
 
Die Customer Journey 

What makes the difference between a one-off service and an unforgettable experience? Why do 
customers buy from you? What is your USP? 

How do I increase interest in my company? 
How do I make my customers happier? 
How do I find out what my customers want? 
How do I increase my turnover? 
How do I turn walk-ins into repeat customers, or even into ambassadors for the brand? 

These questions will briefly be examined in this piece. At the opti SHOWCASE, you will have 
the opportunity to put your individual questions or concerns, related to your specific case, 
to experts in the industry. 

What is a customer journey actually?  
The term describes the process from first becoming aware of your product or business, all the 
way to absolute customer loyalty and personal recommendation to others. Let's start with that 
first awareness. They say you don't get a second chance to make a first impression. That also 
applies to the world of brands and products. Therefore, it is important to know, or get to know, 
your target demographic. That's to say, the group of people most likely to buy your services and 
products. Starting with font size and style - are you appealing to older or younger people? Would 
you prefer to attract high-income earners or frugal shoppers to your shop? Who can afford your 
products? See how even the first step towards external communications can bring in or put off 
valuable customers - regardless of whether your services are best-suited to them.  

How can you proceed in order to claim your first successes and experiences in the area of 
branded communication?  
The first thing you need is a consistent foundation, a strategic concept. STRATEGY To find that 
you'll need to answer questions like: Who do I wish to appeal to? How can you appeal to these 
people most effectively? And, a question often neglected but of crucial significance: Why am I 
appealing? And what advantages does this offer the customer?  
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The right message to the wrong recipient is as useless as the best design in the wrong place. 
Here the construction of personas can, for example, be a very helpful tool. In competing with 
one another, businesses are constantly forced to differentiate themselves. Particularly given 
today's large number of online competitors and retail chains, the customer has a wide selection 
when it comes to purchasing products or services. To stand out in the market despite the amount 
of competition, businesses need to render services that set them apart from the market and 
offer the customer a great buying experience. So that these services are visible to the customer 
and are made use of, the services must be perfectly integrated into the existing business model. 
It is therefore important to clearly identify the business model beforehand and to supplement 
the processes and the direction of the business with this in mind.  

Target group 
As people's needs always differ, you will only serve a portion of the overall market, no matter 
how fantastic your product or service is. You will thus only be in the position to appeal to your 
customers precisely if you have become acquainted with them and previously identified your 
target group. In defining your target group, you are not only able to save time and money, but 
are also prevented from squandering your existing potential. 

Even if you are offering the perfect product for a target group, one which solves their problems 
and requirements, your potential customers will not step foot in the shop and purchase the 
product if you have previously identified the wrong target group. 

In order to avoid this problem, it is important to identify the target group as precisely as 
possible. Identifying the target group is the basis of market segmentation and the positioning of 
the product. The objective of the analysis is to offer a product tailored to the needs of your 
target audience. Identifying target demographics will help you to familiarise yourself with your 
customers' needs and will also enable you to carry out a more specific market analysis, and to 
position and advertise the product in the best possible way. 

Generally speaking, you should be aware of two things during target group identification: 
1. Characterising the customers 
2. How much the customers are prepared to pay 

Characterising the target group should be as accurate as possible. In identifying the target 
group, pay attention to characteristics such as gender, age, residence and levels of education, as 
well as hobbies, problems, needs, challenges and goals of the customers, for example. 
On the amount that target customers are willing to pay: on the one hand, this can be identified 
in relation to the average income of your target group, and on the other hand, the benefits that 
your product offers the target customers. The income level sets the general framework for the 
prices of your products, and the value of the benefits provides you with the price category 
within this framework. 

Using these two areas, you will be able to precisely identify your target group, advertise your 
products accordingly and tailor your line of goods to your particular target customers. 

This will enable you to put a face to your target customers, rather than only having an abstract 
target group model available during the planning process. This definition of a particular 
customer is known in marketing as a persona. In the process it is important that the customer 
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corresponds to and embodies all criteria of the previously defined target group. A defined 
persona could look something like this: 

• This is Sebastian 
• Sebastian is 42 years old and lives with his wife and two children in Stuttgart 
• He is a qualified engineer and runs a business in the metal industry 
• In his free time, he plays tennis and is a passionate skier 
• His monthly take-home pay is €4,500 
• To stay informed, Sebastian reads newspapers such as the FAZ or local papers 
• He also reads various specialist articles online or in business magazines 
• Sebastian uses various social media networks like Facebook, Instagram and Xing 

Products & Services 
Are all your products truly relevant to your target customers? 

In the process of establishing your range and offering your services, it is important to make sure 
that all your products are relevant to your target group. Are there products in your range that 
are irrelevant to your target customers or which are only purchased very rarely? You should then 
consider whether the shop space taken up by these products could be put to better use. 

Try to put yourself in your target customers' shoes. When a customer enters your shop, what is 
their purpose? Can you offer your customers a product that solves their problem? Do your 
customers require other products that also provide added value? Once you have answered these 
questions for your business, review your stock and your services considering your findings. 

Have you ever considered offering additional products that interest your target group? 

Imagine things from your customer's perspective. Which products or services offered by your 
company could be expanded upon, improved, simplified, or made more luxurious? Could you, for 
example, expand your consultation process during the purchase of ski goggles and ski helmets, 
offering customers added value as a result? Would the target customer be excited about this 
offer and happily purchase another product from you? 

Stand: 22.01.2019



Processes 

The foundation for achieving your goals 

Your business's processes are the interface between your business strategy and the structure of 
your company. In order to be successful on the market, there will always be a higher demand of 
you. Due to new challenges and changes in the market, e.g. as a result of digitisation, 
competition has risen significantly in recent years. 

However, the digitisation of various industries is far from a recent development. Back in the 
1980s, companies in the text and image industries were already grappling with the challenges of 
new technologies. Even back then, companies could only hold onto their market share by 
adapting to new challenges and using the emerging opportunities for their own benefit. This 
challenge is still something that needs to be overcome, but is now something that is present in 
almost every industry. It is important to position oneself correctly and to be flexible in adapting 
to new demands so as not be dependent on the market. 

An important factor in your advantage over your competition is knowing your processes and 
optimising these accordingly. Always keep the customer benefits at the forefront during this 
process. If a process is of great benefit to the customer, then it is also of great benefit to your 
company. This is a chance to increase value for the customer, for example through reducing the 
cost or increasing efficiency when processes are carried out. 

Make sure that establishing your processes is not a one-off event, but a constant moulding and 
improvement of your processes. Return to your processes again and again, and consider whether 
and where improvements could be made, or eventually, where new processes could increase 
value for the customers. Ask yourself again and again: How can I add value for the customers? 
Can I offer the customers added value through additional offers? 

The permanent creation of processes is considered in process management. Roughly, process 
management involves modelling the processes, working after the definition of the processes and 
monitoring the processes. With good process management, you can utilise new opportunities for 
your own benefit, and shape your business processes and business model in an optimal way. At 
the same time, you will be able to react to any emerging problems or risks and adapt to them 
accordingly. 

Objectives 

What would you like to achieve with your company? 
As an entrepreneur you likely have your most important figures in view, and control these. But 
have you also defined your business goals which clarify where your business will be in the future? 
And have you formulated your objectives in such a way that they have been understood and 
internalised by all your employees? 
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You are the one responsible for setting the business's objectives. 
To do so, you should have answers to the following three questions: 

1. What are the vision and mission of the company? 
2. What are long-term and medium-term objectives of the company? 
3. What are the short-term objectives? 

The vision of the company should be the overall business objective. It is therefore important 
that this vision, while ambitious, is realistic, clear and comprehensible, and can be summed up 
in a single sentence. In this way, it serves as a guiding principle for activities within the company 
and shows what the company aspires to achieve. 
The mission, on the other hand, defines the company's purpose. This means that it describes the 
company's service for the customer in broad terms and is derived from the company's vision. 
The mission shows the employees the way to achieve the vision. 

After the vision and mission have been defined, the company's long-term and medium-term goals 
can be defined. These specify the way in which you want to develop your company. While they 
are more specific than the vision, they do not convey any business objectives that you can 
directly implement through targeted measures. Rather, short-term business objectives, which 
can be implemented using targeted measures, are defined. 

When defining your objectives, remember that you are identifying problems, causes and 
opportunities at the same time. This makes it easier to achieve the objectives and gives you an 
overview of which objectives could become obstacles or which problems need to be solved first. 
Likewise, you can also identify whether you can easily influence the causes of some problems or 
not at all. 

Once you have established these three components for your company, the next step is to 
develop a comprehensive business strategy. This is based on the aforementioned areas and sets 
out a schedule for achieving the predefined objectives. However, two further factors must first 
be clarified in order to develop a strategy for these. 

1. What are the customer benefits of your product? 
Put yourself in your target customer's shoes and clarify what advantages your product 
and your services bring to the customer. Are you offering the customer a benefit through 
a lower product price? Are you offering the customer a higher quality than the 
competition? Or are you offering the customer a better service than the competition? 

2. Where do you want to position yourself with your company and your products? 
To develop a business strategy that pursues your objectives while also taking the value 
for the customer into account, it is important to first position your product on the 
market. This then allows you to develop your business strategy based on this positioning 
and to avoid steering your company in a different direction than previously defined 
when doing so. When positioning your product, you should also make sure that it is 
visible for the customer and assigns your product to a segment. 

Once you have answered both these questions, you can then develop your strategy based on this 
knowledge and focus on the predefined objectives. As a result, you ensure that the strategy 
builds on the advantage of the company and takes it up for future development. 
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In the same way, the response to the preceding questions provide guiding values for presenting 
your products and company. They provide fundamental reference points for your marketing 
orientation. You can therefore establish an integrated strategy for your company where all areas 
are based on a common objective. 

Location  
How attractive is your location? 

You have definitely asked yourself this question on multiple occasions. Several factors must be 
considered when responding to this question. 

First, location is highly important for businesses with walk-in customers. After all, did you know 
that most walk-in customers come from a place that is at most, a ten-minute walk away from 
the business? For this reason, it is also extremely important to gain an overview of whether and 
how many of your target customers live, work or shop nearby. 

On the other hand, the appearance of your business plays a major role in the attractiveness of 
the location. It's no use if your shop is in the perfect location but makes a poor visual 
impression. Very often, psychological aspects also play a role in sales. 
People are more relaxed and show greater interest in new things when they feel at ease. Use 
optical highlights to generate a relaxed and cosy atmosphere both inside and outside. Through 
this, not only can you address your target customers directly, but also attract walk-in customers 
to your shop. 

Specialist business consultants can be a great means of support here. At the SHOWCASE booth, 
you can meet several experts on the subject. 

If you are a retailer, your physical presence, that is, your shop may be the first impression a 
customer gets of you. Assuming you advertise a spectacular presence online and a potential 
customer decides to visit you. If they come across hand-knit table cloths and furniture from the 
80s, they will immediately question whether they are in the right business and in the worst case, 
simply leave again. If you want to present yourself as a progressive company, your shop should 
express exactly that. Your shop is the stage where you can present yourself, your company, and 
your products exactly how you want them to be perceived. In addition, you should make sure 
that your shop is consistent with your online presence; your communications should therefore be 
integrated and authentic. 
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It is only when we look at the customer's journey from the outside that we realise why this 
is so important 
The first phase is the attracting phase. Like flirting, this is the phase of fleeting glances and 
catching attention. We must create a need. NEED In the world of shops, this is best done by 
looking through shop windows. Create seasonal or nonseasonal worlds which pique curiosity and 
awaken desire. However, you can also make yourself attractive and generate attention through 
good press, efficient Google results or great advertisements. Another way to awaken need in 
today's world is the use of so-called influencers. These can make further recommendations to 
the community where you want to establish trust. This primarily takes place over  

Social Media 
Here, people exchange experiences, opinions, impressions or information and gather knowledge, 
images and other content. Media includes forums, weblogs and micro blogs such as Twitter, 
Tumblr, social networks (e.g. Facebook, Google+, XING, LinkedIn...), knowledge portals (such as 
wer-weiss-was or gutefrage.net), photo, music, video or document sharing portals (e.g. 
Pinterest, Instagram, Picasa, flickr, YouTube, MyVideo, vimeo...), as well as ratings and 
comparison portals (e.g. Yelp, Idealo, notebooksbilliger...). As diverse as these portals, blogs and 
platforms are, so too are the users and the target groups being addressed.  

Basically, social media allows you to reach your target group in a relaxed atmosphere and to 
position yourself as a helper and friend that plays a role in their daily lives. Nevertheless, you 
should not view social media as a classic sales channel. Image plays a key role here. Informal 
information and news can be shared over different channels and platforms, giving the target 
group the feeling of participating in the brand and taking part in the action. However, it is 
important that the communication suits your company's appearance. Despite their high 
entertainment value, cat videos are usually inappropriate. It is better to use well prepared and 
attractive content in the form of videos, photos and news that move and affect your company. 
Information that offers your target group added value in everyday life. Social media offers your 
customers the chance to get in touch with your company and exchange ideas about the latest 
developments, trends and their experiences of your brand with you. Or to share suggestions and 
criticism. Of course, these experiences can also be negative, which is why it is essential to 
operate appropriate and quick community management and to respond to the suggestions and 
wishes of your customers. 

In the era of constant exchange and the smartphone generation, it is therefore especially 
important that your company plays a constant role in your customers' lives and accompanies 
them through every life situation. As a company that communicates with its customers at eye 
level and provides them information with genuine added value. Take the opportunity to find out 
your customers' wishes and needs and to become even more relevant. Your publicity work goes 
beyond social media.This is also known as PR, or 

Public Relations 
A good PR campaign can help you generate interest, gain customers or create positive opinions. 
For example, you can offer e-books or webinars that are of equal benefit to journalists or 
bloggers, as well as potential customers. In this way, you create valuable content and gain new 
contacts for your company in the process. In addition, it positions you as an expert and allows 
you to achieve a broader reach, if needed, by sharing your content. Take an integrated approach 
to your communication across all your channels. Often, when faced with mediocre results, 
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companies question the content, but it may be that they have chosen the wrong channel or 
omitted the right one. Therefore, develop a strategy that takes all channels into account so that 
you can adapt the topics, formats and channels to the objective and target group. Public 
relations provide the basis for content that is not perceived directly through advertising and thus 
has great potential to change existing opinions and to act as an objective recommendation with 
new or potential customers. In a certain sense, advertorials also fall under PR. Advertorials are 
classic articles published by magazines, blogs, newspapers and others. The difference is that you 
can command the content for a fee. This is based on your own web presence. 

Web presence 
In certain circumstances, your website is the first real point of contact between your company 
and a potential customer, even before your shop. Unlike with social media, this touchpoint 
allows you complete freedom with design and full control of content, comments, etc. Take 
advantage of this. If you have clarified the underlying questions on your business identity and 
have successfully implemented these in your shop and your assortment, your website should also 
reflect this. As with the online shop, you should generally take care not to overload the user 
with information and products here. On the other hand, it is highly important to keep user 
navigation as simple as possible. Everything relevant should therefore be visible at first glance. 
You can achieve this by using a well-structured menu. Give your highlights and your unique 
selling points the space that they deserve. One way of implementing this could be the use of 
slider elements with images and text. If doing so, make sure that these elements can be clicked 
on and are properly linked. The subject of search machine optimisation is not only important for 
better placement in the Google rankings. The ranking is based on data that users gather 
regarding usability. So, the principle works. Nice big headings and sub-headings provide a direct 
overview of the contents and geography of the site. The golden rule of perception in marketing 
is roughly as follows: image beats text and moving image beats image. The brain registers 
images around 60,000 times faster than text. When you become aware of this figure, then you 
know what it means for your website's imagery. It may be that this is the crucial moment your 
shop makes an impression ahead of information such as "40 years of experience", "top quality" or 
"innovative". Therefore, use informative, suitable and, if necessary, images that stand out to 
leave your customer with the right first impression. After all, everyone knows you never get a 
second chance to make a first impression. Google offers us several possibilities of bringing 
potential customers to your website. 

SEO & Ads 

The fundamental advertising measures at Google are, on the one hand, the search machine 
optimisation of your website known as SEO and the paid online ads known as AdWords. You will 
recognise paid ads as "sponsored ads" which appear as the top search result on Google.  

SEO is the organic ranking of your website. The difference is that while you can purchase ads, 
you have to develop a good organic ranking. The price you pay per click with AdWords ads 
depends on the keyword being advertised. The costs for search queries range from €0.05 to 
€130.00 per click. You can enter your budget and Google will play your ad. Make sure that your 
ad contains the relevant information the customer is looking for at first glance. Taking the 
example of "buying glasses Munich", you should therefore make your USPs (unique selling points) 
and your location directly visible to achieve the highest possible conversion rate and organise 
your advertising efficiently. It is best to use irresistible offers or other factors that set you apart 

Stand: 22.01.2019



from the competition to entice visitors. You can also specify your target group. Geographic 
details, such as "Munich + 30km" or "glasses wearers" are a major advantage for narrowing down 
your target group. By keeping your target group as small as possible, you can ensure that only 
relevant potential customers are shown your ads. When it comes to search machine optimisation 
(SEO), Google recognises whether the contents of your website are relevant for the search term 
entered by the user. In the example of "buying glasses Munich", Google checks the contents of 
your website for matching or related text components. In this case, not only are the three words 
"buying, glasses, Munich" checked, but also topically related terms such as Marienplatz, lenses, 
local, order, frame, etc. Using its clever algorithm, Google rather accurately detects whether 
you have simply just listed as many relevant keywords as possible or are presenting worthwhile 
text content with added value for the target group. The higher the added value for the user, the 
higher you will be placed in Google's search results. In this search, the geographical factor is 
used twice. Google automatically detects location-based relevance using a well-maintained and 
linked Google+ account where you have entered your address and other data. Other factors for a 
good ranking include the user behaviour of your visitors. If they leave after just a few moments 
and don't click through the site, this lets Google know that the content you're offering is not 
particularly useful, leading to a drop in the rankings. On the other hand, if your customers spend 
some time clicking through your site, then that's a factor that will give you an extraordinary 
boost.  

Google 
Doing a campaign with Google will also give you access to additional services such as Google 
Display Advertising, YouTube ads, and Google Shopping. Display Advertising is a form of what's 
known as remarketing; that is, a method of following up with users who have shown interest in 
your services. It involves showing your ads to highly relevant users in the form of banners when 
they visit websites, blogs, etc. pertinent to your target audience. Typically, the effectiveness of 
these ads is not measured in clicks, but in "impressions". You pay x amount of money for each 
time your ad is played. You can also place your products in Google Shopping. The advantage of 
doing this is that your name, price, and image will appear on the search screen alongside other 
sellers before any other search results. This simplified display makes it possible to entice a 
number of users to click through the gallery of available options, as it allows them to directly 
compare a broad range of sellers and products.  

Furthermore, it can help you improve your SEO statistics. If you take one or several measures, 
the measurability of your results is of the utmost importance. You should therefore install tools 
such as Google Analytics on your website to be able to check the fluctuations of your traffic or 
visitor numbers and user behaviour and make improvements if necessary. When placing ads, A/B 
tests are generally a good means of testing how efficient they are. This involve creating ads with 
different imagery and approaches, and testing which are the most successful. You should then 
comb out those that are less successful to minimise your conversion costs, that is, the costs you 
pay for a new customer when they play your ads. In turn, you should put the successful options 
through further A/B tests and gradually improve your efficiency, which can reduce your 
advertising costs in the long term. However, classic print ads can be another way of generating 
more traffic. 

Print-ads 
Print advertisement is and remains one of the top dogs when it comes to advertising methods. 
This is where many potential customers first encounter your product or your brand. It's therefore 
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important to have adverts that attract attention and motivate people. Ideally, it should motivate 
the person who sees it to consider making a purchase with your company or visiting your shop.  

But what does a good ad look like? What information does it need to include, and how much is 
too much? There is no universal formula. Nevertheless, the principle of first impressions also 
applies here. The less the person who sees the ad has to read or decipher in order to understand 
what you are offering and what sets you apart, the better the ad. Printed ads for your industry 
are best done in local or regional newspapers and similar media. If you are located in a shopping 
arcade or shopping centre, then use their marketing materials to position yourself even more. 
Here, you should also offer irresistible incentives such as new products or discounts to win 
potential customers for your shop. And while it might seem self-evident, people often forget 
about this when it comes down to it: remember to include your address and opening hours. If 
you do not have a clear location, then provide brief directions! You can ensure optimal 
conversion rates here as well by providing the name of a direct contact along with a telephone 
number and your website, if you have one. Depending on the format of the ad, all this 
information can take up quite a lot of space. So, make sure the information is laid out clearly 
and arranged in a way that makes sense. For this, you should use a variety of font styles and 
sizes so that there's a certain logic to the text, making it easy for the reader to follow. 

Look at the SHOWCASE booth to see how this sort of thing can look with the help of practical 
examples. Live at the booth, you can also find out how your personal online performance is 
currently faring, and where there is still untapped potential. 

One very big and very important step is managing to get as many customers as possible into your 
shop or online shop. But even then, that does not guarantee that they will purchase something. 
By the end of this stage, you will have that guarantee. If you think of it like the example of 
flirting, we would be at the stage of taking someone out for dinner now. 

BUY  
Before us, we have a potential interested customer. Otherwise she wouldn't be in the store or 
visiting the online shop. What exactly does she want? Advice? To buy something? Just looking 
around? You cannot know the answer to this with certainty. But what is clear is that the more 
options we have on offer for the customer, the more likely she is to be converted; from someone 
who is interested, to someone who will make a purchase. And so, as widely and extensively as 
possible, you should give your customers the opportunity of using everything possible in a user-
friendly manner. When it comes to the issue of service, make it easy for customers to approach 
you - what's even better is for you to approach them yourself. The same principle applies to your 
online shop. What opportunities are there when it comes to getting advice? Do I have to write a 
support email to get this advice? What sort of lighting is used to display the products and how 
are they presented in general? Do they look cheap and mass-produced, or does every product 
look as though it belongs where it has been placed? This goes for both online and offline 
presentation. Are you offering valuable supplementary products that add splendour to someone's 
life or make it easier? Give your employees the opportunity to generate more sales, and make 
your customers feel as though they have had absolutely no expense spared on them when it 
comes to the appearance and style of the shop and the products.  

POS 
First, let's consider your point of sale - that is, your shop. Your shop is the physical 
representation of your values, your identity, your vision, your brand. In other words, it's the 
place where you make your sales... or not, as the case may be. There are no second chances 
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when it comes to making a first impression. And inevitably, a first impression is exactly what 
someone will get when they enter your shop. Do you have furniture that's completely outdated 
and smells like it too? Or are you aiming for a contemporary look and an overall feeling of 
comfort and contentedness? Make sure to keep your products well-lit and also consider that your 
employees and your customers need to be able to feel comfortable with the lighting as well. You 
certainly don't want the kind of lighting you'd find in a cheap jewellery shop, for example. Does 
your shop fit the image you wish to cultivate or the products and services you offer? Does the 
interior architecture and design make potential customers want to venture deeper inside, to 
explore the place, to discover things, to poke around, and to stay for a while, or does it make 
them want to leave again as quickly as possible? Do I immediately see what I'm interested in, 
what I expected to find? Is the customer able to get an impression of the range of products and 
services you offer by themselves, or do they need to be guided through the shop by an available 
employee, or possibly by an employee who isn't available at that moment? Does the customer 
have to rummage about to find the products, or are they positioned for visibility? How do you 
present your products in general? 
Is it more like an assemblage of objects that have been gathering dust over several years, where 
every drawer is packed with hundreds of pairs of glasses? Or does every pair of glasses have its 
own special place, giving the impression that you've carefully selected each piece in your 
exclusive collection? Again, you should think about who your target audience is here – there are 
many customers who might be put off by the impression of an exclusive selection of high-minded 
items. How are your employees placed? Does it seem like they're holed up in the corners or 
barricaded behind the counter, or does the shop have an open design that makes it less daunting 
to approach or be approached by a salesperson? Your ability to cross-sell is another area where 
the architecture of your shop and the way it is structured can either increase your chances or 
stifle them. Do I have a corner for accessories where all the miscellaneous items are located, or 
do I display certain applications and useful gadgets amongst the merchandise? Note that this also 
applies to your online shop.  

Online shop  
Your online shop is your digital point of sale. The same good impression that a customer may 
have gotten from a visit to your shop should also be reflected in your online shop – and vice-
versa. You want to make sure your online shop is structured in a way that doesn't give people a 
headache. Don't beat people over the head with your merchandise, but at the same time, it 
shouldn't be hard to purchase items in your shop or view the products that are for sale. Good 
customer service and helpful advice are just as important to your digital POS as they are to your 
physical shop. Make sure your customers are always able to interact with you. With this in mind, 
you may, for example, direct them to your social media profile or set up a live chat feature. 
Better yet: make the site's interface so user-friendly that no question goes unanswered. You can 
use tools such as Google Analytics and others to find out precisely where users are getting stuck 
or leaving your site, and use the results to make continuous improvements. At the same time, 
you'll be able to see what people are particularly interested in, and then naturally make changes 
to focus more on those products or features. You can also benefit from the information you learn 
here by applying the results to your physical shop as well. It should not take users more than 5 
clicks to complete a purchase. It should be possible for customers to make purchases without 
even having to log in. You should also provide them with tips on how to use the products while 
they're browsing the site. Display calls to action like "View item", "Buy now", "More info", "Make 
an appointment", and turn a visitor to your site into an interested party - and ultimately a 
customer. If possible, get the email addresses of potential buyers by making information or 
actions with added value available to them; this may include things like e-books, webinars, etc. 
When it comes to cross-selling, having an online shop offers some very simple solutions along 
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with several additional benefits. By automatically offering products that go with the ones that 
are already in the customer's shopping cart or ones they've already viewed or purchased, you can 
improve the customer's shopping experience, increase your revenues, and at the same time 
naturally generate internal links that will help you rise on Google's online rankings. Being able to 
find your way around is an essential part of your service. 

Service 
But what does service mean to you? How much importance do you currently place on service? 
Service is one of the biggest, if not the biggest, issue of all when it comes to stories of success 
or failure in recent years. Why is Facebook still going strong today and MySpace isn't? Why is 
Apple so successful and Nokia not so much anymore? Service begins with a concrete 
determination of the products and services you are offering. Have they kept up with the times, 
with good prospects for the future, or is consumer demand and technology going down a path 
that will make you obsolete? On to the sales process – how much are you able to offer in terms 
of advice and guidance? What solutions can you offer customers who often lose their glasses, or 
who place great value on cleanliness? Are you already exploiting after-sales potential to its 
fullest? Imagine that what you're actually selling is one of the most important human senses: 
sight. Not the glasses. Do your employees have enough skills and knowledge to live up to your 
company's reputation for expertise and to provide thorough advice and guidance to customers? 
Service means listening to people and showing initiative, explaining things and offering 
solutions. To this end, you can conduct surveys on service, either with your customers or 
amongst your employees. You've taken the first step by attending the trade fair; keep being 
innovative and always stay ahead of the curve. Customer service often only stands out when 
something goes wrong. A customer with new glasses is having vision problems again after one 
week – how do you react? When and where can they contact you outside of the shop? The best 
thing to do here is to point people towards your social media profile and make yourself available 
there. Regularly check to see if you've received new messages or comments, and respond in a 
timely manner. Create a WhatsApp number or set up a chat bot for the most frequently asked 
questions. How soon are you able to offer a replacement, or is that something you even do? If 
more complicated issues arise, can you refer customers to other eye specialists who can take 
another look? If there's an emergency, are your employees able to act in as competent and 
professional a manner as you yourself would? Or if a pair of glasses breaks, will the customer 
receive a new pair right away, or will they need to wait while you substantiate their claim? 80 
percent of people who have had a good experience with a company's customer service will then 
recommend that company to others! Is the cost of acquiring a new pair of glasses worth more 
than a new customer and a good reputation? Are you accommodating, preferring to go before 
your suppliers in defence of your customers? Serve your customers if you want to deserve your 
customers. In the end, your whole business depends on whether sales are made or not, or 
whether your existing customers recommend you to others or warn them to stay away from you. 
Therefore, even after the sale has been finalised, you will want to find out whether your 
customer is satisfied with the purchase, either by contacting them personally or via an 
automatic process – doing so will never be anything but positive for you and your business. Of 
course, contacting them personally is always be the best way to go. But what is immensely 
important in this context is both who is addressing your customers as well as how they go about 
doing so. In most cases, it won't be you personally who is getting in touch with your customers, 
but rather your employees. 
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Personnel 
They are the ones who represent your brand and your company to the public on a day-to-day 
basis. Take Apple, for example. The actual physical locations, the Apple Stores, are always 
staffed by people who are young, dynamic, and often a bit offbeat. Interactions with customers 
are noticeably informal, and the overall atmosphere is very casual and laid-back. Elderly people 
who visit the shops are often perplexed at the attitude on display there, which seems very 
American, very Californian, in comparison to what they're used to. These employees embody the 
"Apple mentality", which is all about innovation, unconventionality, ease of use, and coolness. Of 
course, this doesn't mean that you need to dispense with all formalities and only start hiring 
guys with mohawks. Instead, you need to know your target audience and your company's values. 
What sets you apart from the competition – are you a long-established company or a young start-
up? Who is your primary target market? If your regular customers are all over 70, then mohawks 
and informality are going to be somewhat counterproductive. But if you're in the business of 
selling designer glasses to those young at heart, then perhaps it's worth considering. But no 
matter which direction you eventually settle on, the important thing is that you communicate a 
consistent message. Make sure that your employees receive thorough and uniform training 
concerning the demands of your customers and the standards of your company. If you have a 
fluctuating workforce or you only employ part-time employees, that's not something your 
customers should be able to pick up on or find fault in. The service, the feel, the way customers 
are addressed, and the quality of the advice should always bear your mark and be of consistent 
quality. Use a third-party service to help you develop standards of "corporate behaviour" and 
"corporate communication". In other words, the attitude and way of communicating that are to 
be associated with your brand. This includes things like how you interact with customers, 
whether you offer drinks whilst they wait, and how you address someone. But even after the 
purchase has been completed, could you engage in discussion and identify further needs and 
requirements that can be fulfilled by using your products or services? And so we come to the 
topic of cross-selling.  

Cross-selling 
Cross-selling means selling additional products or services to existing customers. This is 
something we're used to seeing when shopping on the larger shopping platforms, like when 
you're buying shoes and they recommend you also purchase a leather care product. But it's not 
really something you see every day in shops in real life. Imagine things from your customer's 
perspective. Which products or services offered by your company could be expanded upon, 
improved, simplified, or made more luxurious? As an optician, people will come to you both 
before and after seeing an eye doctor. In most cases, your customers are already sensitised to 
the process and open to discussing any issue pertaining to vision. What other needs do they have 
that you might be able to satisfy? If you want to be able to offer the smartest and most helpful 
products and solutions, you need to be familiar with them and have them on offer in your shop. 
Try to avoid having to order things and making your customers wait. If you face major price 
competition on certain products, you can offer them at lower prices. You could perhaps even sell 
them at cost if you're doing enough cross-selling and are able to recoup the cost through the sale 
of other products or services. The most important thing is winning the customer over. Issues like 
cleanliness, fashion, health, durability, storage, portability, flexibility, etc. are all things your 
customers are undoubtedly going to be thinking about when it comes to glasses. There's virtually 
no limit to the extra products you can sell, and there's always room for more creative 
approaches. 
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Using the example of the Kraft optician chain, we will show you what a successful online 
shop ought to look like and how new markets can be opened. 

We have now successfully acquired customers, which has subsequently led to purchases being 
made. But it is only later, after the sale has been made, that the customer will decide whether 
they will become a regular customer or whether it was a one-off experience that they do not 
wish to repeat. USE The after-sales process is about turning customers into fans. But how do you 
go about that? Why would someone actually become a fan of my company? How does it benefit 
me? Next, we'll be looking at the possible ways in which you can better integrate customers into 
your company. You can establish customer loyalty to the company by integrating customers into 
your decision making. For example, you can let your customers choose the models they like best 
via your social media channels. The resulting sense of involvement creates the so-called Ikea 
effect. We are proud of the contribution we have made, that piece of our personality we have 
offered to the company or product, and thereby establish an emotional connection with the 
company. 
In this case, the communication should have more of a warm as opposed to a sterile tone. 
Integrating customers, also called empowerment, is a big step towards transparent 
communication. It gives us a strong incentive to participate and also to share. The option of 
personalising products can also trigger this effect. 
Additionally, you should always ask for feedback. Every comment is important for you. You can 
find an example of this in our social app at the booth. View every comment or contribution as 
free insight into the beliefs and lifestyle of your target group and thus as an opportunity to keep 
moving in the right direction. 

Newsletter 
offer a great option for combining these after-sales measures. Ideally, personalised newsletters. 
They allow you to comfortably reach and inform your entire customer base without great effort. 
You can also use this medium to offer an incentive to purchase or participate in the form of 
special offers, new products, or exclusive events. A newsletter is an information sheet sent out 
via email. Visually, a newsletter should be designed in such a way that it helps the reader 
register the information and at the same time is enjoyable to look at. Email marketing is a very 
cost- and time-efficient means of reaching a large amount of people. Customisable newsletters 
aimed at specific target groups represent the very best use of this medium. For example, names 
and relevant products can be tailored to each individual customer. This channel can be used to 
address both business clients and private customers. A newsletter is also suitable as an intranet 
alternative for sending messages within the company. Newsletters should be sent out regularly 
at reasonable intervals so that they remain on people's minds and perhaps even generate a few 
direct sales. Reasonable intervals mean at least 1-2 days and at most 1-2 months. This depends 
on your capacity for innovation. Newsletters can include topics such as discounts, new products, 
and special offers. Your image campaign can also have a place in a newsletter. To keep your 
conversion rate as high as possible, you should always make sure to include clearly visible call-
to-action elements that work flawlessly, without any technical issues. In addition, the content of 
the newsletter should offer a certain added value outside of the product descriptions that will 
entice recipients to open the newsletter and read it every time. Newsletters offer the 
opportunity of staying in touch with your customers. This is the most important factor in 
establishing consistent customer loyalty. 
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Customer loyalty  
This practice, also called customer care, refers to looking after your customers, even after 
you've made the sale. Try to think like one of your customers. Why did they make a purchase in 
the first place? What were their pain points and what were their desires? Were you able to solve 
their problems or give them what they wanted? What was the purchase process like? Were there 
any potential issues that could be improved? What is your customer doing with the product now? 
What role does it play in their daily life? Could there be any problems or possible improvements 
for which you can offer services or solutions? For optimal customer care, as well as for inspiring 
loyalty to your company, all points in the NEED, BUY, USE process come into play. The interplay 
between all the elements of the entire process needs to be smooth and coherent, ultimately 
leaving the customer with the feeling that you are genuinely interested in their well-being. Do 
not try to make a sale, but instead try to make your customer happy; ideally, you also want to 
entertain and inform. In doing so, you can be certain that you're building a solid customer base, 
earning yourself a good reputation, and creating the best conditions for further activities. There 
is software available that can help you manage basic information about your customers. This is 
typically called CRM software, comes in many different versions, and can be connected to your 
IT system. Another option is running your own events or series of events.  

Events  
Use company milestones such as anniversaries, product launches, seasonal events like Christmas, 
Easter, etc. to stay in personal contact with your customers. Invite local or national celebrities, 
offer good food and drinks, provide entertainment and a bit of excitement. Make sure that the 
event is an experience that your customers tell their friends and acquaintances about, share on 
their social media channels, and always remember. Even if none of this is directly related to 
your products or services, it will still be associated with your brand, your company.  
The emotional connection that people form with brands, with other people, and with companies 
is quite a bit stronger than rational thought. Space out your celebrations to make sure that 
they're always something special and that you can easily expend the necessary resources for 
them. Train your employees to avoid giving the impression of a Tupperware-style sales party but 
still manage to get people talking about your company and its products. You will notice the 
significant impact this has on your company's reputation. It will also help improve your online 
and offline ratings.  

Ratings  
After all, in the Internet age, the importance of ratings has risen significantly. Even the personal 
experiences of people you know can be balanced out by many positive customer reviews. Our 
user behaviour has developed to the point that we primarily look at reviews from other 
customers and often judge the product or service right then and there. Whether it's fair or not, 
this means that many products and companies never even have the opportunity to improve as a 
result of bad reviews. If you want people to keep thinking about you in a positive light, the first 
and foremost factor is first-class customer service. Even if your product or service was rather 
mediocre, but you did everything in your power to make the customer feel like they were in 
good hands, you might just end up with a five-star rating despite having a three-star product. 
Encourage your customers to leave a review, either by asking them to do so directly or by 
providing an incentive such as a future discount or some other way of showing your gratitude. 
Make sure to follow up with them afterwards. The best way to do this is in writing or, even 
better, by phone, so that any issues can be resolved directly and nothing stands in the way of a 
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good review. If you make an effort and create a positive impression in these areas, then nothing 
stands in the way of building your own fan base, also called a community.  

Community 
This "community" consists of people who share a certain passion and who wish to delve deeper 
into the material and discuss it with like-minded individuals. These are the people who occupy 
themselves with your products in their free time. They are the ones who tell others about the 
latest developments in your industry, who share information amongst themselves and with 
others, and who are always providing new content. They keep your industry fresh and up to date 
and help drive innovation. These are also the people who demand innovation and thereby 
stimulate progress in the industry. Your community turns products into more than mere consumer 
goods; they become part of a lifestyle, part of human and social identity. Establishing your own 
community is therefore a goal worth striving for. In contrast to sending out a newsletter, this 
task requires quite a bit of time and effort. Only when you are completely familiar with your 
target audience and know how to reach it, can you actually start building a community. To begin 
with, you need a platform where the community members can interact with one another. This 
doesn't always need to be your own platform. For example, you could use a platform like 
Instagram instead. A community rises and falls with the supply of content. You should provide 
new input once a day or several times a week – that is, delivering new products, information, or 
interpretations – in order to increase the added value of the platform for the users. If you 
succeed, this will lead to the effect that users keep coming back every day to see if there's 
anything new. They will then recommend the platform to others and want to remain in constant 
contact with your company, with your brand. Once you have achieved this status, you will 
automatically be seen as an expert and your products will be held in extremely high regard. This 
will allow you to offer your products at much higher prices than your competitors and still be 
able to sell more. Just take the example of the trainer or model-building industry or other iconic 
products. 

The measures illustrated here should by no means be viewed as separate entities. On the 
contrary, only by combining them do they turn into a unique experience. As a so-called sales 
funnel, they have a strong influence on your revenue, your reputation, and ultimately, your 
success. 

Immerse yourself in the customer journey, take advantage of the guided tours offered by Aalen 
University students, and receive personalised advice on your individual issues from our experts 
with know-how in your respective industry. We look forward to welcoming you.
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