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Customer Decision Process  
Understanding consumer behavior

Awareness

Consideration

Purchase

Loyalty

Advocacy

Just learning about the company, event, 
product or service – found it in organic search 
or referral

Interested and intrigued, researching and learning 
more, reviewing customer feedback and comments, 
asking around – but not ready to buy

Ready to get involved, make purchase, 
register, join, or subscribe

Had a good customer experience, ready to 
buy again, attend again or rejoin

Wants to spread the word, share stories, 
advocate and recruit others





• Map focuses on “buying” 
decision making process from 
the customer perspective  

• Evaluates all touch points with 
the customer (face-to-face, 
email, digital engagement, 
phone, text, website, etc.)  

• Identifies weak points and areas 
of opportunity

Customer Journey Map
Understanding how customer’s make 

decisions

Source: General Assembly Branding in the Digital Age slide deck, Rachel Gadiel, Digital Brand Strategist and Owner - Marque

“ 20% to 30% correlation between 
touchpoint optimization and 
improved business outcomes, such 
as higher revenue, better retention, 
and positive word of mouth.” 

The Truth About Customer 
Experience, 
Harvard Business Review, Sep 
2013



Source: General Assembly Branding in the Digital Age slide deck, Rachel Gadiel, Digital Brand Strategist and Owner - Marque



5 Stages of Decision Making

SOURCE: “The 5 Stages of Consumer Buying Decision Process”

Stage One:  
What is their need? 

• Internal stimuli: physiological needs such as 
hunger or thirst 

• External stimuli: exposure to ads, smells, sights 

Types of needs: 
• Functional: shoes, hair dryer, coffee maker 

• Social: desire to fit in, be included, 
fashionable 

• Change: desire to be unique, try something 
different, “retail therapy”

“If there is no need, 
there is no purchase.” 

http://theconsumerfactor.com/en/5-stages-consumer-buying-decision-process/


SOURCE: “The 5 Stages of Consumer Buying Decision Process”

Stage Two:  
Search for Info

• Internal information: information already present in the buyer’s 
memory – stems from previous experience 

• External information: information about a product received from 
friends, family, customer reviews, advertising or other source

Stage Three:  
Alternative 
Evaluation

Process by consumer to evaluate different alternatives and offers and 
make a determination of best choice. Evaluation based on two factors: 

1) Objective characteristics (features and functionality) 

2) Subjective characteristics (perception and perceived value of 
the brand)

5 Stages of Decision Making

http://theconsumerfactor.com/en/5-stages-consumer-buying-decision-process/


SOURCE: “The 5 Stages of Consumer Buying Decision Process”

Stage Four:  
Purchase

The consumer makes the purchase decision based on need, features, 
benefits and perceived value AND other factors including: 

• Quality of shopping experience (online or in-person) 

• Availability of a promotion or discount 

• Return policy or terms and conditions of the sale

Stage Five:  
Post-Purchase

• After the purchase the consumer evaluates the adequacy against 
original needs and determines whether or not they made the right 
choice. 

• Positive or negative, consumer will share the assessment publicly 
(customer review, social media ) or privately (word-of-mouth)

5 Stages of Decision Making

http://theconsumerfactor.com/en/5-stages-consumer-buying-decision-process/


How does an 
organization move 
their prospective 
customers and 
loyal customers 
through the funnel 
to advocacy?

Customer 
Decision 
Process

AWARENESS > CONSIDERATION > REGISTRATION > RETENTION > ADVOCACY

• What problems or challenges may customer’s 
face at each stage? 


• What solutions can you provide – or will they 
find along the way that solve those problems or 
overcome barriers?


• What actions may they take at each stage?


• What people or influencers may they encounter?


• What media, digital messages, events or 
promotion will you showcase at each stage?


