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Today’s customer 

journey is 

increasingly complex 

(‘messy’) 

In this environment, 

consumers are 

surviving, not thriving

Emerging tech, product, 

and channel 

developments have the 

potential to make the 

shopper journey 

shorter and 

more direct 

Shorter, more direct 

journeys must be 

underpinned by trust

The future shopper 

journey will be a 

heuristic highway –

powered by trust



P L A T F O R M S

M A P P I N GE X P L O R I N G
B U I L D I N G Q U A N T I F Y I N G

Qualitative deep dive

of online resources to

discover rich human 

insights

3-day qualitative 

online community, 

gaining insight

into customer 

journeys
Solidifying into the 

emerging paths to 

purchase

Solidifying into the 

emerging paths to 

purchase

Sizing the trends,

robustly,

across 7x product 

categories



WHERE ARE WE?

1 2
WHERE ARE WE 

GOING?

3
HOW DO WE GET 

THERE?

The mainstream 

shopper journey
The emerging 

shopper journey

The role of brands 

& media



1. Where are we?
The mainstream shopper journey



Streamlined 

Linear 

One-way

Marketed-at Recipients

Fragmented

Omni-channel

Multi-directional

Push and pull



Shoppers are surviving not thriving

loss aversion “the pain of losing”

status quo bias “preferring things 

to stay as they are”

ANXIETY TRIGGERS



Automotive

More options than you can possibly 

(humanly) manage

The internet is essentially infinite… 

…but our ability to choose is finite

(Finite time, mental capacity, etc.)

leaving a sense of lingering unease

Beauty

Insurance



Maximisation mindset Satisficing mindset

1 2



Maximisation mindset Satisficing mindset

1 2

Both mindsets can lead to anxiety

Time intensive

Creating decision paralysis

Leaves post decision regret

Quick decisions

On insufficient information

Leaves post decision regret
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Time and effort spent on last purchase journey

Time and effort would ideally spend
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Finance Travel Automotive Fashion Home Tech Health & Beauty Food Delivery

A lot of time and effort

Some time and effort

Little time and effort

M2.  Thinking about your most recent shopping journey, how much time and effort did the whole process take?

M3.  How much time and effort would you ideally like it to take?

Base: N=500+ per product category





2. Where are we going?
The emerging shopper journey





ON DEMAND 

EVERYTHING

COMMERCE 

THROUGH 

CONTENT

AR/VR DIGITAL 

SHOWROOMS

SUBSCRIPTION 

MODELS



31%
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50%
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30%

On Demand Commerce Through Content AR/VR Digital Showrooms Subscription Models

Current and future use of trends

B5 / B6a / C3 / C4a / D2 / D3a / E1 / E2a.  Ever done/used process when buying [category]? Consider doing/using process when buying [category] in the future? 

Base: N=3527

Have done this/used this 

process before

Would consider doing 

this/using this process in 

the future



ON DEMAND 

EVERYTHING

COMMERCE 

THROUGH CONTENT

Distance from desire to action to 

fulfilment is reducing

Content providing an immediate, 

direct link to the purchase

MAKING THE 

JOURNEY MORE DIRECT 

MAKING THE 

JOURNEY SHORTER 

The time is indeed reducing from wish to reality, with 

people’s patience disappearing fast. We live in a very 

much I want everything now/yesterday society” 

Recently when we were watching [a TV series], my wife 

really liked an outfit one of the ladies was wearing. If 

we were able to find out where it was from there and 

then, then I may have bought it for my wife because 

she really liked it”







QR Ads



Tech-enabled virtual ownership significantly increases 

peace of mind (confidence) and gives shoppers the sense 

that they own a product before they buy it (endowment 

effect)

Allows greater experimentation and adaptability 

(especially as tech evolves, e.g. electric vehicles, 

etc.)

MAKING THE 

JOURNEY LESS COMMITTED
MAKING THE 

JOURNEY LESS RISKY 

I think it would reduce the time to decide as if a 

decision is low risk you are going to spend less time 

making up your mind”

Subscriptions give you that flexibility. As an example 

if you buy an EV car with a max range of 250 miles 

and then within two years this is 400 miles you will 

want to change”

AR/VR DIGITAL 

SHOWROOMS

SUBSCRIPTION 

MODELS





Play Watch TogetherVideo Call Workout

1 2 3 4







3. The importance of trust



HIDDEN COSTS

Rise of Parasocial fandom

INFLUENCERS ARE 

COMPROMISED 

ONLINE-ONLY CAN BE 

NEW TERRITORY
NEW, UNPROVEN BRANDS 
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B6b.  Regardless of how likely you would be to use a service like this, how trustworthy would you find this process if it was enabled / facilitated by the following platforms?

B6c.  How likely do you think you are to consider using [process] when buying [category] (again), at some point in the future, if it was enabled / facilitated by the following platforms?

Base: all who have / use the specific platform: Netflix (1478), Amazon Prime Video (1958), Disney+ (1362), Spotify (843), Sky (1055), ITV (1449), Channel 4 (2941), C5 (2941), Facebook (1444), TikTok (1359), YouTube (1444), 

Instagram (1410), Snapchat (1264), Pinterest (1357), Twitter (1429)

https://www.google.com/url?sa=i&url=https%3A%2F%2Fen.wikipedia.org%2Fwiki%2FFile%3ALogonetflix.png&psig=AOvVaw0zPiyC0NSXbcQjHvu1Oy8p&ust=1668160779422000&source=images&cd=vfe&ved=0CA8QjRxqFwoTCMikwKeto_sCFQAAAAAdAAAAABAE


I always find the quality of an 

advert would make me trust a 

brand more than another which 

may not have television ads”

Insurance

[Showing ads] proves brands/companies 

are going to put in the effort (of making 

an ad), showcasing themselves … and 

investing their trust into the brand by 

investing in themselves”

Automotive

"Yes, positive and confident, that 

they're being endorsed by a 

company as big as Sky, you know 

you're probably in safe hands

Beauty

Shoppers are influenced by (and can articulate) the signaling effect 

i.e. TV advertising is a significant investment, demonstrating significant resources





Summary
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“Thinking is to 

humans as 

swimming is to 

cats;



“Thinking is to 

humans as 

swimming is to 

cats; they can do it 

but they’d prefer

not to” - Daniel 

Kahneman





Source: Kirmani & Wright (1989)
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Source: Kirmani & Wright (1989)



Source: Kirmani & Wright (1989)



Source: Kirmani & Wright (1989)





Source: Hovland & Wiess (1951)



Key Takeaways

A) Statements made in public are more trustworthy than those made in private

B) Believability of a message is influenced by its perceived expense

C) We are more likely to like and believe a message when we are in a good mood

D) Who says something can be as important as what was said
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