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INTRODUCTION

 

This is where the Customer’s Journey comes in. Also known as the “Path to Purchase,” 
this determines how a customer comes into contact with your brand, where they seek 

more informaion, and, crucially, how they make the decision to purchase. The 
Customer’s Journey should make it easy for a company to idenify pain points and 
weak spots in the path to purchase a product or service. In order to understand this 

path, it’s vital for a company to gather insights about their customer demographics, and 
what devices those customers are using to come into contact with the brand.

Do you ever wish you could really get 
inside the head of your prospecive 
customers? Someimes the way they 
choose and buy products can seem 

inexplicably random – and you can 
never be quite sure if you’re hiing the 
mark in terms of markeing. Are you 
puing enough revenue into the correct 
adverising streams? Are you benefiing 
at all from social media markeing? If 
only you could unlock the secrets to 
how and why customers make the 

purchases they do, you could much 
more easily tailor your markeing 
strategy – and possibly reap huge 
rewards.
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In this e-book, we’ll examine how to determine 

who your customers are and how they’re 

shopping, as well as what devices they’re using 

the most to connect with your brand.



WHO ARE YOUR CUSTOMERS?

PART 1
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Your customers could come from all 
walks of life, but unless you take the 
ime to interview every single one of 
them, there’s no way to know for sure 

who’s purchasing from you – or is there? 
Fortunately, advances in technology can 
enable companies to discover a lot of 
informaion about their customer base, 
which can then be used to help beter 
determine what items to stock, where 

customers are primarily purchasing 
goods, and even what markeing and 
adverising strategies to choose.

DEMOGRAPHICS:
Things as simple as age and gender can go a 
long way towards determining who your most 
frequent customers are – and someimes that 
can make a huge difference when it comes to 
markeing and adverising. If you can target 
specific age ranges and genders with various 
markeing campaigns, you may see an upick 
in sales as a result.

By using methods like passive digital behavior measurement, web traffic monitoring, 
surveys, and other anecdotal research, a business can find out a lot about their 
customers – and use these metrics to create a solid snapshot of who those customers 
might be.

Here are three important pieces of digital tracking 

informaion that can be gleaned from examining customer data:



Other useful demographic informaion you can use would be the household 
budget, so you can beter set price points on your offerings, as well as the locaion 
of your customers.

Digital tracking also allows you to see where your audience is heading ater they leave 
your website or a compeitor’s website – or at what point in the path to purchase 
customers tend to drop out. Once you’ve gathered data to idenify the Customer 
Journey, you will uncover hidden paterns, insights, and opportuniies.
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PURCHASE 
PATTERNS & OTHER 
HISTORICAL DATA:
Online shopping can provide a wealth of 
customer data thanks to advances in 

digital tracking research. By examining the 
path to purchase for your targeted 

customer, you can examine where and 

when in the digital journey buying 
decisions are made. This allows you to 
adverise at the right moments.

HOW THEY’RE 
HEARING ABOUT 
YOU:

It’s a common box on a business’s 

quesionnaire: How did you hear about 
us? These days, it’s not just about 
learning of good word-of-mouth 
(though that always helps) – rather, now 
it more leans towards the digital side of 
things, and what websites potenial 
customers are visiing to learn more 
about you.
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90% of consumers report that their buying decisions are influenced by online reviews, 
according to Business 2 Community, so it may be worth invesigaing what sort of 
impressions reviews are creaing for your business. Also, digital markeing and 
adverising, no mater how small, can play a huge part in how potenial customers are 
influenced towards the path to purchase.

An aricle by Google, for example, points out the importance of “display impressions” 

– or, how potenial customers can be influenced simply by seeing ads.

"Any display ad seen by a consumer can have an impact on her buying behavior, even 

when she doesn't click,” the aricle reads. “In general, display impressions tend to act at 

the beginning of the purchase path 33% of the ime and in the middle 45%. They play 
a role at the end of the journey about 23% of the ime.”

“It shows how mobile, social media and the web have changed customer behavior.
It demonstrates the need for the enire organizaion to adapt. It encourages people 
across the organizaion to consider the user’s feelings, quesions and needs. This is 
especially important with digital products and services.”

In this way, determining a customer base as well as mapping out their path to purchase 
can benefit both company and consumer.
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Ater a company has examined these three 
factors, they’ll be in a prime posiion to put 
together a customer journey map that will 
allow them to have a beter view of an 
individual customer’s buying process. “A 

customer journey map puts the user front 

and center in the organizaion’s thinking,” 
says an aricle on the Customer Journey from 
Smashing Magazine.
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WHAT DEVICES ARE THEY USING?

PART 2
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Smartphone, tablet, laptop, PC – when it 
comes to making online purchases, 
consumers currently have a number of 
avenues at their disposal. Which device 
they choose can be determined by a 

number of demographic factors: age, 
income, and more. For example, research 
has found that millennials – being a 
demographic that is completely in tune 
with the digital world – are far more 
comfortable making purchases online.

In an aricle by Forbes, it’s noted that, 
“Every store in the world is literally in 

Millennials’ pockets; they can hang out 
with their friends, sip lates and shop 
online – all at the same ime.” If your 

customer base skews towards millennials, 
it would be worth using digital tracking 
measurement to see which devices they’re 

using the most in order to best opimize 
their shopping experience.

It’s becoming even more important to 

determine which devices your customers 

are using because, although there’s sill 
enough evidence to support that many 

online purchases are made via laptop or 
PC, many are predicing that digital 
shopping will move more towards mobile 
phones as technology advances. Markeing 
Land discusses a Google study of how 

consumers are using their phones to shop: 
“Rather than dedicaing periods of ime 
to researching products on a desktop or 

laptop, we now turn to our phones in a 

series of small ime increments, says 
Google. The company is calling this new 
behavior — these short bursts of acivity 
that occur primarily on mobile devices — 

micro-moments.”

The aricle goes on to cite a Google study 
with Ipsos that found that “60 percent of 

online consumers said they now make 

purchasing decisions faster because of 

online research now compared to a few 

years ago” – and that brands must now work 
to be visible in that small ime frame when 
customers consult their phones during the 
purchasing decision-making process.



For more on market research, metrics, & measurement, visit

luthresearch.com

At the end of the day, it’s about understanding the path to purchase and what 

strategy and increase your ROI.
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This same lesson can be applied to any plaform 
that's   being   used   frequently   by  consumers:

companies  must  find  a  way  to  grab  atenion
quickly, and make sure that the path to purchase 

is as free from obstacles as possible, but also that 

you are communicaing your message at the right 
ime in the path to purchase.

 

PART 2

CONCLUSION

customer base demographics, and using 

devices they’re purchasing and 

searching from), your company can get a 

clear picture of the typical Customer 
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