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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 practitionersmarketers, 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”.
Keywords: marketing technologies, communication strategy, visualization of companyclient communication, customer segmentation, customer motives, product improvement,
service quality, sales increase and customer loyalty increase.
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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

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
de mands of today, which provides a de ep
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 visual ized experie nce, 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 CJM 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

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 rece ive a se rvice.
Understanding the motives and appropriate actionssteps 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) 8
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

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hole that his grandfather dug 40 years ago is an outdated solution to the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

Oleg, 37 years old
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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ÄÎÑË²ÄÆÅÍÍß ÊË²ªÍÒÑÜÊÎÃÎ ØËßÕÓ
ÊÎÐÈÑÒÓÂÀ×²Â ËÎÊÀËÜÍÈÕ Î×ÈÑÍÈÕ ÑÏÎÐÓÄ Ç²
ÑÊËÎÏËÀÑÒÈÊ²Â ² ÊÎÌÏÎÇÈÒÍÈÕ ÌÀÒÅÐ²ÀË²Â ÇÀ
ÄÎÏÎÌÎÃÎÞ CUSTOMER JOURNEY MAP
Æóðàâåëü Â.Â., Êóöèíñüêèé À.Â., Êóöèíñüêà Ì.Â.
Îêðåñëåíî ñó÷àñí³ óìîâè ôóíêö³îíóâàííÿ ï³äïðèºìñòââèðîáíèê³â ëîêàëüíèõ î÷èñíèõ ñïîðóä ç³ ñêëîïëàñòèê³â ³ êîìïîçèòíèõ ìàòåð³àë³â, ïåðåâàæíèé âïëèâ íà âèêîíàííÿ ä³ÿëüíîñò³
ÿêèìè çä³éñíþº, ïåðø çà âñå, ðîçâèòîê ÍÒÏ òà çì³íè âèìîã
ñïîæèâà÷³â òàêèõ âèä³â ïðîäóêòó. Ïðîàíàë³çîâàíî ñó÷àñíèé
ñòàí äîñë³äæåíîñò³ ï³äõîä³â äî ôîðìóâàííÿ êë³ºíòñüêîãî øëÿõó êîðèñòóâà÷³â ð³çíîìàí³òíèõ ïðîäóêò³â òà ñåðâ³ñ³â çà äîïîìîãîþ ñó÷àñíèõ ³íñòðóìåíò³â ìàðêåòèíãó, íàäàíèõ â ñïåö³àëüí³é
òà íàóêîâ³é ë³òåðàòóð³, ðåçóëüòàòè ÷îãî ñâ³ä÷àòü ïðî òå, ùî
öèì ïèòàííÿì ³ ïðîáëåìàì ïðèä³ëÿºòüñÿ óâàãà. Ïðè öüîìó,
ñòîñîâíî ìåòîäîëîã³÷íèõ ï³äõîä³â äî ôîðìóâàííÿ Customer
Journey Map, ñëóøíî çàçíà÷èòè, ùî òàê³ ïèòàííÿ îïèñóþòüñÿ
äîñèòü òåçèñíî ó ðåêîìåíäàö³ÿõ ïðàêòèê³â-ìàðêåòîëîã³â, ùî,
â ñâîþ ÷åðãó, ï³äêðåñëþº âàæëèâ³ñòü ñòâîðåííÿ íàóêîâî îá´ðóíòîâàíîãî ï³ä´ðóíòÿ äëÿ çàñòîñóâàííÿ ó ïðàêòè÷í³é ä³ÿëüíîñò³ ñóá’ºêò³â ãîñïîäàðþâàííÿ ð³çíèõ ôîðì âëàñíîñò³ çà ñó÷àñíèõ óìîâ ôóíêö³îíóâàííÿ óêðà¿íñüêîãî ðèíêó. Ïðîàíàë³çîâàíî ñóòí³ñòü ìàðêåòèíãîâî¿ òåõíîëîã³¿ Customer Journey Map.
Óçàãàëüíåíî ïîñë³äîâí³ñòü ôîðìóâàííÿ Customer Journey Map.
Îõàðàêòåðèçîâàíî ñó÷àñí³ ³íñòðóìåíòè äëÿ ñòâîðåííÿ Customer
Journey Map. Çàïðîïîíîâàíî ïðè ïîáóäîâ³ Customer Journey Map
çàñòîñîâóâàòè ìàðêåòèíãîâó ôîðìóëó AIDA, äîïîâíèâøè ¿¿
ñêëàäîâîþ ï³äòðèìêè ëîÿëüíîñò³. Îá´ðóíòîâàíî íåîáõ³äí³ñòü
çàñòîñóâàííÿ User Scenario òà User Story ï³ä ÷àñ ïîáóäîâè
Customer Journey Map. Âèçíà÷åíî îñíîâí³ ãðóïè ñïîæèâà÷³â ïðîäóêòó «ëîêàëüí³ î÷èñí³ ñïîðóäè ç³ ñêëîïëàñòèê³â ³ êîìïîçèòíèõ ìàòåð³àë³â» (êîíêðåòí³ ïðèâàòí³ äîìîãîñïîäàðñòâà; äåâåëîïåðè; ïðîåêòóâàëüíèêè; áóä³âåëüí³ îðãàí³çàö³¿; ³íâåñòîðè;
ñóá’ºêòè ãîñïîäàðþâàííÿ ð³çíèõ ôîðì âëàñíîñò³ ³ ð³çíèõ ìàñøòàá³â ä³ÿëüíîñò³). Ñôîðìîâàíî User Scenario, User Story òà
Customer Journey Map äëÿ êîíêðåòíî¿ ãðóïè êîðèñòóâà÷³â ëîêàëüíèõ î÷èñíèõ ñïîðóä «êîíêðåòí³ ïðèâàòí³ äîìîãîñïîäàðñòâà».
Êëþ÷îâ³ ñëîâà: ìàðêåòèíãîâ³ òåõíîëîã³¿, êîìóí³êàòèâíà
ñòðàòåã³ÿ, â³çóàë³çàö³ÿ êîìóí³êàö³¿ «êîìïàí³ÿ-êë³ºíò»,
ñåãìåíòàö³ÿ êë³ºíò³â, ïîâåä³íêà êë³ºíòà, ìîòèâè êë³ºíòà,
ïîêðàùåííÿ ïðîäóêòó, ÿê³ñòü îáñëóãîâóâàííÿ, ï³äâèùåííÿ
îáñÿã³â ïðîäàæó, ï³äâèùåííÿ ëîÿëüíîñò³ êë³ºíò³â.

ÈÑÑËÅÄÎÂÀÍÈÅ ÊËÈÅÍÒÑÊÎÃÎ ÏÓÒÈ
ÏÎËÜÇÎÂÀÒÅËÅÉ ËÎÊÀËÜÍÛÕ Î×ÈÑÒÍÛÕ
ÑÎÎÐÓÆÅÍÈÉ ÈÇ ÑÒÅÊËÎÏËÀÑÒÈÊÎÂ È
ÊÎÌÏÎÇÈÒÍÛÕ ÌÀÒÅÐÈÀËÎÂ Ñ ÏÎÌÎÙÜÞ
CUSTOMER JOURNEY MAP
Æóðàâåëü Â.Â., Êóöèíñêèé À.Â., Êóöèíñêàÿ Ì.Â.
Ïðèâåäåíû ñîâðåìåííûå óñëîâèÿ ôóíêöèîíèðîâàíèÿ ïðåäïðèÿòèé-ïðîèçâîäèòåëåé ëîêàëüíûõ î÷èñòíûõ ñîîðóæåíèé èç
ñòåêëîïëàñòèêîâ è êîìïîçèòíûõ ìàòåðèàëîâ, ñóùåñòâåííîå
âëèÿíèå íà âûïîëíåíèå äåÿòåëüíîñòè êîòîðûìè îñóùåñòâëÿþò, ïðåæäå âñåãî, ðàçâèòèå ÍÒÏ è èçìåíåíèÿ òðåáîâàíèé ïîòðåáèòåëåé òàêèõ âèäîâ ïðîäóêòà. Ïðîàíàëèçèðîâàíî ñîâðåìåííîå ñîñòîÿíèå èññëåäîâàííîñòè ïîäõîäîâ ê ôîðìèðîâàíèþ
êëèåíòñêîãî ïóòè ïîëüçîâàòåëåé ðàçíîîáðàçíûõ ïðîäóêòîâ è
ñåðâèñîâ ñ ïîìîùüþ ñîâðåìåííûõ èíñòðóìåíòîâ ìàðêåòèíãà,
ïðåäñòàâëåííûõ â ñïåöèàëüíîé è íàó÷íîé ëèòåðàòóðå, ðåçóëüòàòû ÷åãî ñâèäåòåëüñòâóþò î òîì, ÷òî ýòèì âîïðîñàì è ïðîáëåìàì óäåëÿåòñÿ âíèìàíèå. Ïðè ýòîì, îòíîñèòåëüíî ìåòîäîëîãè÷åñêèõ ïîäõîäîâ ê ôîðìèðîâàíèþ Customer Journey Map,
öåëåñîîáðàçíî îòìåòèòü, ÷òî òàêèå âîïðîñû îïèñûâàþòñÿ
äîñòàòî÷íî òåçèñíî â ðåêîìåíäàöèÿõ ïðàêòèêîâ-ìàðêåòîëîãîâ, ÷òî, â ñâîþ î÷åðåäü, ïîä÷åðêèâàåò âàæíîñòü ñîçäàíèÿ
íàó÷íî îáîñíîâàííîãî áàçèñà äëÿ ïðèìåíåíèÿ â ïðàêòè÷åñêîé
äåÿòåëüíîñòè ñóáúåêòîâ õîçÿéñòâîâàíèÿ ðàçíûõ ôîðì ñîáñòâåí-
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íîñòè ïðè ñîâðåìåííûõ óñëîâèÿõ ôóíêöèîíèðîâàíèÿ óêðàèíñêîãî ðûíêà. Ïðîàíàëèçèðîâàíà ñóùíîñòü ìàðêåòèíãîâîé òåõíîëîãèè Customer Journey Map. Îáîáùåíà ïîñëåäîâàòåëüíîñòü
ôîðìèðîâàíèÿ Customer Journey Map. Îõàðàêòåðèçîâàíû ñîâðåìåííûå èíñòðóìåíòû äëÿ ñîçäàíèÿ Customer Journey Map.
Ïðåäëîæåíî ïðè ïîñòðîåíèè Customer Journey Map ïðèìåíÿòü
ìàðêåòèíãîâóþ ôîðìóëó AIDA, äîïîëíèâ åå ñîñòàâëÿþùåé ïîääåðæêè ëîÿëüíîñòè. Îáîñíîâàíà íåîáõîäèìîñòü ïðèìåíåíèÿ User
Scenario è User Story âî âðåìÿ ïîñòðîåíèÿ Customer Journey
Map. Îïðåäåëåíû îñíîâíûå ãðóïïû ïîòðåáèòåëåé ïðîäóêòà
«ëîêàëüíûå î÷èñòíûå ñîîðóæåíèÿ èç ñòåêëîïëàñòèêîâ è êîìïîçèòíûõ ìàòåðèàëîâ» (êîíêðåòíûå ÷àñòíûå äîìîâëàäåíèÿ;
äåâåëîïåðû; ïðîåêòèðîâùèêè; ñòðîèòåëüíûå îðãàíèçàöèè; èíâåñòîðû; ñóáúåêòû õîçÿéñòâîâàíèÿ ðàçíûõ ôîðì ñîáñòâåííîñòè è ðàçíûõ ìàñøòàáîâ äåÿòåëüíîñòè). Ñôîðìèðîâàíû User
Scenario, User Story è Customer Journey Map äëÿ êîíêðåòíîé
ãðóïïû ïîëüçîâàòåëåé ëîêàëüíûõ î÷èñòíûõ ñîîðóæåíèé «êîíêðåòíûå ÷àñòíûå äîìîâëàäåíèÿ».
Êëþ÷åâûå ñëîâà: ìàðêå òèíãîâûå òåõ íîëîãèè,
êîììóíèêàòèâíàÿ ñòðàòåãèÿ, âèçóàëèçàöèÿ êîììóíèêàöèè
«êîìïàíèÿ-êëèåíò», ñåãìåíòàöèÿ êëèåíòîâ, ìîòèâû êëèåíòà,
óëó÷øåíèå ïðîäóêòà, êà÷åñòâî îáñëóæèâàíèÿ, ïîâûøåíèå
îáúåìîâ ïðîäàæ, ïîâûøåíèå ëîÿëüíîñòè êëèåíòîâ.

THE RESEARCH OF THE CUSTOMER JOURNEY OF
USERS OF LOCAL TREATMENT FACILITIES MADE OF
FIBERGLASS AND COMPOSITE MATERIALS USING
THE CUSTOMER JOURNEY MAP
Zhuravel Viraa*, Kutsynskyi Andriia, Kutsynska Mariiab
a
Ukrainian State University of Chemical Technology, Dnipro,
Ukraine
Ekoplast Stantsl Ukraine Ltd, Dnipro, Ukraine
email: vera-juravel@rambler.ru
Zhuravel Vira ORCID: https://orcid.org/0000-0001-7914-0476

b

*

The current conditions for the functioning of enterprisesmanufacturers 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
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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 strategy, visualization of company-client communication, customer
segmentation, customer motives, product improvement, service
quality, sales increase and customer loyalty increase.
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