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The current conditions for the functioning of enterprises-manufacturers of local treatment
facilities made of fiberglass and composite materials have been given, a significant impact
on the performance of which is carried out, first of all, by the development of scientific
and technical progress and changes in the requirements of consumers of such types of
products. The current state of research of approaches to the formation of the customer
journey of users of various products and services with the help of modern marketing tools
presented in special and scientific literature has been analyzed, the results of which indicate
that attention has been paid to these issues and problems. At the same time, regarding the
methodological approaches to the formation of the Customer Journey Map, it is advisable
to note that such issues are described rather thesis in the recommendations of practitioners-
marketers, which, in turn, emphasizes the importance of creating a scientifically grounded
basis for application in the practical activities of business entities of different forms of
ownership in modern conditions of the Ukrainian market functioning. The essence of the
Customer Journey Map marketing technology has been analyzed. The sequence of the
Customer Journey Map formation has been generalized. Modern tools for creating a
Customer Journey Map have been characterized. The AIDA marketing formula has been
proposed to use when a Customer Journey Map building is doing. It has been proposed to
supplement the AIDA marketing formula with a loyalty support component. The necessity
of using User Scenario and User Story during the construction of the Customer Journey
Map has been substantiated. The main groups of consumers of the product “local treatment
facilities made of fiberglass and composite materials” have been identified (specific private
households; developers; designers; construction organizations; investors; business entities
of different forms of ownership and different scales of activity). The User Scenario, User
Story and Customer Journey Map have been formed for a specific group of local treatment
facilities users “specific private households”.
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Introduction and problem statement

In the transformational changes of the
economic space, in the conditions of which
Ukrainian enterprises operate and which are caused
by global and local problems, the task of maintaining
the profits necessary for economic activity is
combined with challenges based on customer needs
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and solutions that can be offered to solve specific
problems that are set to meet the needs of consumers.
Modern consumers, at the same time, are quite
demanding and require quick solutions, which, in
addition, meet the quality requirements of ISO
criteria, reduce the cost of the product, as well as
lead to an effective presentation of the product. All
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these factors directly affect the cost of the product,
and, ultimately, the specific financial results of the
manufacturer, which conducts marketing research
of the market in which it operates, and, accordingly,
incurs specific costs, which may change its range,
which, in turn, leads to changes in many aspects of
its activities, in particular, logistics, engineering,
financial indicators, etc.

Under modern conditions of functioning of the
economy of Ukraine and the global economy in
general, such a situation is typical for domestic
companies-manufacturers of local treatment facilities
made of fiberglass and composite materials.

The modern Ukrainian market of local
treatment facilities made of fiberglass and composite
materials is rapidly flowing due to the requirements
of modern consumers of such products. In
accordance with modern market requirements,
manufacturers of local treatment facilities made of
fiberglass and composite materials must meet
customer requirements for the quality of such
products, which have certain features: low specific
weight; high corrosion resistance (more than 50
years); chemical resistance; high specific strength;
resistance to changes in temperature; modern design,
etc. [1].

Therefore, understanding the needs and
requirements of customers of a particular type of
product should provide the manufacturer of such a
product information on how to form tactics and
strategy of the manufacturer.

Nowadays, with the use of large data sets in
marketing, the customer’s understanding has
changed: it is possible to determine his habits,
preferences, motives before making a purchase.
Information about who, how and why makes
purchases helps to find weaknesses in the company’s
work. These data show how to improve the product
and the quality of service in order to increase the
benefits for both the buyer and the company.

Marketing uses visualization tools to aggregate
and aggregate customer data, such as Customer
Journey Map as part of a modern product
development methodology based on a detailed
analysis of audience needs and behavior.

Thus, in order to substantiate the weighted
recommendations for the implementation of specific
actions of the company-manufacturer of local
treatment facilities made of fiberglass and composite
materials on the market, it is necessary to study the
customer path of users of this type of product using
Customer Journey Map.

Analysis and research of publications

Today in the special literature the issue of
research of the client path of users of various products
and services with the help of modern marketing tools
are paid attention. Thus, theoretical issues related
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to the study of consumer behavior in modern market
conditions, the possibility of predicting the actions
of consumers with similar behaviors in different
situations of purchasing goods, identifying factors
influencing the purchasing decision are investigated
[2], the types of consumer personality with their
main characteristics, analyzes the main factors
influencing consumer behavior in modern conditions
(religious, cultural, social, political, economic,
climatic, situational and other factors that determine
consumer behavior in the market, in particular,
upbringing, level of education, age, worldview,
character, mood, expectations, etc.) are covered [3],
the directions of improvement of formation and
development of client base by growth of level of
loyalty of clients in system of marketing of relations
are considered and the basic directions of
maintenance of loyalty of clients are defined are
considered [4], client capital as an important resource
of socio-economic development and its impact on
the market value of companies is studied is considered
[5], approaches to the formation of customer
orientation of the enterprise and determination of
its essential characteristics taking into account the
specifics of the manifestation of new challenges and
demands of today, which provides a deep
understanding of its customers, retention of existing
customers, interaction with customers based on
relationships rather than product sales, development
of individual communication chains with clients,
focus on maintaining customer loyalty and customer
experience management are substantiated [6], the
tools, methods and technologies of cluster analysis
and determination of functional characteristics of
customer queuing systems are distinguished are stand
out [7], etc. At the same time, with regard to
methodological approaches to the formation of
Customer Journey Map, it is worth noting that such
issues are described quite concisely in the
recommendations of marketing practitioners, which,
in turn, emphasizes the importance of creating a
scientifically substantiated basis for application in
practical activity of business entities of various forms
of ownership under modern conditions of functioning
of the Ukrainian market.

The purpose of the article

The aim of the work is to study the client path
of users of local treatment facilities made of fiberglass
and composite materials using Customer Journey
Map.

Presenting main material

In general, Customer Journey Map (CJM) is a
modern marketing technology that simplifies
communication between employees (companies,
organizations) and customers and makes the
company’s communication strategy more effective
and coherent. In other words, CJM is a visualization
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of the history of user interaction with your product,
service, company or brand through various interaction
channels over a period of time; it is a map of user
interaction with the product. Customer Journey Map
is a visualized experience, the history of
communication with the company, taking into
account the thoughts, emotions, goals, motives of
both the user of the product or service, and the
company itself.

In practice, the creation of CJM allows you to
systematize relationships with customers and helps
them provide the necessary content at a certain time.
Such a card is made on behalf of the buyer and
looks like a graph with the points and channels of
his interaction with the products. That is, Customer
Journey Map is a directed graph, which shows the
path of the user-consumer of the product-service
with the help of contact points. CJM displays the
customer’s path to the product, identifies problem
areas, and shows how to increase sales and increase
customer loyalty. This map identifies the main fears
and expectations of customers. This is the main
difference between Customer Journey Map and the
sales funnel, which reflects the linear movement of
the consumer to the product without detours. The
reference example of CJIM does not exist and cannot
exist. As a rule, maps are similar to infographics.
The level of complexity of the Customer Journey
Map can also be different and depends on the degree
of elaboration of the stages of customer interaction.

To create a Customer Journey Map, there is a
sequence that can be specified by the appropriate
stages (steps), namely:

Stage (step) 1

Collection of information and identification of
major groups of buyers (formation of the so-called
«buyer persona»).

At this stage, the audience is studied and the
characters are substantiated. For the implementation
of stage (step) 1 will be useful research, surveys, web
analytics data, in addition, personal communication
practices.

In the terminology of the Customer Journey
Map toolkit, a character is an assembled image of a
customer created on the basis of audience data. It
should reflect real personal qualities and clear goals.
Because each buyer has their own path to the
product, CJM is best built for multiple characters.
Characters of different audience segments will react
differently to prices, they will have different
expectations and impressions. In addition, it is
advisable to take into account that for a detailed
description of the path of a particular buyer (group
of buyers) -character information about the actions
of the buyer, his problems, doubts, triggers,
distractions and more.

To form a more visual and practical Customer
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Journey Map, in addition to information about
preferences, problems, doubts, etc. buyer-client, at
this stage it is necessary to begin to collect and analyze
internal information about the characteristics of the
product, business goals of the company and possible
problems in the market.

Stage (step) 2

Forming a sales funnel for each group.

It is well known that the sales funnel is a
marketing analytical tool, the use of which in practice
allows you to determine the motives of a potential
customer of the company to make a decision to
purchase a product or receive a service.
Understanding the motives and appropriate actions-
steps of a potential customer, it is possible to identify
ways and means to stimulate customer interest and
motivate him to make a purchase. Using a sales
funnel when building a Customer Journey Map will
allow you to segment in more detail the company’s
potential customers into specific groups, which have
specific similar interests and aspects of behavior.

Stage (step) 3

Defining the client’s goal at each stage of
interaction.

At this stage (step) of CJM formation, it is
appropriate to use the tools to evaluate the patterns
of consumer (buyer) behavior.

Stage (step) 4

Definition of points and channels of interaction.

At this stage, it is advisable to identify points
of interaction between the client and the company
in various channels (social networks, company
website, mobile applications, etc.). The result is an
Experience Map, on which it is optionally possible
to build an emotional map, as a separate stage of
forming a Customer Journey Map for each point of
contact. In addition, it is necessary to determine the
intersection of the client and the company.

Stage (step) 5

Separation of KPI for each stage as specific
results to be achieved.

The implementation of this step involves the
definition of key performance indicators KPI (Key
Performance Indicators), which allows the company
to assess its current status and help assess the success
of the chosen strategy to promote the product
(service) in contact with potential customer groups.

Stage (step) 6

Construction of an emotional map.

To understand the fears and barriers of
customers as the main factors influencing their
specific decisions, it is advisable to conduct a detailed
analysis of the emotional state of the user, which, in
the future, can be issued in the form of an emotional
map, which in the future will be the basis for points
and barriers of the company’s interaction with the
client.
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Stage (step) 7

Identification of critical points and barriers.

At this stage, it is necessary to identify barriers
in the interaction of the company and the client
and ways to overcome them. The points where there
are the most barriers are critical. In them, the
customer experiences negative emotions related to
the product or company (for example, the customer
is annoyed or dissatisfied with the quality of service;
as a result, his loyalty is reduced, and he may turn
to competitors).

Stage (step) &

Removing barriers.

The ultimate goal of forming a Customer
Journey Map is to create a positive consumer
experience, continuous and successful interaction of
the buyer with the product. To do this, based on the
built map in its critical points are determined by
ways to optimize the product and the company’s
work. To remove barriers, it is usually necessary to
improve the quality of service or update the product.
In addition, it is important always to remember that
it is necessary to evaluate the cost of lowering barriers.

Stage (step) 9

Regular survey of the obtained Customer
Journey Map.

Having formed CJM, it is advisable to
constantly analyze and make appropriate adjustments,
as today’s market and consumer needs are changing
quite rapidly, which, in turn, has a significant impact
on changes in tactics and strategy in the company.

The stages (steps) of forming the Customer
Journey Map are summarized in Figure 1.

There are the following tools for creating
Customer Journey Map are widely used in modern
practice:

— Google Spreadsheets (ease of use);

— Figma (easy to use for multiple users with
visualization);

— Adobe Photoshop and Illustrator (if you need
detailing and visualization);

— Touchpoint Dashboard (if you need images,
indicators and convenient history elements);

— Canvanizer and Miro (creating templates).

Widely is used today a marketing formula AIDA
(Awareness, Interest, Desire, Action) which quite
successfully describes the process of moving the
customer from determining their needs (desires) to
the purchase of a specific product (receiving a specific
service), so such a formula can and should be used
under CJM formation.

This formula can be supplemented, because

Stages (steps) of a Customer Journey Map creating

Stage (step) 1. Collection of information and identification of major groups of
buyers (formation of the so-called "buyer persona”)

Stage (step) 2. Forming a sales funnel for each group

Stage (step) 3. Defining the client's goal at each stage of interaction

Stage (step) 4. Definition of points and channels of interaction

achieved

Stage (step) 5. Separation of KPI for each stage as specific results to be

Stage (step) 6. Construction of an emotional map

Stage (step) 7. Identification of critical points and bariers

Stage (step) 8. Removing barriers

Stage (step) 9. Regular survev of the obtained Customer Joumev Map

Fig. 1. Stages (steps) of a Customer Journey Map creating
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after specific actions, most likely, comes a very
difficult stage — the maintenance of loyalty (Loyalty).

Awareness is the beginning: the customer
understands what he needs, however, does not quite
understand where the necessary benefit in the form
of a particular product or service to get. In this step,
it is important to understand how the customer will
receive information about the company that provides
this product or service, will determine the entry
points.

Interest - it is necessary to develop a set of
measures for each group of clients.

Desire — the client has already decided what
he needs, the list of his wishes is limited to a specific
pool of needs. In this step, the company should
remind itself in a convenient way that will satisfy
the wishes of the client.

Action — the customer decides to make a
purchase.

Loyalty is a set of activities that helps to use
the company’s products and services with customer
satisfaction.

In order to create an effective Customer Journey
Map at stage (step) 1 of its construction, it is advisable
to determine how the user interacts with the product
to achieve its goal in the appropriate context
(formation of the so-called «User Scenario») and
the ideal user interaction experience, including
information regarding the environment of use
(formation of the so-called «User Story»).

Therefore, taking into account the basic
theoretical and practical foundations for the creation
of CJM, we will explore the client path of users of
local treatment facilities made of fiberglass and
composite materials.

The main consumers (groups of buyers) of the
product «local treatment facilities made of fiberglass
and composite materials» today are: specific private
households; developers; designers; construction
organizations; investors; business entities of different

forms of ownership and different scales of activity.
Also, according to the practice of carrying out
activities, individual groups can be combined into
one: for example, developers in their person can
combine the wishes of a particular customer, designer
and builder and act as a generalized representative
of all the wishes of individual groups.

Consider in detail the formation of User
Scenario and User Story for a specific group of users
of local treatment facilities «specific private
households» (Table).

Customer Journey Map for a specific group of
users of local treatment facilities «specific private
households», built using Figma, is shown in Figure
2.

On the generated Customer Journey Map for a
specific group of users of local treatment facilities
«specific private households» it is possible to see the
steps, actions, feelings and thoughts of the user,
detailed analysis of which, in the future, should lead
to informed management decisions on the company’s
actions to increase customer loyalty.

Conclusions

Summarizing the results of the study to
determine the customer path of users of local
wastewater treatment facilities made of fiberglass and
composite materials using Customer Journey Map,
it is worth noting that today there are various tools,
methods and techniques for researching customer
behavior and successful customer interaction with
the product. To do this, based on the map built in
its critical points are ways to optimize the product
and the company’s work, which ultimately provides
an understanding of the needs and requirements of
customers of a particular product and should provide
the manufacturer of such product information on
tactics and strategies.

The direction of further research in this
scientific and practical domain is formation of User
Scenario, User Story and Customer Journey Map

User Scenario and User Story for a specific group of users of local treatment facilities «specific private households»

User group User Scenario User Story
Oleg, 37 years old
The owner of the building in the private sector of Dnipro city. He has
lived in a private house all his life and has always thought that the drain | Oleg, 37 years old

Specific |and technological progress, he understands that today there are
private | alternative solutions to his problem. Searching for possible proposals for
households | solving the problem on the Internet, he received information about

hole that his grandfather dug 40 years ago is an outdated solution to the
problem of sewer drains. Given the achievements of modern scientific

possible ways to solve it, manufacturers of equipment for this and the
peculiarities of the implementation of these ways. Having chosen one of
the options and contacted the company's representatives by providing
contacts for feedback on the site, Oleg decided on specific equipment to
solve his household problem. However, this solution is aesthetic.

The owner of a building in the
private sector of Dnipro city.
It need is to replace the
obsolete drainage pit with
modern equipment that will
clean the drain water to the
established environmental
standards.
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for other groups of users of local treatment facilities,
namely, developers, designers, construction
companies, investors, businesses of different forms
of ownership and different scales of activity, using
Figma.
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JOCIIIZKEHHA KITE€EHTCBKOI'O HIJIAXY
KOPHUCTYBAYIB JIOKAJIBHUX OYNCHUX CITIOPY] 31
CKIIOINIACTHUKIB I KOMITIO3UTHUX MATEPIAJIIB 3A
JOIIOMOTOIO CUSTOMER JOURNEY MAP

Kypaeeav B.B., Kyuuncoxuii A.B., Kyyuncoxa M.B.

OkpecaeHo cyuachi ymosu (DYHKUIOHY8AHHS NIONPUEMCME-
BUPOOHUKIE NOKANBHUX OYUCHUX CNOPYO 3i CKAONAACMUKIG | KOMRO-
3UMHUX Mamepianie, nepesaicHuil 6NAU6 Ha BUKOHAHHS OisAbHOCII
Axumu 30iticHioe, nepu 3a ece, pozeumox HTII ma 3minu eumoe
cnoxcugeauie makux eudie npodykmy. I[lpoananizoeano cyuacruil
cman docaidncenocmi nioxodie 0o hpopmysanHs KAIEHMCbKO20 ULAs-
Xy KOpucmyeauie pisHoMaHimuux npodykmie ma cepeicieé 3a dono-
MO20H0 CYMACHUX IHCIMPYMeHmMieé MapKemuH2y, HaOaHUX @ cneyianvHill
ma HayKogiil Aimepamypi, pe3yabmamu 4020 ciouams npo me, wo
Yum numauHam i npobaemam npudinrsiemocs yeaea. Ilpu yvomy,
CMOCOBHO MemodoaoeiuHux nioxodie do ¢hopmyeanus Customer
Journey Map, caywno 3a3nauumu, wo maki NUMAHHS ORUCYIOMbCA
documb Me3UcHO y peKoMeHOAuisX npaKkmukKie-mapKemonozie, wo,
6 8010 uepey, NiOKpecaroe 8aNCAUBICMb CMBOPEHHS HAYK08O 00-
TPYHMOBAHO20 NIOTPYHMS 045 3ACMOCYBAHHS Y NPAKMUYHIl 0isnb-
Hocmi cy0’ekmie eocnodaprosants pisHUX ¢opm esacHocmi 3a cy-
YACHUX YMO08 (DYHKUIOHY8aHHS YKpaiHcbkoeo puky. TIpoananizoea-
HO cymHicmb mapkemuneogoi mexroaoeii Customer Journey Map.
Y3aeanvneno nocaioosnicmos opmyeanns Customer Journey Map.
Oxapakxmepu3o6ano cyuachi incmpymenmu oas cmeopenns Customer
Journey Map. 3anpononosaro npu no6ydosi Customer Journey Map
3acmocoeysamu mapkemuneogy ¢opmyay AIDA, donoenusuiu ii
ckaadosor niompumku aosavHocmi. OOrpyHmMoeano HeobXioHicmy
3acmocysanns User Scenario ma User Story nid wac nobyodosu
Customer Journey Map. Busnaveno ocHOGHI epynu cnojcuea4ie npo-
JyKmy «A10KaAbHi O4UCHI cnOpYOU 3i CKAONAACMUKIG | KOMNO3UM -
Hux mamepianie» (KoHKpemui npusamui domoeocnodapcmea, dese-
aonepu; npoeKmysanvHuku, 0yodieeavui opeauizayii; ineecmopu;
cy6’ekmu 20cno0apro8anHs pisHUX OPM 8AACHOCMI | PI3HUX Macul-
maobie disavnocmi). Cghopmosarno User Scenario, User Story ma
Customer Journey Map ons KoHKpemHoi epynu Kopucmyeauie n0-
KaAbHUX O4UCHUX CROPYO «KOHKPeMHi NPUGAMHI d0MO20CH00apcmea».

Kimo4oBi cjioBa: MapKeTHHTOBI TEXHOJIOTi1, KOMyHiKaTMBHA
cTpaTerisl, Bi3yami3alisi KOMYyHiKallii «KOMIMaHisI-KIIIEHT»,
CerMeHTallisl KJIEHTIB, TMOBEIiHKA KJIi€HTa, MOTUBM KIIi€EHTa,
TOKpAIIeHHS TIPOAYKTY, SIKiCTb OOCIIYyTOBYBaHHS, MiIBUILICHHS
00CHTiB IpoAaXy, MiABUIIICHHS JOSUIBHOCTI KITIEHTIB.

UCCIEIOBAHUE KIIMEHTCKOTI'O ITYTU
ITOJIb30OBATEJIEN JIOKAJIBHBIX O4YMCTHBIX
COOPYKEHHI 13 CTEKJIOILIACTUKOB 1
KOMITIO3UTHBIX MATEPUAJIOB C IIOMOIIIBIO
CUSTOMER JOURNEY MAP

Kypaeeav B.B., Kyuuncxuii A.B., Kyuunckasa M.B.

Tlpusedenni coepementbie ycao8us hyHKUUOHUPOBAHUS nped-
npuUsMUti-npouzeodumenei 10KAAbHbIX OYUCTHBIX COOPYIHCEHUT U3
CMEKAONAACIMUKO8 U KOMNO3UMHbIX MAMEPUAN08, CYUeCEeHHOe
GAUSHUE HA 6bINOAHEHUE OesSMeAbHOCMU KOMOPbLIMU OCYUeCmensi-
tom, npecde eceeo, pazeumue HTII u usmenenus mpebosanuii no-
mpebumeneii makux eudoe npodykma. Ilpoanasusupoearo cospe-
MeHHOoe cOCmOosiHUe UCCAe008AHHOCIU N00X0008 K (opMUPOBAHUID
KAUEHMCK020 nymu noab306ameneli pasHooOpasHbiX NPoOyKmoe u
CepeuUco8 ¢ NOMOUWBI) COBDEMEHHBIX UHCMPYMEHIMO8 MAapKemuHea,
npedcmaeneHHbIX 6 CReUYUANbHOU U HAYUHOU Aumepamype, pe3yib-
mamal 4eeo CeUOCMeAbCmEYIom 0 MOM, Mo SMUM 60NPOCAM U Npo-
onemam ydeasemces eHumanue. Ilpu samom, omHocumenvHo memo-
donoeuueckux nodxodoe k gopmuposanuro Customer Journey Map,
1e1eco00pasHo OMMemumy, Ymo maxue 8oNpocsl ONUCHIGAIOMCS
00CMAamo4Ho Me3UcHO 6 PeKOMEHOAUUX NPAKMUK08-MapKemono-
208, UMO, 8 C60I0 ouepedb, NOOYEPKUBAEN GANCHOCMYb CO30aHUs
Hay4Ho 000CHOBAHH020 0a3uca 045 NPUMEHeHUs 8 NPAKMUHECKOl
dessmensHocmu cy0seKmoe X03sUcmeo8aHuUst PasHbiX Gopm coocmeen-
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HOCMU NPU COBDEMEHHBIX YCA0BUSX DYHKUUOHUPOBAHUS YKPAUHC-
K020 puinka. [Ipoanaruzuposana cywHocms MapKemuHe080l mex-
Honoeuu Customer Journey Map. Obobwena nocaedosamensHocms
¢opmuposanus Customer Journey Map. Oxapakxmepu3o8anst co-
epemeHrHble UHCmpYyMenmbl 0 coz0anus Customer Journey Map.
IIpeonooncero npu nocmpoenuu Customer Journey Map npumensmeo
mapkemureogyro gopmyay AIDA, donoanue ee cocmasasroueti nod-
depocku aosnvHocmu. ObocHogana Heobxodumocms npumererust User
Scenario u User Story 6o epems nocmpoenusi Customer Journey
Map. Onpedenenvt ocHosHbie epynnbl nompebumenell npooyKma
«I0KAIbHbBIE OUUCHIHBIE COOPYICEHUSI U3 CMEKAONAACIMUKO8 U KOM-
NO3UMHBIX Mamepuanoe»> (KOHKpemHubie 4acmuvie 00MOAA0CHUS;
degenonepul; NPOEKMUPOGUUKU, CPOUMENbHbIe OPeAHU3AYUU, UH-
8eCcmopbl; CyOBeKnbl X035UCMBOBAHUS PA3HBIX POPM COOCIMEEHHOC-
mu u pazusix macuuma6bos desmenvHocmu). Copmuposans: User
Scenario, User Story u Customer Journey Map 0as KoHKpemHOU
2PYnnblL ROAb308aMenell N0KAAbHbIX OUUCTIHBIX COOPYIHCEHU «KOHK -
pemHble HacmHole 00MOBAAOCHUS» .

KnoueBbie ciioBa: MapKeTHMHTOBBIE TEXHOJOTHH,
KOMMYHUMKaTUBHAsI CTPATETHsl, BU3YyaAIM3allMsl KOMMYHUKAIIMT
«KOMITAaHUSI-KJIMEHT» , CETMEHTALINS KIIMEHTOB, MOTUBBI KJIMEHTA,
yIIy4dlIeHue TPOAyKTa, KaueCTBO OOCITy>KWBaHUSI, TTOBBIIICHUE
00bEMOB TTPONIAaXK, MOBBIIICHNE JIOSITTBHOCTH KJIMEHTOB.
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The current conditions for the functioning of enterprises-
manufacturers of local treatment facilities made of fiberglass and
composite materials have been given, a significant impact on the
performance of which is carried out, first of all, by the development
of scientific and technical progress and changes in the requirements
of consumers of such types of products. The current state of research
of approaches to the formation of the customer journey of users of
various products and services with the help of modern marketing
tools presented in special and scientific literature has been analyzed,
the results of which indicate that attention has been paid to these
issues and problems. At the same time, regarding the methodological
approaches to the formation of the Customer Journey Map, it is
advisable to note that such issues are described rather thesis in the
recommendations of practitioners-marketers, which, in turn,
emphasizes the importance of creating a scientifically grounded basis
Jfor application in the practical activities of business entities of different
forms of ownership in modern conditions of the Ukrainian market
Sfunctioning. The essence of the Customer Journey Map marketing
technology has been analyzed. The sequence of the Customer Journey
Map formation has been generalized. Modern tools for creating a
Customer Journey Map have been characterized. The AIDA marketing
formula has been proposed to use when a Customer Journey Map
building is doing. It has been proposed to supplement the AIDA
marketing formula with a loyalty support component. The necessity
of using User Scenario and User Story during the construction of the
Customer Journey Map has been substantiated. The main groups of
consumers of the product “local treatment facilities made of fiberglass
and composite materials” have been identified (specific private
households; developers; designers; construction organizations;
investors; business entities of different forms of ownership and different
scales of activity). The User Scenario, User Story and Customer
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Journey Map have been formed for a specific group of local treatment
facilities users “specific private households”.

Key words: marketing technologies, communication strat-
egy, visualization of company-client communication, customer
segmentation, customer motives, product improvement, service
quality, sales increase and customer loyalty increase.
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