFst Skl A|&h

g]olon, o] s A& YoM 718 o M2 ARrgAler 22491 W Qs of&|aL Q. o]d
1= g2 2824 (hyper connectivity)o]2l= 80| = ﬂh‘iﬂb HAEAgE 1780y 7hed 1A °§%ﬂr 71oh
S0 FEAor Wty Qiry. g¥sks 71&dAl AlolEE meidal Al HE|S2HEA SYoiAl= TR
LHS PP Hollde 28ogS welsiofsiy, ol H siME 718 o8 Aol Hashk =ich
DE 7192 gxrEEpt M es Anes med QU olon], ol ol 371A] 2ol 5o AFE Bast
et &, 1Mol x| iEet w7 4d, wHidoly A4 tjto] FolA U= 178 AlS(customer signal)E
AZARoR FA5E7] gt ATl AAl(discover), 11780jRy Zizto] TA|o] 9= uAAAZ OARI(design)d 4
Ot 8, o8 A3 58 2% AN LRAAS F5F 17R] A (delive) =oltt
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HAE Altje] v upieh sdst tiRde] dxE wAoy Aldd AT HEAAQ 4T ZeAAS
Holx| =t o2 |92 FAMst, OeRE, U Alg, v A 255 eHo st= AldEolt: ofA
u7AE-2 Fof ZZu7](purchasing funnel) Qtof] Q1= Zo] ofyz} 8foz 1jer] ARSI AJHS HAlshL
TOfshe WALZ BHLIL QL= Zloloh

ol2{gt Hsh= B stojg oA"Y 28y WS v/l okl Qlok. Fof Aghgolu Hdt &0l
2t 20A 1789 AYol7FA](customer lifetime value)= BRE BR7F A =t} ol2fgt dd=2 4
A 0 oo gigh SAIHES GATIAY Btk T2y ol2fst d4E 1o Oigt FAIHE A AFEC
2 HE 7 Bt AA(right time)of] 1231 A4 (right place)ol] 17AS0A] Bagt FHet XS & 4 Qe
7137} Lojdt Z1og ¥ Fjo] uldAlsic)

gEste DolguY 2SS dAg Al olde] JRgsE o] o)t Jdole wysty stmyt
AlDofA ofAs] B 9o=glo] o] BHE &8sty tHDarley et al., 2010 : Dholakia et al., 2005 :
Puccinelli et al., 2009 : Punj, 2012). Ehrlich et al.(2017)& 7|¥8S0] 22 71X &A= U X|&A9] 7R

2912 stush| sl Ak TAIE Aulat Lo RE gdolo] glojx 17 oS Aot sk
71 2 =0l(driving forces)o] E]al Qtkyl SHCE Amazon, Apple 2] Uber & 40t OAE Z80]
o5 DASIA ABehi F2solu] AlstY AL ABFoRA BUglel AL AR ok
28 siefolut LS AEAQ BB /IUSE WARTE FHUCE HUsH SR B9 oAl A
(dynamic shared digital ecosystems)E &5t 29511 QJct 221018 0|85 17H9] 3/42 58 o]
o a3t =35 WIS 7IHstH, 75%= AlE X 7H4 Yl AO]EF o] &stal qlon, 79%9] 1742 7HQl
Al FAUZol 2ekRlde] 2l & AlZlgttal gH(Duncan et al., 2016).

'_.

700/ 0 of app users 61 o/o of customers

prefer added functionality are more likely to buy
over “look and feel” of app. from companies that deliver
custom content.

Soclal Private
750/0 of consumers ? @O/G of consumers 600/ 0 of US consumers
have used comparison trust online reviews are concerned
! about privacy of online

apps for consumer goods. as mt

fransactions.
<3F1> Org Aol 27 a7 AR s}

Aeroz mpgolM s e 27| Z3(funnel model)C.2 7|dut w7Ho] G UAS 2Hsh i
o4 B2 HRES AZSkEHIM AIAREA oHIEE 83 L Ake E0lal E=dle A
TOisHA st wbgel Z2mr] Ry eith Bopgitt. fAI”E Aldjoll= ol2fe AeARl Iyl o
Ha ook R FEe ST et 1Y S e Ale AEE dAIE AdY FUEH S
QIsh a78 of7ge) slidl Ao @912 of E2 dYsPIols JRE0] Hojrtal Stk o[ HA|E AJdie] v

3
& ARl Zu7] wigo] MAlsh=AErt BN AP FQith Aol ofd thdet e A2 sk HAY
ARl Aust o] @Eojx]aL ItHCourt, et al., 2009). 7Aool QoA HARE Aol JsAg-2
Ted] 170 8412 Hajjof AZFske AFdS 'dol X £QsP HQIt. Voorheesa et al.(2017)9] 9]stH
78 Sl oJArAZge) 2/37F uAgS Soll FFc Ele Ao 9FE v okl sttt
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olo] 2 o] BAe cheu} Pt

A, 20 Pl Ao] il Ao s2t AEe

S, Cix1E Ao} 7ol e ofd Alcjziat bl @t
S
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A A

a

ol

AR, ol &3l A Aot AFAU AAEE At e

N
=
re
-
lo
=
=
JAd
|ot
oju

4 0jdolg 53 17 o) 129 AsAgo] WAl

A
b e =
Qck. TRl Al FRiA 21YE AE aAcgl that
78748 (customer experience)O]

o
= yad =1
ol ol 174 o &0lA Uehts 1] oAl A, BE, 27 1
3

baAt g

HA 1A AM2S =Xy 7|37 A7)

SAAL PASVIT k. Aol e $5) 17|

2 gtk nAEe J1golN Agste Mgl

= Ox1E9] 7fdoltiLemon and Verhoef, 2016) Ny L o|gjst 17K

olek. Aot 2 wbgela Zaahl B A%
Atk 7ol tigt Ae A VM| ROk
4. =

tfolAE 19609ChRE] Aot AltElgicka
%’El_i o]fofx gitt.
/\1]/\9} P=of] XS & Aol o Hag%_i J& 24 CRM 22|31 customer engagement

oqx-]_ EOH xPx

AR gESol 2EZ F
A

do AR AL

Kl
4 4> e J:

wok

e ofoltiolo] o2 7|3k

7]
AlgstaL itk 17ﬂ O%ioﬂ*i thget A8 (multi touchpoints)9] F8/45 JxstAon, o] tefet AdS

55 17 BEe
U 27 ofgsolN e WA BEoR

S, Z2AA Zio] 242 E o
A& Adel] 282 FUA o] Ao Sgo] B3 ATE T

25
= -
Plefe w2e sigic 17 7ol et Wk DR,

LTV)S 9 ool Alfet 932 oj3ick g,
A, 27

ol s, Eek,

DAY E, THaT, 7|

Azl o o

wajsiop qthal it} Customer engagement oAM= 17H50] £5A1Q1 ApAJof|lA] Blof
A&k FAPE Eofof gt A
Joltt. W/MOEE, AH|ARA, WA uF" A7t ofv)o] 45t me

olq-

oA 3 gs A AEA
g

o] 20, LARoR7}A|

SHGARIS T} 8] 7]do] oA
Aolc}, DZIA | (CRM)U 1A%

7R
_| o ’
A9} customer engagement of o]_1_ A 7# *M‘ﬂé A=y rKel A & ols At
178078 Bl A7) A4 Aol Zofeh uhe Agelste #39F ¢t

<ED> AlHPE u7oyg At B, V]ofd ® HiE =2

A7 o4 B 7198 Oz =7
s | T e
Ha =] T2 A pdl - N emer ;
1960319700 | 2=AlA 22 7HEm A = Howard and
- AR WAAAR S BRAIAR (IR Sheth(1969)

3)Lemon and Verhoef(2016)9] W8-S TR} QoF A5ty
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Oliver(1980);
- A 19 Age Wb gt Fa AE wp | o)
1970de) | 27 UREAHE | - 50 SSldrivers)§ Usb) et Aad @ oy | 0 o O
- 7R HS 1789 QIX|9} Bjeg 7T Gupta and
Zeithaml(2006)
Parasuraman,
Zeithaml and
Berry(1988):
- 2971et e A mEt Bitner(1990,
- Aple B 2] D2elopy 1992);
19804 | Al ER - B0 &3S o] vPT 29 92 Rust and
- IAEY Q4 EY wics Chung(2006);
Bitner, Ostrom,
and Morgan
(2008)
~ Dwyer,Schurr
-B2B wWeto 2 & ,
B PAPSIAR==ES 1101 Tz and Oh(1987):
1990\ ATy A oAE DA Tefel T ol Morgan and
al Al al Q= .
T2 UES. wiel 2 BHAIA] Hunt(1994);
Berry(1995)
Reinartz and
Kumar(2000):
Verhoef(2003):
Bolton, Lemon
and Verhoef(2004);
-ROIH7P} 7H= Reinartz, Krafft
-SHAl E{R]ZQIEQ} =91 and Hoyer (2004);
N -glo]§ driven Rust,Lemon
20004 AREARIRI(CRM) CgAn ma and Zeithaml(2004);
-UAREY 54 4t aadeit 9 dlEYA | Payne and
Apo] oj@7| FFE A=Al 1Y Frow(2005);
Kumar and
Reinartz(2006):
Neslin et. al.(2006):
Kumar and
Shah(2009)
Sheth,Sisodia,
} - ZAXgof| 178 RG] and Sharma(2000);
2000:~2010 17%4%.}‘\:]' . b - ZAJo]] 178 9l 178gjo]efQ] 71X)2 Zlo] URetA|Z! | Gulati and Oldroyd
(centricityand focus) | DT 1S AclAtl 0}5 1 A5 = | (2005)
Shah et.al.(2006)
Libai et al.(2010):
Van Doorn et.al.
- Jofet <o) g EAIgol che JRIE ey | O
- HE. 214, o] 2AEel A} WAl AL Brodie et. al.(2011);
= Kumar, Peterson
2010d0]% 178 engagement o #% qL (2010):
- 44 ojtjols 83| 948 Jid SE oo ot ol
- T3] Qo 9] olarg et el | oien o
Hollebeek, Glynn
and Brodie(2014)

22 DAY DAZY

oM = AGSAAIRE, 7o ohefel Aol TAshs 1 F AgAleId o A SBARE AR}
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sfol JulEA, 70l & G REE mAich mehd oje Seidel AAe Wik S0 viEslel AL
W w5 ablo] puiAda olRe aavbx] maEch wepd AR At ceret RAel 87 i

Hstog =o} 9l Zlo|t}, 1d4L o]= 7ldsgtst Zlo|ch.

=

Current Customer Experience ()

abejs eseyong

-
i
o
o
£
.=
o
-3
o
w
L
w
=
o
«Q
@

&% abejg aseyaindjsod 4

<2> AZHF 27t ES uielst 1 A @ w7 ol

v

T AR et A= A IR 2gor AT 4 Aok
A, 178047 FA(analysis)at Oig(mapping)olth. 17807y FAMoji= w780l 7|49 multi touch
G2 AMES St QIEAIE FEshIALSICh Eoh W MOIIASY] 1T, BAITHA|, SLojEAlof
A FUSEACIEDA), Mt GARY AR olsd EAM AMEES ARt A= 1 oA
e Qe S AEE ofslishe Zojet & 4 It} Bitner et al.(2008)0] ofstH 174
o BA2 rMd|A W2](service management)?} BEJRfE@2](multi channel management)of B2]E& F11
It St} uAoly FAMa o2 1750] eiske et 7Hs/dat A(paths)E olslisk=tl FQHE o]
ALt GAE Ale] uA o W ASAR] At REQE AAEAIA service blueprintingol2tE 7|E
ol AAS s E=Ale R-8aEelth Aula S2odY 7|8 Z2E ZCl(front line)of A RE ¥
mA(back office)of] o]277HA] HAl MulA Alg Z2AE UfEshk=s Zolth o= 178 o tjge 244
ABET 912 Zlolck. Eat 172 Wlolx] 17 eigo] ojgel . olshelofor & Wast Qlon olelst Sgiolx
1780 2HE9] input2 & = Qst Zjojct
=, 170170l 2104 multi channel touch points?t 178 e HX|QlS ofBA] FXIsH=AIE olshstal
Ab ke Zlolet. ZooA HERE A W Aol 7Y e AR S :
oA 2t KHHO H]QL} HolEHoA OE uiE 1 gtk ufjabgel £ @Al ofd Aide te
Aol Blsl WU B3Ik DASE 71710] obsold 7} o] wel, 1) B9lo] E4o] we} MEshe
Aoyt 0]30} H‘:Q t}=2c}t RE9] lock-in&y}, A'E inertia, cross channel A|UX] 502 0l5to] JLuj
Zu71gel Ad s Al et FF= UIAP] dieoll Ba4de] Hsh AlaL Qlch
A, & B4dstal Qe wetd Afgo] oo ofEA Jde IRl i, UEARIKE #AskE Zio]
o} gujele] Sxfoe wAolgo] 85 WASIAC, Bulelo] f2e LA ©R| AR culo]Ae] £7KIA]
R RS S AU P R et
A7 27t AoHDe Haan et al., 2015). 2ot AE2 7|& Afdat JSAE-Z sP7]% SRS s M|

;O

o

_I_4

4)Lemon and Verhoef(2016)Q] 7HL 91835192
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= itk RHES S YA ARlAE S Al = 1o, AT RIge @40 whed 4
2 Mz 7IelE 7190 AleshlE it Rupde] S wAgel] Fach g mRIAL . oYY

o2 ulgoe s Lo} ek

g= g 2%
- AElA gREviEe Dolge ojgsted] ANAAR
AP Ofy | - Dol BASR: e 1740 BolA sl T ofs) Hololstoz meAay 1
9I%to] 27
- SR $8% Aol EAkg
WERND of | - A% Ol MSstn, ol§si Aldol T
- TRt ol 2lsl Aol M JagiFe we
- 2Ul AR FEshe A 4SAEE SPIS o2 NS SPIE o
- mujole S5) AZe 9IA] JIN Al AR, ARM AZE Aelag Alggo =

2ol ol PEERLERE
FOfARCHs SOl Bt 83

- mulele £3t CoE QlEfuol At TAolYo] F03

T

Fgag o)y

PO 32 T touchpointsg 0| 8817] £ o710] 13, Fofol

Eo 7Moo g Jgke 9

- 178ojRAF 11780] A
e 7] 58

touch points @3F

D2hofg o - A2 ETS 5ol 2P 22 A Algol HeS %
AR - B8 elzelee) Azt mAe) IACVSE oA Aol Yolbeuiol met geby

- 1AL DHE]%P 0] Bc} 240 Mu|A A AJAEIS 125l Zlo] T Qsh

= a0
nhe ot - Mel A3 VERIA e 9IRS A5t glom, AR APl BEANS A
YEY Tl 2 2 99, o] 7S U8 WAl FHS TS Wast AL

- H%ELPJ ‘—ﬂﬁéo Elﬁz}%ﬁlfﬂra} A3t governance 29 &)o] Q3

T WA FA, YA, s oA o2 ARt
Arl, o) Zugr] 2¥a 329 A7) 239 g3o] Jhs
mot opgt A|AQl 4T a2 by A1 &

A
e v AKX
=M. 2Hogo] 2K tiARlo] EAs=71 ot A4 HARl gk RIS Aqtshe Aol
AR, multi touch pointsS 174 of/g ol A =0l P FALN? o ZYo] ol2jet As s

SE
Sl & 2917k st Aol
A, IS 229 o4 ofmet touch pointsE AHE

Algoll o2t vhE Sl Kl }ﬂﬂr@ Oim”ﬂ BHY=A] #9835k Aol
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Loz PR 9ojA EA Ex] BOIE ApRo| U NEslo] 71Fo] & A& 9y} 7]Fo] iy
3 AEAR] ogA e ARPEe RoiQlRE wale Zolt,

Fl

. Cjx|% Altfel D204
31 C|x|2 1740 (digital customer journey) 7{'d

Norton and Pine II(2013)9]] 9JstH n7RojQojt EX 178 AA™(specific touch points)S £l AL
Algshs BAE, Al R Aujaet 78 ubo] oAby, o E 2700 tisf] viee A9 meAAty
gtk o7]ofl= Aol Sfsh= AlFoly Mula SLOiA, o] &%, 0899 RE wpgo] motEch. EIF Sl
A Algshs A0le] Ald 7HE2 23eh AAo] ZEY, AR 530 7|4kg & ZaA|Ao|t ofgd

o] 7ol &fi, ofgA dojun} o] aPPo AEet 1O F7|7F FSIIX|E olslishe Zlo] ZFEQlch
ghd, Clark(2013)2 17802 BHE, AlF 52 WA e Au|Aet uMo] JeAgS SANE 1A%
= 7]&(description)sh= Zlol2} itk A= WAL 7| AHrlo] ﬁl*o}L AlFolu Au] 20
gis 7142} A71E Alsd #8F ofy2t Yot 71952 7}0155}?— & AHS AlRslistA sto dE
Ste HlZ2YA BHElS 7|0 =32 & 5 v AQ1 Zio|oh. 7Aool upEolut:
2ot AW A IES AR 2 Zojn] 23 %@% WA et oxE Alje) 17
o AR 7HEe] st ] ojgt FHEE Hobx L DAL 3o 2} TN thdol
Qlo] tjmiA o7k Ae Ustn ek,

074 ojxe 1740] o oxRaat SAH Bolxgh 1R Wast olck. 1 7o) oAEY 2¥e
elHalRe Fujo] o27)7txle] drle] olabARIPIo R TAEle] 9lee U4 9lrk. CleRt uf XA
T3o] 9ot tjmAQlZIo] AIDA 2@ | hierarchy of effects (Lambin, et. al.,1968), hierarchy of sequence
(Evans, et. al.,2006) 12]31 buying behaviour model(Howard and Sheth, 1969)o|ct. 714 To] Q18&| 11
A 48Xl Lof QAFAN =L Engel et al.(1978)9] five-stage consumer decision-making processo]tt.

Ir

o R

M 12

in o a
o>

- lo

) ol

K L';' 2
: DH

[
50
i

O1X](need recognition), AHXHEM(information searches), H7Halternative evaluation), —+0f(purchase)
J2j3 S e E(post-purchase) Q2 ©0]ojA]= TAo|t} o] BH2 WMO] QIXGAE A BARSL Ql1
£3] 189 AE(high-involvement products)of] & A-8.t]ojct.

ol2igh R yxEAIHol Agsh=tl HAPE Q7] dieol 179 RS tAld dsow, vAFow
Hass) s AmE "est ot & T pde) Alol2 Bl B Zolch

<E3 D7at 17 oA Rae] vl

Customer Journeys Customer Decision Making Models
FojEpgolN BolEls BE Y ALS w3 FulelarARo] ol27] sl Aotk A
aHgLE Gk aEd

ARA, AAA, BeH SUe 2

v

5)AMAIEE =0l Langhe et al.(2017), “Linear thinking in a nonlinear world,” Harvard Business Review, 95(3), 130-139. &%
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32 C|X|E 10N o8

Wolny and Charoensuksai(2014)0]] QJ5FH 1789] ojA-S 371K 8302 L=9ict

AR, 54 oA (impulsive journeys)oltt. o] ojAofxj= u7HO )
oAl = Lo SAEAS Sh7] ffet AEE AR ol Aoy A4, AlKIE ARE A :
17RO g 52 AAIEO] Qe AMEL tiEACl MRS dde A Tt pedt RO LEEE P
AeFste e 7Y, 354 52 WA iEARE ske ATl ATk

o]
S, w53 o4 (balanced journeys)olct. FlHu B27, GOl 72 EARICOL} WAIT #atop]
|

E T = odu Tu
o RS, UAD Ucel2 S6) FRRT oFS 2 ASolch Yoid 9ol FREAMN Bk sp
Heh= ol %%’5. ot L2t FuiejArAAo) o277kl thefet 245 F5l Y BEE A2
=200o]

U £290] of7lo] 43Itk & 4 ck.

(] T O
A, @1454% 2t 4% (considered journeys)olt}. 434 GAO] Stz 2l 493 fal AY7ist
Al 9 OgRt 22 - ®A AF 2R, 227, A 5 299 JiQ dojEHolA0] AsE A-2HE A
HE ARl AZieltt. oj2feh FE = ol 87t WAYSH % e 22 oAFERS Slgt ool E8d
q, 2HH, Kotler et al.(2017)2 11789] o35 bAd| 7[9he Fi Alde T FxAo] thES #slaL 4717]

998 NS, B o2 21l Qofstol el Holch)

<B4 D7019] 93
DOGR KNOR GOLDF ISH TRUMPET )
A' A? AN AM AS A Al A3 A A At A A A4 N ol : M‘\E:
17 ol s P
= P T T 1
3 ) e
L i — -
-M@xol 7|tje} Msre -of ol ARsHA -FiAE T
27 Y= ;};]'QLO]O e 27 7t oot == - HE2 Aol o5t o
AR o 1 N = ~ ~ =
T | ot ool me | TS ol GaAkEel | -mde g gt | - A4 Adle A=l
e = A=} w5
_ZAq} otedst 2o - A H =2 2
_%7_:1‘@‘0] E‘]-H%] ul _ 75”%‘ Hacy 1Qr}\]' E‘Eﬂ ““_}‘jo} ST (] o;;%EE \:171]
o Ex O e L olujx|Z 7Ix 1 oS DEL RN
1\\_1:\:! :fg DHﬂ (¢} 71‘|TL‘PﬂO] \j ;\.1;7(]/\:] [¢] —erK‘]ﬁ}L]-Oﬂ PATS _ Kﬂﬁ;q_ 715t 1RAS O]
-oko AR Hac x| - J}EojsyArE = o & ‘o LoD
BT ‘0’0 T T« S 1 o’o®E olsEC. H}O RO O]E
coo= Co o= Yla

3.3 C|X|& 11704 (customer journey) H|MHHMd

HMERO] A ”loAE 178 oJF2 AM3(linear & funnel)O2 B Qlct =, QIX|ofA] oo o]2f=
S A9 ALA ol A ypger By Qloy. AWt o] REQl Zlojok o Lewis®] AIDARY

(Attention, Interest, Desire, Action)9] &Atut o]t 1 £9] stAldo| Ruckerdld] 1= 4AS A|A|5H
ATt Z, Aware, Attitude, Act, Act AgainQlt]] Lewis® Interest, DesireS $15to] Attitude2t 59911, Act
Againg 715t

o] Rae AYAQl Ay 2L 1A oge st 8P 8T 4 ok 5, 1S BAE
chsh Ui 1(Aware) BAMEE FolstLt Aofshi(Attitude) TR o35 AFstn(Act) A7l T}
SLR] ZR(Act Again)shs W) 3PS AT of WS AR A(path)E WATH Zolsl, 7|2l
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2 Satspl HRA 710 SAlsto] 9l nAelgelck, AR Alcjol SlojAl of2iat A
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g 1
ojaL ZHIAR! Aur] §F o2 ol SAl 2 Bat At

O O O \l/
O O O "y I

Awareness Familiarity Consideration Purchase Loyalty

5, ZUZARZ gfiE= gAIE A0 252 A oy £2-0]al fAI%e] R H40] 7HsSt
7] 2ol ARAGA, L2ATA, oA ogS FAsH Ao 2 A A =T ZIdAlY] A
Fao] 2 8E2 741 de il 2AS2 Juitls BE AR disiM s JERY oIt AlE 2RE
st o]l Z AR 4 AEAIE A9 adutjol YEHS Faf ASstal gt il 7t AES
AMEARE A A9 ADEES FM AFPS otk 139 8¢ 7ldie Aol EMIY AR
BRico] dfs vy =2 22 deARe Sl a4 7idPE ASsiA vl Qi ol2fst ERE
JefotH wot HTh

<E5> TR AlT] olHut cixg Alefe) b

YAE Al o]d YA Al
B3 ol Sxbeel Auol ojet | The Aol @28 £9) 21 85 (ask-and-advocate)shs Tl ol
s [} 2 AXst=0d] olojix] Bolo = 71 Ol Xl od&FQ. "uto.
EHE 7‘;%‘ 7H\:'E‘:!J_’_‘7—}|" AR 75% Z‘qo A HiE=E oo} ﬂ 01 1 \_\_]E EEp)qlL prym Ed-Oﬂ co= tuo
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Court et al.(2009)9] -t st Cix|Ed Althe] 7o Addo] ohet &89l wjAg(circular
journey)etil SH}7). 4710] THAlR SRSt £7] AT, ASAQ BriEA E2 AR Ay,
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2

Consumers add or subtract
brands as they evaluate what
they want.

1

The consumer considers
an initial set of brands,
based on brand perceptions
and exposure to recent
touch points.

3

Ultimately, the consumer
selects a brand at
the moment of purchase.

Initial-
consideration

i Moment
of
set Al purchase

After purchasing a product or service,
the consumer builds expectations
based on experience to inform the next
decision journey.
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Sector consideration evaluation loop! set consideration
Autos I 53 [ 0 N7 38 22
Personal computers | Kl Il 24 B 27 1.7 1.0
Skin care I 38 I 37 M 5 15 18
Telecom carriers B 38 [ ] B 42 156 09
Auto insurance | RE] | K] I 72 32 14

<JA5> 1780 v]M3Ade] Ak

L o o

=, 7870 QlojAf a7Ho] (empowered consumers)o] “Jete Qict. 17Ho] ORAE{OA UJX|= T
Hol oHAEZE AZMoA UlRle JTEET FastA Hlth a7io] 1Mool meAA FAES THIA

38 Journal of Venture Innovation, 2018 6. Vol.1 No.1 (First Issue)



L ERLE R L

Hozx 17 2% 08 (consumer-driven marketing) & Q5H Ect AMAUoAQ] A4S A8t 1bA
AR RNE] A|SHt Cio] 2o BTG QEME §3 2R, AL 74E0) 3] o3t FH 5
al

Ak oY Zeol SasP Hdth 132 wARE PR ar), 22491 MRl F)o] 7] uH
AN 21%9] 8152 AA|sHE Zlo] F7IEA| oA = 37%=2 S7teit:

Store/agent/dealer interactions
Word-of-mouth L
Consumer-driven marketing —| Online research N
Offline and/or print reviews

Past experience 24 37

Traditional advertising 10
Direct marketing - 5
Company-driven marketing — Sponsorship i
In-store product experience 26 22
Salesperson contact
Initial- Active Closure
consideration  evaluation
sel

<O86> nMolY HdFPor Qg Hot gAY 524 B
AR, £

A&EE Aol2=
F7toll it JES

F4 oAARel FR3 AP} o2 17 ofge
7ol Foho1o] 60% oltol Fohe 22NN AT
7] ol golAE AT 23 olick. BHES] FY
%

2 Holg w2 & FR7F ed st 584 3/ (active loyalists)o]al ThE Shbe= £3589
& 1 78(passive loyalists)o|c. AA= BT o] ofalg 7K1 HAARA Fol 9le Watotzt EfQlof|A|
AT FRAR ¥, $A: BEo] 37 ”015} | FoWANE BE Q= ol
ol52 YRtE0] Le0] HeHlolsh= olRE Aled B¢ 7 ke F-Rolth Molenaar(2010)= HoiEAI2}
Y|P dS 2o =291 Av|A s EE“% 7eFstdc}. ORCA(Orientation, Research, Communication,
: ¥

ok 23 3.00j4s n7he A YEbdgl 4TS

2 48 & wolzt Bo
Siol chet AL ALgSHE SAo] Yok Be MASS AE AEuo] ol MEA At 2o o
g A1 2ol a2a] ghechs Ztolot,

Orientation Research/Information Communication Action

Trading
‘ 3 sites

| Google/
| Yahoo

Comparison

[ | [

/_\ ] = —
(  Problem/ | ( Choice/decision ) Shop/

\ need / S dealer |
S =

- | +
|
L . | Brandsites |>-i Web-shops |.J |
|
| o +
Orientation [ | Decision

Surfing,
chatting,
Twitter,
Google

Buying

<3™7> 170 WAy 25 0 ORCA 29

o,
a]
odh
rlo
Mo
=
uj
rO
1>
rO\'
o
e,
[
=)
i
1s)
rlo
=
e
jn
o,
i
ofo
1
rr
>,
mlm

Zeret Zlojoy. AR FEE

HNHNAT H1A 12 (FU2) 39



ARl Aol £, vlmAtol =2 Ba) 2AEck o} oAbl HE FAA Alo|EL UhY 5 i
g SEA2S F5 4Bk MobifyAH2016)0] o5t Butlo] MEA Tof 2] B¥E shjsho
ch39] 3714 3ol Slckn gk,

A, 74g0] Puf Zup] Ryl ANSL 9t S AUHc. muide $Rsts A9 16%0)
Jo Pt Qloic. AP ol2olA AAISHE 2Pl Malchil ASRE Bk @ Aslos Amc 9l

A2fgi.

¢

SR, o Zu7] 239 £7to| o]t w2 117Ho] Instagram, Facebook, Pinterest 52 &8 )
o] 24 oltiolr}t o} Zuslo] Fchet G oAtk olo] 7o} olwg s Pu) U] 57 WA=

UF2 oot 797t Bolgth 44 vlcjel 448 BEskY 20%9 o) F7b} ALk

A, 0] Aol 791 ATyl Solon 1 N B ek G 2§ 1/40] S19le Bt
95| 1 Afo|ES Wtk Gtk 12 G0z TRt it oxjstoR Jof BoR Sokect of
A rlge] 14elgo] ket AL olAlo@A o ol 17 ofge SiAA HEMe e Zlo| ofjz

MPAHS 71Al 4tbof] gle 0]82 ZMOT, showrooming, webrooming 7|0 &%

i

SR, Lecmsk1(2011) Zero Moment of Truth (ZMOT)E AA|st =0 o)7L st A4 0jgo] Y E
A Sofl AEFold AE|AZE D7ofA] A E =EEHE ot &, 2utd, PC 5 2 &R/Y dAE 7))
oA sholl = 2T doju= OJARAARQ] w{tS BARRE &ofolth Aol EAfsts REe BIE9] Adgat
ATE 7Heste ol

=/, Butler(2013)9] showroomingZi'go|t}. 17852 E2AQl AlE2 A7oM i o] qARE7Z2
2RIoA sh= e = &ololtt. I olf B9 st 7149 Hlwrt 2efRIFoIA sh= o] &olst
7] tizoltt. ol 2RIl uMSL AR Rldos UZIHA 2efololA oS shAl "ot

ARl, Philips(2013)°] webroomingZi'golty. 1AS2 FHEMS 2oz st Lifle 7oA sh=

322 showroomingit ¥HiE]= 7l do|ch

AeAor ol2fel A2 WASo] AR =4 HEAEY oo =E&dte Aoldh. 2 ol2igh 24
42 ol §Aola, 1Mol WA 5 2FA] ot Aoldh. 5|y FEIt EHNo=r FUtShe
HAE AAA 94/\}757‘3 U E*%fﬂro}ﬂ A3t WAl dgto s BHASE Zlo® Bo Aok
o]/fo] =05 QofstH 138t it

n £

[

\  NEW
{ THE LOYALTY LOOP ) JOURNEY

)
\Band — | // nsider

<a38> CAIE Aldje] n7jeld w3y

71& 378X (classic customer journey)dAl= IZHELS 77H A Z1(the loyalty loop)of] £0]7}17]

B

8)Edelman and Singer(2015)9] 128 91851%&

40 Journal of Venture Innovation, 2018 6. Vol.1 No.1 (First Issue)



CLEREERL

Ao FRlstHA T@Adz BHE Oﬂ Oigt 12jet Fr7 @A AXle ez By Qi IR 42 A8+
e BHE A= olojd Al= e vfet FIIAAIS AISEgctal B Qltt. ¥ 4X|E Algje] 174
of7J(digital customer journey) E%E 1HTHAE SFY BESAY A5 TAIE AYE ol A
I B Fmo S0k 2 KoM HEA "ok Eot 2919 S ERIAl A= ¥l advocate T
7} ekt
v. 2 2

gxE Aldje] n7Bojigol QlojAl oA il {hHSHease and simplicity) AMH]A AlEZ &3 1A
ARE & A9 L3S £0i5E 2 tiHs] 5ag olnrt EIh HAIE AlgY] 17862 Tt JElR

3 o

5] 2ZefRUSOIMTE o] fof A= 74, 22fRloflA AlRSHA Aol Bue 4 ${webrooming),
A 2eeloz Bus 7df(showrooming), €3] AHOIATE o] F0f A= Feolot. AL
o] AMdie]= u7Moj&(digital-first customer journeys)o] MEXQl 178 oWt D HIIE LI =0 Fjog
UERG T QlcKDahlstrom and Edelman, 2013)= AAS £2=2% "Q 7t 9lot,

& AFoME 7189 1S AYstal RASks oAl EOiPE © ol Z2Tr] 239 HAA
Pge o ol dAg Adels A 9882 J1E 97E oz pueunt fick Bt g
A7t Sl ElololshANIE TR Altkel ol e off Alel Aoy 2ol sl b
T2 Qi Fhdol A % ik 2 ojge] ate] uHBAE TlEo] oPY Melolt 1)
oM B2 AAMEE S Qo

c}So] ARRISS DG 7 4 9l3, Eat ol EATAolcY,

Ar, 9A2 Aldio] SHA FJJM’@% NS gArQlstal o] & SRS ] ¢t gAE ws(digital

transformation
=, 77“047‘*94 mﬂ}g Oljel

r_t > r_t
AP ot o o2k
oo 4% ox

E
ruE
_O'y‘
_J;Jl

% 9l weto] ofRiEjofof gy,

2 A7 DAY RAATE o olRof Moo, ojd] Uit AZA A7t ZHojslo] k. P
ORI DS e Wt ik obgl AlEE AE 17
H

REFERENCE

Asif, C., J. Hiraoka, T. Jones, and P. Vohra(2016), “ Digitizing customer journeys and processes :
Stories from the front lines,” Digital McKinsey, Mckinsey.com. 1-7.

Berry, L. L.(1995), “Relationship marketing of services : Growing interest, emerging perspectives,”
Journal of the Academy of Marketing Science, 23(4), 236 —245.

Bianchi, R., M. Cermak, and O. Dusek(2016), “More than digital plus traditional : A truly
omnichannel customer experience,” Operations, Mckinsey.com. 1-7.

Bitner, M. J.(1990), “Evaluating service encounters : The effects of physical surroundings and
employee responses,” Journal of Marketing, 54(April), 69-82.

Bitner, M. J.(1992), “Servicescapes : The impact of physical surroundings on customers and
employees,” Journal of Marketing, 56(April), 57-71.

HNRINAT H1A M2 (B2) 41



Bitner, M. J., A. L. Ostrom, and F. N. Morgan(2008), “Service blueprinting : A practical technique
for service innovation,” California Management Review, 50 (3), 66-94.

Bolton, R. N. and J. H. Drew(1991), “A multistage model of customers assessment of service
quality and value,” Journal of Consumer Research, 17(4), 375-384.

Bolton, R. N., K. N. Lemon, and P. C. Verhoef(2004), “The theoretical underpinnings of customer
asset management : A framework and propositions for future research,” Journal of the
Academy of Marketing Science, 32(3), 271-292.

Bommel, E., D. Edelman, and K. Ungerman(2014), “Digitizing the consumer decision journey,”
Digital McKinsey, Mckinsey.com. 1-8.

Brodie, R.J., L.D. Hollebeek, B. Juric, and A. Ilic (2011), “Customer engagement : Conceptual
domain, fundamental propositions, and implications for research,” Jjournal of Service
Research, 14(3), 252-271.

Brown, T.(2008), “Design thinking,” Harvard Business Review, 86(6), 84-92.

Butler, M. (2013), “Showrooming : Are retailers ready to embrace it?,” 7he Guardian Report, May 2013.

Canfield. D. S. and K. Basso(2017), “Integrating satisfaction and cultural background in the
customer journey : A method development and test,” journal of International Consumer
Marketing, 29(2), 104-117.

Clark, D.(2013), “Using social media to map the consumer journey to the customer experience,”
My Customer Report, May 2013.

Court, D., D. Elzinga, S. Mulder, and O. J. Vetvik(2009), “The consumer decision journey,”
McKinsey Quarterly, 2009(3), 1-11.

Dahlstrém, P. and D. Edelman(2013), “The coming era of ‘on-demand marketing,” McKinsey
Quarterly, 1-8.

Darley, W. K., C. Blankson, and D. J. Luethge(2010), “Toward an integrated framework for online
consumer behavior and decision making process : A review,” Psychology and Marketing,

27(2), 94-116.

De Haan, E., P. K. Kannan, P. C. Verhoef, and T. Wiesel (2015), “The Role of mobile devices in
the online customer journey,” MS/ Working Paper No. 15-124. Cambridge, MA: Marketing
Science Institute

Desmet, D., S. Markovitch, and C. Paquette(2015), “Speed and scale: Unlocking digital value in
customer journeys,” Operations, Mckinsey.com. 1-9.

Dholakia, R. R., M. Zhao, and N. Dholakia(2005), “Multi-channel retailing : A case study of early

experiences,” Journal of Interactive Marketing, 19(2), 63-74.

Dias, J., O. lonutiu, X. Lhuer, and J. van Ouwerkerk(2016), “ The four pillars of distinctive
customer journeys,” Digital McKinsey, Mckinsey.com. 1-5.

Dwyer, F. R., P. H. Schurr, and S. Oh(1987), “Developing buyer-seller relationships,” journal of
Marketing, 51(April), 11-27.

Duncan, E., H. Fanderl, N. Maechler, and K. Neher(2016), “Introduction,” Customer experience :
Creating value through transforming customer journeys, McKinsey & Company, 1-7.
Edelman, D. and M. Singer(2015), “Competing on customer journeys,” Harvard Business Review,

93(11), 88-97.

42 Journal of Venture Innovation, 2018 6. Vol.1 No.1 (First Issue)



L ERLE R L

Ehrlich, O., H. Fanderl, and C. Habrich(2017), “Mastering the digital advantage in transforming
customer experience,” Customer Experience, Mckinsey.com. 1-6.

Engel, ]J. E., D. Kollat, and R. D. Blackwell(1978), Consumer Behavior, Dryden Press, New York.

Evans, M. J., J. Ahmad, and R. F. Gordon(2006), Consumer Behaviour, John Wiley & Sons,
Chichester, UK.

Frambach, R. T., C. R. Henk, and V. K. Trichy(2007),“The impact of consumer internet experience
on channel preference and usage intentions across the different stages of the buying
process,” Journal of Interactive Marketing, 21(2), 26-41.

Gulati, R. and J. B. Oldroyd (2005), “The quest for customer focus,” Harvard Business Review,

83(April), 92-101.

Gupta, S. and V. A. Zeithaml(2006), “Customer metrics and their impact on financial
performance,” Marketing Science, 25(6), 718-739.

Haubl, G. and T. Valerie(2000), “Consumer decision making in online shopping environments :
The effects of interactive decision aids,” Marketing Science, 19(1). 4-21.

Hollebeek, L. D., M. S. Glynn, and R.J. Brodie(2014), “Consumer brand engagement in social media

. Conceptualization, scale development, and validation,” Journal of Interactive Marketing,
28(2), 149-165.

Howard, J. A. and J. Sheth(1969), The Theory of Buyer Behavior, New York: John Wiley & Sons

Jeanne, L.(2014), “Innovative ways companies are using design thinking,”~ Sirategy and
Leadership, 42(2), 40-4b.

Johnston, R. and X. Kong(2011), “The customer experience : a road-map for improvement,”
Managing Service Quality: An International Journal, 21(1), 5-24.

Kotler, P., H. Kartajaya, and 1. Setiawan(2017), Marketing 4.0 . Moving from Traditional to
Digital, John Wiley & Sons, Hoboken, NJ.

Kumar, V and W. Reinartz(2006), Customer Relationship Management @ A Databased Approach,
New York : John Wiley& Sons.

Kumar, V and D. Shah(2009), “Expanding the role of marketing : From customer equity to market
capitalization,” Journal of Marketing, 73(Nov.), 119-136.

Kumar, V., J. A. Petersen, and R. P. Leone (2010), “Driving profitability by encouraging customer
referrals : Who, when, and how,” Journal of Marketing, 74(5), 1-17.

Kumar,V., V. Bhaskaran, R. Mirchandani, and M. Shah (2013), “Creating a measurable social media
marketing strategy : Increasing the value and ROI of intangibles and tangibles for hokey
pokey,” Marketing Science, 32(2), 194 —212.

Lambin, J. J. and K. S. Palda(1968), “Parameter estimates for optimal marketing decisions,” AL
King Marketing and the New Science of Planning, Marketing Association, Chicago, 69-74.

Langhe, B., S. Puntoni, and R. Larrick (2017), “Linear thinking in a nonlinear world,” Harvard
Business Review, 95(3), 130-139.

Lavidge, R. J. and G. A. Steiner(1961), “A model for predictive measurements of advertising
effectiveness,” Journal of Marketing, 25(Nov.), 59-62.

Lecinski, J. (2011), Winning the Zero Moment of Truth (ZMOT), Vook, June, ASIN

Lemon, K. N. and P.C. Verhoef(2016), “Understanding customer experience throughout the
customer journey,” Journal of Marketing: AMA/MSI Special Issue, 80(Nov.2016), 69-96.

HNHNAT H1A M2 (FU2) 43



Libai, B., R. Bolton, et al. (2010), “Customer-to-customer interactions : Broadening the scope of
word of mouth research,” journal of Service Research, 13(3), 267-282.

Mobify(2016), “Mobile killed the marketing funnel,” Mobify Research and Development, 1-7.

Molenaar, C.(2010), Shopping 3.0 - Shopping, the Internet or Both? Gower Publishing, Surrey

Morgan, R. M. and S. D. Hunt(1994), “The commitment-trust theory of relationship marketing,”
Journal of Marketing, 58(July), 20-38.

Neslin, S. A., D. Grewal, R. Leghorn, et. al.(2006), “Challenges and Opportunities in multichannel
customer management,” Journal of Service Research, 9(2), 95-112.

Norton, D. W., and B. J. Pine I1(2013), “Using the customer journey to road test and refine the
business model,” Strategy and Leadership, 41(2), 12-17.

Oliver, R. L.(1980), “A cognitive model of the antecedents and consequences of satisfaction
decisions,” Journal of Marketing Research, 17(Nov.), 460-469.

Parasuraman, A., V. A. Zeithaml, and L. Berry(1988), “SERVQUAL: A multiple-item scale for
measuring consumer perceptions of service quality,” Journal of Retailing, 64(1), 12-40.
Parasuraman, A., V. A. Zeithaml, and A. Malhotra(2005), “E-S-Qual : A multiple item scale for

assessing electronic service quality,” Journal of Service Research, 7(3), 213-233.

Payne,A. and P. Frow(2005), “A strategic framework for customer relationship management,”
Journal of Marketing, 69(Oct.), 167-176.

Philips, C. (2013), “Webrooming : New trend holds promise for in-store sales,” Power Retail
Report, Apri 2013.

Puccinelli, N. M., R. C. Goodstein, D. Grewal, R. Price, P. Raghubir, and D. Stewart(2009),

“Customer experience management in retailing : Understanding the buying process,” Jjournal
of Retailing, 85(1), 15-30.

Punj, G.(2012), “Consumer decision making on the web : A theoretical analysis and research
guidelines,” Psychology and Marketing, 29(10), 791-803.

Reinartz, W. and V. Kumar(2000), “On the profitability of long-life customers in a noncontractual
setting : An empirical investigation and implications for marketing,” Jjournal of Marketing,
64(October), 17-35.

Reinartz, W., M. Krafft, and W. Hoyer(2004), “The customer relationship management process : Its
measurement and impact on performance,” Journal of Marketing Research, 41(August),
293-305

Rust, R. T. and T. Chung(2006), “Marketing models of service and relationships,” Marketing
Science, 25(6), 560-580.

Rust,R.T, K.N. Lemon, and V. A. Zeithaml (2004), “Return on marketing : Using customer equity
to focus marketing strategy,” Journal of Marketing, 68 (Jan.), 109-127.

Shah, D., R. T. Rust, A. Parasuraman, R. Staelin, and G. S. Day (2006), “The path to customer
centricity,” Journal of Service Research, 9(2), 113-124.

Sheth, J. N.,, R. S. Sisodia, and A. Sharma(2000), “The antecedents and consequences of
customer-centric marketing,” Journal of the Academy of Marketing Science, 28(1), 55 — 66.

Skinner, C.(2010), “The complete customer journey : Avoiding technology and business barriers to
measure the total value of media,” Business Strategy Series, 11(4), 223-226.

Solomon, M. R.(2002), Consumer Behavior: Buying, Having, and Being, Prentice Hall, Upper
Saddle River, New Jersey

44 Journal of Venture Innovation, 2018 6. Vol.1 No.1 (First Issue)



L ERLE R L

Tschimmel, K.(2012), “Design thinking as an effective toolkit for Innovation,” Proceedings of the
XXIII ISPIM Conference 2012, Barcelona, Spain.

Verhoef, P. C. (2003), “Understanding the effect of customer relationship management efforts on
customer retention and customer share development,” journal of Marketing, 67(Oct.), 30-45.

Van Doorn, J., K. N. Lemon, V. Mittal, S. Nass, D. Pick, P. Pirner, et al. (2010), “Customer
engagement behavior : Theoretical foundations and research directions,” Journal of Service
Research, 13(3), 253-266.

Voorheesa, C. M., P. W. Fombelleb, Y. Gregoirec, S. Boned, A. Gustafssone, R. Sousaf, and T.

Walkowiakg(2017), “Service encounters, experiences and the customer journey : Defining
the field and a call to expand our lens,” Journal of Business Research, 79. 269-280.

Wolny, J. and N. Charoensuksai(2014), “Mapping customer journeys in multichannel
decision-making,” Journal of Direct. Data and Digital Marketing Practice, 15(4), 317-326.

Zeithaml, V. A.(1988), “Consumer perceptions of price, quality, and value: A means—end model and

synthesis of evidence,” Journal of Marketing, 52 (July), 2-22.

HNAHNAT H1A M2 (FUZ) 45



Customer journey in the digital age
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Abstract

As the radical advances of digitalization, our daily life have been fundamentally changed. As a result, the
customer journey also changed as compared with previous periods. This study analyzed customer journy of digital
age. First, historical trends and issues of customer journey research were analyzed. Second,

Comparative analysis of customer journey of digital and previous age were conducted. No more funnel model
of customer journey which assumed hierarchical and linear paths was valid. Customer journey of digital age will

be non-linear and circular paths.
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