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Build Your Patron Journey

Leading Patrons on the Path
to Greater Engagement

Paul Miller
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The Customer Journey
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The Customer Journey

88% of senior-level
marketers say that it’s
absolutely critical to
create a cohesive

Customer Journey.

Salesforce




Today's Workshop

What's on the map?
Who's on the trip?

A sample itinerary

Building your journey




Today’s Workshop




What's on the map?



The Customer Journey

Evangelism

New First Repeat Evangelist
Patron Purchase Purchaser




Customer Journey Mapping

Though they share the same concepts, there are
many kinds of Journey Maps

Customer Journey Map
User Journey Map
User Experience Map

User Touchpoint Map




Journey Map Ingredients B
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Single Journey Map ~ R
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Multi-Path Journey Map

SEARCHING FOR
INFO/BOOKS/

SERVICES



Complex Journey Map

Smithsonian

SUMMARY OF VISITOR MOMENTS

BACK HOME

©AIl Rights Reserved.




Who's on the trip?
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Creating the Scenario

LOWER LEVEL
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Susan Marshall




Creating the Proto Persona*

1. Name & Illustration 3. Behaviors
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The Empathy

AAars vnnir farcot andionco nranariyv
Map your target audience properly

w do they feel the

Think & Feel




Creating the Empathy Map

Empathy Map
THINK & FEEL?

+Life is constantbattle betweenworkthatis affirming, rewarding, and creative
with the factthat there are few avenuesto create art sustainablylongterm
*Havinga lot of varied experiencesand notbeing “trapped”
in a mundane life cycle matter mostto her

*Influencers speak through successful work;
notinterestedin the academic side ofthings , *Photographic eye makes her very attuned
as much as production of cultural significance to environmentand aesthetic surroundings
*Friends are hyper-literate and he mustkeepup *Marketis all about discernment, both in being
culturally to understand theirreferences ' N picky about careers andwhathe consumes
+If not herown boss, he works with people " +Selective group of close friends
she’'s comfortable addressing aspeers _ that she trusts their opinion

SAY & DO?

+Strong opinions and unafraid to make value judgments
+Concerted attempt to cultivate a “non-traditional”look and individual style
*Generally not confrontational, butwill defend topics of interestvigorously

PAIN GAIN

«Impressivework by peersjust as likely to make her *Needs fulfillmentthrough unrestricted
doubthis own skills as it is to inspire her creativity and autonomy in life
*Frustrated by having to compromise artistic *Measure success by opinions ofrespected
vision to fit commercial goalsin industry peers andherown sense of worth
*Obstaclesincludelack ofviable careers +Prestige weighs more than monetary success
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Aggregating Market Psychographics = 4#

https://segmentationsolutions.nielsen.com/mybestsegments/




Creating the Final Persona Target

Susan Marshall

.

Bio
Susan grew up In Natick, Massachusetts and went to University
of California, Los Angeles as a Business Major. She met her
husband at college. They married at 25 years and her oidest
chlld is 14. Her parents still live In Massachusetts and her only
"Be the change” sister lives In Boise, ID. She Is actively engaged In her children's
school sand serves as PTO co-President at the Middle School.
Age: 42
Work: Bank Branch Manager
Family: Married, with 3 children Goa]S
on: Glendaie, C/ « Raise three outstanding chiidren
Ethnicity: Caucaslan o To make sure arts & cuiture an ‘/mportant f her familles lifestyle

e Financia ¥ Support the things she loves
Personality
G s Frustrations

B Lack of time for things she cares about
Analytica Creative Wil not tolerate bad tecnnoiogy _

Preferred Channels

B Lack of arts education in public schoois e e
Conservative Libera o i o . -
] WIll not put up with poor customer senvice
5 A Online & Social Media
assive ctive
[453) ’
Foliower Leader Behaviors

Censtantly on he move Guerrllla Efforts & PR
Regular user of socia

A pianner. But, can be spontaneous to surprise others.




Make the Journey the Reward = 4

Create 1:1 Customer Journeys




Making the Journey the Reward




Random Acts of Kindness 4

Free Coupon for Drinks

Free Tickets

Treat In Your Seat

Personalized Visit
 Hand Delivered Gift

* Invitation to unique one-of-a kind experiences
 Special and Unique Discounts and Offers

* Public Thank You

* What do you do?




Kindness is a Two-Way Street ol

Buy a ticket

Become a subscriber
Bring a friend

Write a review

Become a member

Make a gift
Help fundraise
What do you ask for?




Journeys are correlated with results

Customer
satisfaction

Likely to
stay/renew

Willingness to
recommend

McKinsey&Company

*Transforming Customer Experience: From Moments to Journeys, 2013

Less likely to
cancel/churn




Four Questions

Do you know who your
customers are?

Where are they
in their journey?

Are you engaging
and moving them
along the journey?

Are you measuring
the impact on your
business goals?




.

Summary of Customer Journey = %

-

Build a single view of the customer

Plan and optimize the customer journey

Deliver personalized content across
every channel and device

Measure the impact on your business

Journeys  Contacts Content Channels  Analytics Apps

~J



How Does it Work?

Journeys Content Analytics
Maps Asset Management Reporting
Interactions Workflow & Approvals Dashboards
Metrics Versioning Web & Mobile Analytics
Contacts Channels Apps

Contact Management Connected Apps

Email
Segmentation Tools SMS/MMS Connected Products

Events and Triggers Connected Spaces

Push Notifications
Predictive Intelligence Sadil
Adbvertising
Web Experiences

Group Messaging

-

—_—




Let's take a trip
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_. THE LAB
= CENTER

“% FOR THE ARTS

“We need to better serve
our current customers and
Increase our primary market share”

— — e —

New Known First Repeat Evangelist
Patron User Purchase Patron



Susan Marshall

Age: 42

Work: Bank Branch Manager
Family: Married, with 3 children
Location: Glendale, CA
Ethnicity: Caucaslan

Personality

Introvert Extrovert
2]

Analytica Creative

|

Conservative Liberal
i}

Passive Active

i3]

Foliower Leader

|

by rane

Bio

Susan grew up In Natlck, Massachusetts and went to University
of California, Los Angeles as a Business Major. She met her
husband at college. They married at 25 years and her oidest
chlld is 14. Her parents still Ive In Massachusetts and her only
sister lives In Boise, ID. She s actively engaged in her children's
school sand serves as PTO co-President at the Middle School.

Goals

e Ralse three outstanding children
e To make sure arts & cuiture an Important f her familles |festyle
e Financially support the things she loves

Frustrations

o lLack of time for things she cares about

o Wil not tolerate bad technology

e Lack of arts education in public schoois

o Wil not put up with pcor customer service

Behaviors

e Constantly on he move
o Regular user of social media
e A planner. But, can be spontaneous to surprise others.

Motivation

Incentive

Preferred Channels

raditional Ads

Online & Social Media

Referra

Guerrllla Efforts & PR







Susan Starts Her Journey with Google Q

Google

| Theatre near Glendale, CA




Susan’s search leads her to
the Lab Theatre of Los Angeles, CA

G
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Theatre in Glendale, CA
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Susan explores the
Lab Theatre's website

THE LAB
CENTER

Anonymous32485

Female

Search

Theatre near Glendale
Theatre and Fine Arts
Dramas, Shakespeare
Home, Calendar

91203



She joins the mailing list

CONTACT

JOIN OUR MAILING LIST

First Name*

Last Name*

Email*

What are your interests?*

A Capella Music
Chamber Music
Choral Music
Clrque
Classical Music

Susan Marshall a

Female
Search
Theatre and Fine Arts
Dramas, Shakespeare
smarshall@gmail.com

Glendale, CA



She gets

THE LAB
CENTER

Susan,
Hello and
Welcome to The
Lab Theatre! We
are thrilled to
have you as a new
patron and look
forward to seeing

he Lab Theatre... 320

et g ve i van (L aneo mee

Welcome to The Lab Theatre --- Now Playing - Romeo and Juliet

her first personalized message

- - 4

-
- =

e

Christine Abraham, The Lab Theatre
Friday, September 30, 2016 at 3:20 PM

Susan,

Sayantn Avenug Symaihiany
[ o -
Hello and Welcome to . Ag_g !

The Lab Theatre! We are - e
thrilled to have you as a !
new patron and look
forward to seeing you at
the Theatre. And do not
miss our production of
Romeo and Juliet, which
has been called a “tour de
force” by the Los Angeles
Times. Call our office now,

Susan Marshall

Female

Search

Theatre and Fine Arts
Dramas, Shakespeare
smarshall@gmail.com
Glendale, CA

Welcome




She receives targeted offers through the o
. . .
mobile app and makes her first purchase

Susan Marshall a

Female

Search

Theatre and Fine Arts

with Promo Dramas, Shakespeare
Code ROMEO |
. smarshall@gmail.com
and Receive
20% off! Los Angeles, CA
, Welcome
App Installed

4




She gets a personalized reminder and Q
congratulations on her first purchase

Susan Marshall a

Female

Search

" r L

R (T
-~

“" Reminder...Your Performacne of Romeo and Juliet is coming up T h eatre an d FI n e Arts
£ et T ea;rzz u Christine Abraham, The Lab Theatre
Saturday, October 1, 2017 at 6:44 PM
Dramas, Shakespeare

THE LAB
CENTER .
FOR Thi smarshall@gmail.com

Dear Susan,
Glendale, CA

Congratulations on your first planned

trip to The Lab Theatre. Your Welcome, 1 Purchase
performance of Romeo and Juliet is

coming up on Saturday, October 15t at

8:00pm. This is your reminder to be at

the theatre by 7:30 pm to pick up your

tickets.




Susan’s experience 1s enhanced
through mobile

Susan Marshall ﬂ

wi ATET 7 [ @ =)
8 . 2 5 Female
Thursday, October 1
Search

Lab Theatre Msg: ‘
Congrats on your Theatre and Fine Arts
first visit to The
Lab Theatre. Your Dramas, Shakespeare
first drink is on us. -
Come by The Lab smarshall@gmail.com
Theatre bar to pick ' " A
up your Beverage. ? . 3 Glendale, CA

Welcome, 1st Purchase,
1st Visit

|



Susan receives a thank you email...
and survey

Susan Marshall a

Female
Search
" r L
Reminder...Your Performacne of Romhe‘;;and Juliet is coming up Theatre and FI ne Arts

Christine Abraham, The Lab Theatre
Saturday, October 1, 2017 at 6:44 PM

THE LAB

CENTER THANK YOU smarshall@gmail.com

Dear Susan,
Glendale, CA

Dramas, Shakespeare

Thank you for attending Romeo and
Juliet on Saturday, October 1t at -~
8:00pm. We hope you enjoyed the 1st Visit, Feedback/Offer

Welcome, 1st Purchase,

production. Please take our event
SURVEY and let us know about your
experience. We will provide a special
discount to your next performance,

4



Susan posts to Facebook about Q
her great experience

Susan Marshall a

Female

Search

Theatre and Fine Arts
Dramas, Shakespeare
smarshall@gmail.com
Los Angeles, CA

Welcome, 1st Purchase,
1st Visit, Feedback/Offer,

Advocate




_ab Theatre runs a Facebook ad
oromoting to Susan’s friends

.- Susan Marshall ﬂ

156 PM

Regular Friends (918) Female
M Search
Theatre and Fine Arts
Aaron Levy
Dramas, Shakespeare
jiases St smarshall@gmail.com
m fom Glendale, CA
o Welcome, 15t Purchase,
o ..
Marshall o Adrian Kien 1st Visit, Feedback/Offer,
Nicole Gregory commanted on this % Advocate, Engaged,

m u m @ SR TR R Expand Network

FaceBook Advertising




Susan’s Customer Journey
New Patron Acquisition

°

Google Search Browse Shows Known User

@B = . O

Personalized Receives
Create Account Email Special Offer

o



Susan’s Customer Journey
First Purchase and Engagement

L 303 . [iihee
< - Receives Attends
First Purchase Reminder SMS Welcome Tour

l

=] O m
i | =, B
Posts to Facebook

e

Free Drink SMS Attends Event Receives Thanks +
Survey

o



Susan makes a second purchase

Christine Abraham
Welcome to The Lab Theatre...

320

" r L

L e e Senh
s

Confirming Your Purchase of Tickets to Twelfth Night...

R ._’ Susan Marshall, The Lab Theatre
S/ Tuesday, October 25, 2016 at 11:47 AM

WELCOME BACK

THE LAB
CENTER

Susan,

Welcome Back to The Lab Theatre! We are thrilled to see
you return to the Theatre for our new production of Twelfth

Night.

We urge you to &"

get to the theatre R &
S

Ll
early and view our ‘.;
special display on .
Shakespeare's
Comedies.

S Bt N

TWELFTH/ NIGHT®

Susan Marshall

y

Female

Search

Theatre and Fine Arts
Dramas, Shakespeare
smarshall@gmail.com
Los Angeles, CA

Welcome, 15t Purchase,
1st Visit, Feedback/Offer,
Advocate, Engaged,
Expand Network, 2
Purchase

Emalil



Susan receives appeal to become a
member at the Lab Theatre

Christine Abraham
Welcome to The Lab Theatre...

320

" r

e Cutngien - P ] e e Sent b
= [

Special Offer to Join the Lab Theatre's 2016-17 Season Today!
Susan Marshall, The Lab Theatre
Monday, October 31, 2016 at 1:22 PM

THE LAB
CENTER

Members get more

Susan,

The Value of Membership! You have seen some of the best
Shakespeare productions in the city. And, now you have an
opportunity to see even more at an even greater value.

Joinus as a
Member and get
the best theatre
at the best price i

Become a Lab Theatre Member today!

Susan Marshall

Female

Search

Theatre and Fine Arts
Dramas, Shakespeare
smarshall@gmail.com
Los Angeles, CA

Welcome, 15t Purchase,
15t Visit, Feedback/Offer,
Advocate, Engaged,
Expand Network, 2nd
Purchase, Membership

\

Y



Susan becomes a Member and starts
getting benefits that she cares about

THE LAB

CENTER

FOR THE ARTS

Susan, %Y

Congratulations! Your
Membership has entitled you
to early access to tickets for
our Holiday production of
Victor Hugo's Les Miserables.

Confirming Your Membership Purchase of Tickets to Les
iserables...
Susan Marshall, The Lab Theatre
Tuesday, December 5 2016 at 10:05 AM
THE LAB
S Members get more

You are confirmed for your 4
tickets to the show on
Sunday, December 25t at
3:00 PM. Also, please join us
at 1:00 PM for a special

membership Backstage Tour..

Susan,

Congratulations! Your Membership has entitled you to
early access to tickets for our Holiday production of Victor
Hugo's Les Miserables.

You are confirmed for your 4 tickets i N
the show on Sunday, December 25t - \§5
at 3:00 PM. Also, please join us at &0
1:00 PM for a special membership -

g o Backstage Tour. Bring your family tog 0 1
get a first-hand look at one of the [ptS= h'..xbﬁfdhll_s

Susan Marshall

Female

Search

Theatre and Fine Arts
Dramas, Shakespeare
smarshall@gmail.com
Los Angeles, CA

Welcome, 15t Purchase,
15t Visit, Feedback/Offer,
Advocate, Engaged,
Expand Network, 2nd
Purchase, Membership

4

Y



Susan receives personalized
End-of-Year donor appeal

Susan Marshall

elcome, 1st Purchase,
1st Visit, Feedback/Offer,
Advocate, Engaged,

, . ) nd
“You are the Sentinels, Stlent and Sure, Keeping Eﬁffhnssg e,t,lweor:Eezrship

Watch in the night...” Em Donation
Direct Mail & Email Appeal




Susan’s Customer Journey
Research, Retention & Relationship

@E% H{r:?.

Ad Targeted Responds Receives
to Friends to Survey Targeted Offer

ﬁ ) — O’Qw 7 — X @
| Recurring - -

Membership Loyal Customer
Discount Offer

New Membership

Repeat Purchaser Appeal

o



Susan’s Customer Journey py
Determine Resonance & Support Ask

{::}. 7 Mﬁ F@r — {i}

I\/Iembership Offer Members-only Customized
/ Benefit event Donor Appeal
$$ -
o~ | Lol Cycle of Gifts,
Makes Donation Major Donor Thanks and Evangelist

Research Engagement



6 Susan’s Customer Journey Q

First Repeat Evangelist
Purchase Patron






Journey Map Ingredients (short)

Three Steps:
1. Create a Scenario

2. Create a Persona
3. Brainstorm the Journey




Create a Scenario

LOWER LEVEL
FULL STAG E

W .. W
(PR

Susan Marshall




Create a Scenario

no are we targeting?
nere are they starting?
nere will they end up?




Create a Persona

NMNE - TLEZA DPAMTG
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1. Name & Illustration

3. Behaviors

2. Demographics

4. Meeds & Goals




Create a Persona

. Demographics
. Behaviors

. Needs
. Goals




Susan’s Customer Journey
First Purchase and Engagement

L 303 . [iihee
< - Receives Attends
First Purchase Reminder SMS Welcome Tour

l

=] O m
i | =, B
Posts to Facebook

e

Free Drink SMS Attends Event Receives Thanks +
Survey

o



Brainstorm the Journey b

. Create steps between the beginning and the
end

. Each step should build on the prior step and
stay focused on the next step.

. Resist the urge to take steps that are too big

. Don't forget to add Random Acts and Asks




Sample Steps ~ a4

What They Do | What They Get | Random Act of What You Ask
Kindness For

Buy a ticket for Tickets and a Invite to pre- Complete the
the first time thank-you email  show drink post-show survey

Complete the Discount Code to
Survey Next Show

Buy a ticket using Tickets and a Visit them in their Consider
the Discount thank you email  seat becoming a
Code subscriber




=4 ull -
Complete your survey!!!

Paul Miller | pmiller@patronmanager.com

www.patronmanager.com

’_"A



