


2TOXOI TH2 AIAANE=H2

Me 1o téAo¢ tn¢ Stadeénc, ol pottntéc Ba pmopouv va:
Opiloouv tnVv €vvola tn¢ eumetlpiog meAatn (CX) cupudwva pe tn BLPAloypadia.
AvoAuUouv ta otdadla Tou customer journey oTov TOUPLOUO.
Evtornilouv kpiowua touchpoints kat pain points.
Epunvevouv tn ouvvaloOnuatikni dtaotaon tng EUMELploc.

A&Lohoyouv napadeiypata CX oe Eevodoyeia, mpooplopouc Kat ELOLKEC LopdEC ToupLopoU.



OPI2MO2
CUSTOMER
EXPERIENCE (CX)

«H Epmelpla MeAatn elvol N EOCWTEPLKI KOL UTTOKELLLEVLKN
avtibpaon mou €xouv oL TEAATEC 0€ omoLladnToTe APESON N
EUUEDN eTtadN HE HLO ETOLPELDL »

Meyer & Schwager, Harvard Business Review (2007)
2TOV TOUPLOMO, N eUmEeLpia eival:
rnoAvdlaotatn (Aettovpyikn, ocuvaloOnuaTikn, atcOntnplakn)
eKTelveTAl 0€ TTOAAATTAOUC TTAPOXOUC
dev eAEyxeTal MANPWC Ao pia emxeipnon

Peppers & Rogers (2017):

H gumeLlpia €lval TO ONLELO OTIOU «OL OXEOELC UE TOV TIEAATN
OTTOKTOUV TIPOLYLLATLKO VONLLOLY.



H2HMA2IA TOY CX2TON TOYPI2MO

2TOV TOUPLOMO:
kaBopilel tnv kavomoinon (Oliver, 1997)
eMNPEAlEL TN cuumepLpopa HeTA TNV Katavalwon (word-of-mouth, online reviews)
Stapopdwvel loyalty kat CLV
emnpealeL tnv avtiAnyn tou mpoopLlopoL we «brand»

ITOTLOTLKO:

To 80% twv TadlwTwv aAAAlEL TAPOXO UETA Ao pia apvntikn eumelpla (Skift, 2023).



OPI2MO2 CUSTOMER JOURNEY

«To customer journey eivat n duvapkn dtadkacia KATd TNV omoia o MeEAATNG
aAAnAemibpa pe 1o brand peow dradoykwyv touchpoints mpLyv, katd tn SLApKeEL KoL

LLETA TNV EUTIELPLOL »

Lemon & Verhoef (2016), Journal of Marketing

KUplec apysc:
N YPOLUHLKO
nepthapPavel moAAoU¢ opyaviopouc (destination ecosystem)

entnpedletol amno PndLakec Kol GUOLKEC EUTELPLEC



2TOXOI
XAPTOIPAOHZHZ TOY
CUSTOMER JOURNEY

Avayvwplon pain points
Avadelén eukalplwv BeAtiwong

Orntikomoinon TNG ouvVALoONUATLKAC
KOTAOTOONC TOU TIEAQTN

YUvOEDN ETILXELPNOLOKWV
Stadkaowwyv pe avtthnPeLg meAatn

Anpovpyia «PpLAlkol povoTaTou »
(seamless experience)

4.\

PRE-TRIP
PLANNING AND
RESEARCH

TRAVEL AND
ON-SITE
EXPERIENCES

POST-TRIP

O




2TAAIA TOY CUSTOMER JOURNEY
2TON TOYPI2MO

Dreaming — Epnivevon, MKA (social media), TpoTAoELS - CUCTAOELG
Planning — avalAtnon o€ reviews, TANPodopLwV POoopLooU
Booking — dueon kpdatnon, OTA /booking engine

Experiencing — OAEC OL UMNPEOCLEC onsite/offsite

Sharing — TripAdvisor, Google reviews, Instagram

H eumnelpla eival «staged» peca amo mMoAAATTAEC OTLYHEC aAnBeLac.
Pine & Gilmore (1999)
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STARBUCKS

Customer Journey Map
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TOUCHPOINTS 2TON TOYPIZ2MO

Touchpoints = kaBe aAAnAentibpaon Ye TNV EMLXELPNON 1 TOV POOPLOUO:

Mpuw: website, social media, dtadpnuioetg, ATN (Aradiktuokad ToESLWTIKA
Mpoaktopeia)

Katd tn dtapKeLla: poowrtilko, EYKATOOTACELG, EEUTINPETNON, TEXVOAoVyia,
HetadopeC

Meta: email follow-up, loyalty program, cuAAdoyn aéloAoynoewv

Ta touchpoints dtapopdwvouv tnv avinmei aéla.



KATHIOPIE2Z TOUCHPOINTS

Internal Behaviour
e Al chatbots Environmental Responses e ™~
e Mobil Dimensions Moderators . “ Approach
obile apps — Holistic Environment E;Mf o Affiliation
101 o Vi Ambient otional » Exploration
Dlgltal Virtual tours E— Physiologica . Sehlonger
d e Sansfaction
Avoid
. 3 (opposites of approach)
Employese \ J
Responses -
* YIOSOWEC Space’ Perceived | —T——— [ Social Interaction
, Function Servicescape . ) Betwesn Customers &
e KaBaplotnta J Customer Employess
e EukoAla peTakivnong X Retpouses I
. Approach \
Signs, Customer ow Aftraction
Symbols Response e StayExplore
& Moderator Cognitive + Sapend More
: Artefacts Emenonal §5%
e Service N Physiological o Satisfaction
o Qu\otevia Avoid
L. , , (opposites of approach)
* Personalization (Mpoowmomnoinon umnpPeoLWV) \ /

Bitner (1992) Servicescapes — 10 puoiLko meplPaAlov Stapopdwvel epmeLpia



[TATI TA TOUCHPOINTS EINAI
KPI2ZIMA

To journey eivol T6oo Suvatd 600 TO TILO

Epevva o€ Eevodoyeia mavw amo 3* otnv

aduvapo touchpoint Kpntn €6eLée O0tL 1 ota 4 apvnTka oXOALa
adopoUoe OXL TO MPOLOV AAAA TO XPOVO

Yxnua “moment of truth” (Carlzon, 1987 ) )
XnH ( ) (time-related stress): kaBuotEpnon oto

Entnpeadouv onpavtika to NPS kat loyalty check-in, avapovn yia Aewdopeio, oupd oto
PWLVO.

ACUVEXELEC = amoyonTtevon & apVNTIKEG

KPLTLKEG

ESw epdavitetal n ocnuocia tov moment of truth (Carlzon, 1987): n otlypr) mou o meAATNC
oxnUatilel Lloxyupn evtunwon (Betkn A apvnTkn)



Znueia Emadng touchpoints

To onuela emadnc eival ta dStadopa onpeia emadng novu,
oUAAoYLKA, armoTteAoUV OAOKANPO To TakidL Tou meAarn.
MmopoUv va eA€yxovTal amo TnVv etalpeia (m.x., LOTOTOMOoC,
oaAANAeTtibpaon He To mpoowTtiko, duaoiki TomoBeoia) n
efwtepka/Eppeoa (.., SLOSIKTUOKECG KPLTIKEC, TTPOPOPLKN
Stadnuwon).

OpLlopoc: Omnowadnmote aAAnAenibpaon (avBpwrivn
TEXVOAOYLKN) OTIOU O TIEAATNC OXNUATLIEL pLa EVTUTIWON YLa TNV
gTaLpEl, TNV EMWVL UL, TO TPOIOV N TNV UTNPEaia.

Mebio edbappoyng: KaAumtouv oAdkAnpo to taidL tou
ETILOKETTTN: TIPLV aTto TtV adLén (EUmveuvon, KpAtnon, Epeuva),
Katd tn Sldpketa tng dtapovig (check-in, deimvo, xprnon
TIAPOXWV, EEUTINPETNON EV MTNOEL) KAL LETA TNV Avaxwpnon
(check-out, KpLTIKEC, poypappata enBpdafeuvonc).

Juyxvotnta: Yrmapyxouv moAAd onueia emadng o Eva povo tagidt
nieAatn.

Enibpaon: Evw gival onuavtika, dev €xouv OAa ta onueia
enadnc to 61o emninedo avtiktumou. H kUpLa Aettoupyia Toug
glval n mapoxn tng unnpeoiag kot n cuAAoyn Sedopévwy yla tn
OUVOALKN Slaxelplon tng eUmMeLpiag.

ZTiypeg AAROelag (MOTs)

Ot oTLypEC aAnBelag ival cuyKeKpLUEVA onpela emadng mou ival
g€alPETLKA EvTova Kot a.dpopoUV TIG CUVOALOONUATIKEG KoL KPLOLUEG
anmopAcELG EVOC TTEAATN. AUTEC €lval Ol OTIYUEG "amOAUTNG
ertuylac" omou o meAdtnc afloAoyel Tnv avtiAnyn tou yla tnv
TIPAYHOTIKA EUTELPLO OE OXEON UE TIG TTPOOSOKIEC.

Oplopoc: Eva onpeio emadnig pe uPnAod avVTIKTUTIO TTOU UIMOPEL va
ETNPEACEL ONUAVTLKA TNV avTtiAnPn evog meAdTn Ko th
HEAAOVTLKH OXECHN TOU LLE TNV EMWVU ULAL.

MNeblo edappoyng: Mmnopouv va cupBouv oe omolodnmnote otadlo,
aAAd xapaktnpilovtal ano avénuéva cuvalcOnuato meAaTwy
(r.x. evBouoLaouo, ayxog, arnoyonteuaon, xopd).

Avtiktumog: Eva Betikd MOT pmopel va dnuiloupynost dtapkn
adooiwon KoL UTtooTAPLEN TNG EMWVUMLAC, EVW EVA APVNTLKO

prtopel va 0dnNynoeL og APECT AMWAELO TIEAQTWVY KAl APVNTLKN
dUN Ao oTOUN CE OTOUAL.

Napadeiypata otn Ohoevia: H amokaAuvn tov dwuatiou
(mpoodokiec Evavrtl mpaypatkotntag), n Staxeiplon plag kpiong
(XOLLEVEC OTTOOKEVEG, AKUPWEVN TTTAON, OPAAUA XPEWONG), N
(E0TOOLA TOU OPYLKOU KOAWGCOPLOMOTOG N Ll OIIPOOKOTITN
Stadwkaoia check-out eivat 0Aa Baowka MOTs.
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+ Sees afriend's traved [ |
post on social media

Customer activities

« Soarches for places -i g
togo s S

+ Shares ideas with
IriendsMamily i

« Search engines

+ Metasearch

« OTAs

« Traveler review websites

+ Socal media
e It's time to
get away

« Bulld traveler profiles

« Optimize websie and app
+ Organic and pald search

« Destination marketing

« Soclal media

+ Page viewshsite visits

= Tratficiengagement per chanme!
(paldlearnediowned)

+ Cost per acquisition (CPA) per
channel

-

Shopping

« Searches for ights, -[ )
hotels, car rental . >

+ Compares offers

« Reads reviews -! =

» OTAs
« Supplier websites
» Motaseach

Too many
options...

e

» Fast search results

Booking

nnnnnn

« Uses 13 supplier websites

andiocr OTAS 1o book trip (eg.
fight, hotel. in-trip acthities)

« Books intrip

[#]

Pre-trip

« Prapares lor trip

« Plans intrip activities -]

actvities

« Traveder review websites

« OTAs

* Towrs + excursions sites

« Supplier websites (ancillaries)

e

« Build customer relationships

« Branded fares - « Ancillaries
» Personaized offers « Uigency « Comtextual communications
Reviews « Ancillarkes
Dynamic packaging + Remarketing
Agent support
Mults-ticket itineranes
« Comversion (page view to » Conversion: Search to book + Customer engagement
search) « Shopping cart vakue « Copversion of ancillaies (eg.
+ CPA per channel + Booking growth vs competition travel nsurance, inflight extras,
(paldéearned/owned) * Market share (by persona) In-trip activities)
« Shop to book lag

« Suppler sites/OTAs

+ Guides and recommendations

Post trip
Books tours and ] + Homeward Sght
experiences
Looks for restacran ™ » Baggage coliection
recommendations
* Views itinerar ™)

+ Review and feeciback [’\
|

Traveler review webs + Traveder review websites
« Chat messaging « OTAs
Socia media + Social media

(i trip activities)

®
= B3
va
e D

+ Ancitaries * Feodback
« Inrtrip assistance « Re-convert
+ Distuption management
+ Socisl media
« Chatbots
« Conversion of ancilaries Customer data 1o build profiles
{experiences, in-wip activithes) . _pps
+ CPA (per channel)
+ Customer retention

O TAZIAIQTIKO2

XAPTH2 MNMPO-COVID

‘Epnvevon: petpa aochaleiac o
o\a ta onpela emadng tou ta€dlov
TOUC.

MPOoYypPOAUUATIONOG: «TTOCO
aodaAnc Ba elpol;», «Umopw va
APW TA XPHHUOTA LoV TIoWw av
XPELOAOTEL VAL ALKUPWOW; .

Kpatnoeig aotabec neptBailov
avnouxla eEPLOoOTEPO TWPA YLOL TO
TTOCO MPOOTATEVEVOL EVOL OO
OLKOVOLLLKEC amwAeLeg, divovtog
gudaon otnv eveléia Twv
KPOTAOEWV KAl TNV EYKUPOTNTA TNC
aodpaAonc.




Customer activities

Customer feelings e It'stimeto 9
get away Yoo e
options... 5 00 |
ORISR A

OTA tactics

¢ e ol S

Shopping Booking Pre-trip In-trip Next trip

+ Looks back st old [_] « Searches for thohits D [ I « Picks the best price [—J « Prepares for trip + Books tours and D « Returrs home
hobday photoson - hotel, car rental - T * itinerary - experiences

socil e o ’ . [ X :]
ok B i « Sogtrmometing 8¢ bl « tocks o - |« Phans intrip activities ﬂ . !a::"ld -ma::i Cl Review and feedback
thinking about that Fnurance o
cancelied holiday D [ + Croates user account L..,_] * Books n-trp + Views itineqary G
« Searches again for = S activities o
+ Sees evidence of travel restriction . + Books hotel D
others Lraveling =
safely and decdes « Compares offers, not + Books insurance D
togive it s go st for price but for J
security
« Thanks abesit where
they might be safe + Readks reviews E
o travel to
O

+ Readises & 5 safe to
visit family now

+ Shares ideas with D
tamityTriends -

It's booked!

| want to get away Alot of oplions and a jot of things 5 thes the best time 1o book? M's booked What can | do here?

| cant wail to see ny Lamily 1o consider am | getting the best s vy by peotected if | buy What can | do when | get there? What salety measures and rubes
agan. deal? ¥ | can’t go will | get nry trom thes company? What safety measures are there are i place in this country?
Wiwera can | traved 107 moewry back? Is there a chance 0 phace for the axfioe. car and Tine 10 go home, what do | need
Is it sate for me to travel? the comparny | am booking hotel, is there amything | need for the retum journey?

theough might go bust? 10 bring? Glad to be home
Provide assurance 1o the travel, More eformed chosce More flexible fare/itinerary option Cronssell Hotel and Car Enable customer sell service
deveiop creditile brand trust Attribene lod search and speed exchanges

Personalsation

Channel focus

O TAZIAIQTIKO2

XAPTH2 META-COVID

Mpo-taéibiovu:
napokoAolOnon tng
KOTAOTOON OTOUC
POOoPLoHoUC. MeyaAutepn
(ntnon ywa kaBodnynon
TPV arto to taidL kal
NTANPODOPLEC OYETLKA LLE TNV
aodpaAlon.

Kata to tagidl: mtAnbwpa
anopacEwV, E0TLATOPLA,
EUTIELPLEC KATT.

Meta to tagidL: Alyotepol
ToLdLwTEC, peyaAuTepn
onuaola KPLTLKWV.



H2YNAIZOHMATIKH AIA2TA2H TH2
EMITEIPIA2

«To ouvaloBnua amoteAel TUpPVA TNE TOUPLOTLKNG EUTELPLAC, EMNPeAlovVTaC TNV
avakAnon, wavoroinon kot tpoBeon emavaAnyng.»

Hosany & Gilbert (2010)
TUTOL CUVALCONUATIKWY AVTLOPACEWV:
evBouoLaopog
ayxog
Xopa
QTIOYONTEUON

vooTtaAyla

OTOV TOUPLOMO TO cuvaloBnua eivatl to 50% tnc aélog



H2YNAIZOHMATIKH KAMIYAH TH2
EMITEIPIA2

Znpueio kopudwong:
TPWTN EVIUTTIWON SEAK e
experiences almost entirely
Welcome experience on how they were at their
END peak and at their end
ONUELO CUMUETOXNG
aroxwpnon

/\ /\ /\ Net pleasantness or

’ ’ unpleasaniness, orthe

2NMUELA PLOKOV: \/ \/ \/ \ lenght of the experience is
almost entirely cisregarded

KaOUOTEPNOELC
anpofAemnta yeyovota

service failures
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Reliability

Assurance

Tangibles

Empathy

Responsiveness

Service
Expectation

Customer
Satisfaction

SERVQUAL model

[MAPATONTE2 MNMOY
EMHPEAZOYN TA
2YNAIZOHMATA

J Nowdtnta unnpeoiac
(Parasuraman et al.,

SERVQUAL)
] AuBevtikotTnta sumeLplog

J ®hoevia (hospitality as
emotional labor)

J Texvoloyia - dveon &
auTtovopula

J Npoowrikéc MPOooSOKIEC




CUSTOMER JOURNEY MAP — —ENOAOXEIO

M kABe otddlo efeTAloupE: 2uvnOn Pain Points otov Touplouo
Actions Tou meAdTn AUOKOAeC SLadLlkaolec KpATNONG
Touchpoints Kakr orjpovon mpoopLopou
ZuvaloOnuata KaBuotepnoelg check-in
Pain points ATtpOGLTO TIPOCWTILKO
Eukaupieg tkavomoinong Crowding & overtourism

(Peppers & Rogers)
Mn peaAlotikeC mpoodokiec amo marketing



STAGE > Visit >> Lsten  >>  Discover »>>» Shae  >> Discuss > > Receve  >> Respond >

SPOTIFY

Opens spotify on phone

STEPS

“ listen to music to get
me through coding certain
projects”

THOUGHTS

"l listen to music all the
time. | run to music,
commute to music”

TOUCHPOINTS &

ACTORS g \

Browses suggestions
and "Discover Weekly”
playlists

Chooses a playlist

| like the discover
weekly playlist.
Sometimes, | just don't
want to keep searching
for songs and this is
perfect”

“l usually go to the ‘you
might also like section”

“l would have liked to
have a way to see what
songs were popular at
the moment”

To find a new artist

Listens to selected
playlists

Discovers a familiar
song

“| like alternative rock
and indie music, so | like
to discover by genre
generally”

M

e

Stoked

Clicks on three dot
Menu next to song

Selects the Share
option in the
dropdown menu

Copies a link and
sends it ta Grace
through whatsapp

"I share music with my
friends by just sending
them a link on
whatsapp”

"I like that it is pretty
straightforward”

"I like that | have share
options in a vertical

display”

Asks Grace what she
thought of the song

“l would send a follow
up to the text after |
shared the link”

00
q@l\

Recieves a text
message

Clicks on link and is
redirectedto a

browser window

Opens with Spotify

Clicks on shuffle play

“Why do | HAVE to
open it on Spotify.
That's really annoying”

“Why do | need to anly
use shuffle play? It's
weird that | can't just hit
play.”

Opens whatsapp

Responds with approval
or disapproval

"l wouldn't respond
unless itwas a
particularly nostalgic
song”

"Iwould have liked to
just add like an
emoticon or something
to react to the song.”

Excited Excited Exc Happy
To see all the suggested To share a nostalgic To listen to a nostalgic To send feedback to
playlists song with his friend song friend on what he

EMOTIONS Curious Curious Curious thought of the music
To find the translation Tofind out what his  To see what music his
of a song from a friend thought of the friend discovered
Neutral different country suggestion
Wants to listen to music

while working Frustrated

Anno To have to only select

Shuffle play mode

To see music
suggestions that don't
fit his tastes at all



Holiday Inn

Customer Journey Map

Industry: Hospitality
Revenue: US$3.892 billion (2022)
Holiday Inn offers a wide range of comfortable accommodations and

memorable guest experiences. With a global presence and a commitment to

providing quality service, they ensure a convenient stay, making Holiday Inn a
preferred choice for those seeking a welcoming hotel experience.

TOUCHPOINT

Customer
Actions

Experience

Pain Points

Potential
Solution

Travel Blogs
and Vlogs

Prospective guests

discover Holiday Inn

through travel blogs
and vlogs.

o
=
@
o
o

Negative

interested, hesitant

Navigating through
travel content can be
overwhelming.

Collaborate with travel
content creators for
visibility.

Customer Reviews

Prospective guests
read Holiday Inn
reviews.

curious, excited

Negative reviews may
deter potential guests.

Address negative
feedback and highlight
positive reviews.

Online Booking

Guests book their stay
online.

excited

Complex booking
processes can be
frustrating.

Simplify and
streamline the online
booking system.

Guest Feedback
Surveys

Holiday Inn conducts
feedback surveys to
gather insights.

frustrated

Unaddressed issues
can lead to guest
dissatisfaction.

Act upon feedback
and communicate
improvements.

Social Media
Advocacy

Satisfied guests share
their Holiday Inn
experiences on social
media.

satisfied, happy

Limited engagement
and interaction can
hinder advocacy.

Foster active and
meaningful social
media interactions.




Stages of a hotel

guests journey

Motivators and
Pain Points

Touchpoints

Moment of truth

List your guest
moftivators and pain
points of each stage.

Word of mouth
Social Media
OTA listings
Influencers

ZMOT

Review your online
rating, OTA listings,
sociol medio, and

post-stay survey results.

; A

¢
s

l_:_
12

List your guest
motivators and pain
points of each stage.

OTAs
Emails
Customer support
Your website

FMOT

Define where to list.

Evoluote your email
marketing strategy, ond
customer support ratings.

$

9=

o ®

-

Pre~arrival
Planning Check~in Stay
List your guest List your guest List your guest
motivators and pain mofivators and pain mofivators and pain
points of each stage. points of each stage. points of each stage.
Ease of access Quality of stay
Email Timely check-in Toiletries/Perks
Reminders Room conditions Hotel Staff
Customer support Hotel stoff Activities
Services Mid-stay contact
FMOT SMOT SMOT
Check your reviews and
see if it's easy to access
your co ation your hotel. Calculate wait
with guests and anticipat
frequently osked questions

Run a health check on your
fime at front-desk and for

rooms. communication, and
staff. Upsell and improve

your tech stack,

a room. Evaluate your staff
ond your communication

with guests

Check-out
List your guest List your guest
motivators and pain moftivators and pain
points of each stage. points of each stage.
Hotel Staff Social gatherings
Check-out services Email reminders and
Email post-stay communication
SMOT and TMOT T™MOT
Review the check-out

process, your check-out
perks, and post-stay

survey answers.

Analyze the feedback,
read and answer online
reviews, and build o
strategy to connect with
guest post-stay.
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EruA€€te pia emiyeipnon
TOUpLoUOU N EvVOV TIPOOPLOUO KoLl
npoonodnote va pTLaéeTe TO
SLKO oac xaptn HLe Baon ta
nopanavw mapadeilyporta.

AveBAoTE TOUC XAPTEC OOC OTO e-
class yLa va Ti¢ ou{ntTAOCOUE OTO
nadnua otic 19/12.
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