
Using Analytics to 
Manage and Master 
the Shopper’s Journey 

ABERDEEN
GROUP



Only 36% of companies 

map customer journeys. 

However, those that do 

achieve 54% greater 

year-over-year increase 

in return on marketing 

investments (ROMI) and 

79% greater increase 

in cross-sell / up-sell 

revenue, compared to 

those not managing 

customer journeys. 
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Customers Are on a Journey: Are 
You with Them or Playing Catch Up?

Companies need to map and manage customer journeys across an ever-

increasing number of channels. Indeed, Aberdeen’s May 2016 study – CEM 

Executive’s Agenda 2016: Aligning the Business Around the Customer – 

showed that 58% of businesses use at least eight channels to interact with 

consumers. That’s twice as many as they were using four years ago.

There is no single way that consumers get to a company and its products. 

Therefore, to meet and exceed the unique needs and expectations of these 

consumers, companies must map, design and manage different buying paths. 

Ultimately, it is a data-driven approach to journey management that differentiates 

firms that are accomplishing this from those who are continually playing catch up.

And here’s something to think about: While only 36% of companies actively 

map customer journeys, those that do see a 54% greater year-over-year 

increase in return on marketing investments (ROMI) and a 79% greater 

increase in cross-sell / up-sell revenue. 

Journey Management and Data 
Management Go Hand in Hand

Different buyers have different behaviors and different preferences. These 

differences are often expressed in the way customers interact with a 

business. To account for these differences when managing the buyer’s 

journey, companies must capture relevant, timely, and accurate customer 

data. Unfortunately, Aberdeen’s June 2016 study – Getting Ahead In 

Customer Analytics: Which Technologies Do You Need To Succeed? ¬ 

revealed that only 15% of companies are fully satisfied with their ability to use 

data when managing customer conversations. 

http://www.aberdeen.com/research/12453/12453-RR-CEM.aspx/content.aspx
http://www.aberdeen.com/research/12453/12453-RR-CEM.aspx/content.aspx
Getting Ahead In Customer Analytics: Which Technologies Do You Need To Succeed?
Getting Ahead In Customer Analytics: Which Technologies Do You Need To Succeed?
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Companies with a journey management program are 33% more likely to 

be satisfied with use of data in customer conversations. These firms have 

a sound data management strategy. 

Companies with a Journey 
Management Program

All Others
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The existence of disparate data silos across the business is the top reason why companies 

struggle to build and manage a truly data-driven customer journey management program. 

These silos arise when companies fail to integrate their enterprise systems, such as marketing 

automation, CRM, ERP, and e-commerce. By contrast, research shows that companies with a 

formal journey management program are 64% more likely to have integrated these enterprise 

systems and built a unified view of the customer journey. Such an approach helps companies 

achieve the results illustrated in Figure 1. 

As it turns out, companies that have established formal journey management programs are 

33% more likely to be satisfied with their use of data in customer conversations. This finding 

underlines the point that customer journey management and strategic data management are 

mutually reinforcing.

Figure 1: Top Reasons Why You Need to Manage Customer Journeys
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You Implemented a Journey Management 
Program: Now What?

Naturally, it is not enough to want to manage customer journeys. In order for your journey 

management program to bear fruit, it needs to implement the most effective tactics. 

One such tactic involves using customer data to trigger specific messaging activities; top-

performing firms are 74% more likely than others to do so. Trigger messaging works in 

this way: Brands monitor consumer behavior sentiment through all phases of the journey. 

They then use the insights gathered to trigger specific, contextual (personalized and timely) 

communications aimed at addressing buyer needs. These messages are timed and designed 

to move particular buyers to the next stage of the journey, be that purchase, cross-sell / up-

sell, loyalty, or referrals. 

Companies use business intelligence as well as real-time reporting and alerting solutions to 

deliver these trigger communications across all channels. The data used for this real-time 

analysis must represent a unified view of the customer journey, i.e., it must reflect the seamless 

integration of data from all enterprise systems. With this level of integration, analytics can 

provide companies with answers to questions such as:

What specific 

product meets the 

needs of this consumer 

at this time?

At which price point 

is the consumer most 

likely to buy?

To which channel should 

we drive the consumer to 

maximize the likelihood 

to purchase?
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Research shows that companies successfully managing customer journeys are 4.9 times 

more likely to analyze customer data to define trigger events aimed at supporting journey 

management activities. These trigger events will result in communications such as sending 

a mobile notification to a consumer reminding them of an item in her shopping cart (and 

encouraging them to purchase it), or simply providing consumers with a post-delivery survey 

requesting a product review on the company website.  

Since almost all journeys span multiple channels, maintaining message consistency can pose 

a challenge. As you might expect, our research shows that companies executing top-notch 

journey management programs are 34% more likely to ensure consistency of conversations 

across all channels.
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Key Takeaways

Customer journeys are complex and dynamic. Buyer expectations and preferences evolve over 

time, and consumers may frequently change channels when interacting with a business. 

Regardless of such changes, the ultimate objective for companies managing customer 

journeys must remain the same: driving loyalty and advocacy. Getting there means successfully 

communicating with customers at all the phases of the journey (i.e. awareness, consideration, 

purchase and loyalty), as well as ensuring that, in the end, customers are satisfied, continue to 

be loyal to the business, and refer their friends and family. 

Accomplishing all this is no easy feat. However, businesses that succeed in building and 

managing a top-notch journey management program enjoy rewards such as revenue growth, 

reduced cost to serve clients, and enhanced brand equity.  

Companies achieve these results by first streamlining data flows throughout the business 

and ensuring consistent data quality. This data, in turn, helps generate an accurate analysis 

of customer behavior and customer sentiment, analysis that drives precise journey maps as 

well as potential buying paths. Such insights ultimately allow companies to deliver trigger-

personalized and consistent communications to customers across all channels. 

If you don’t yet have such capabilities in place, we highly recommend taking the first steps to 

make them a part of your business. Doing so will help you better align your performance with 

the results illustrated earlier in this eBook.

Request a Demo
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