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Abstract 
In the modern marketing, customer satisfaction is a continuous challenge for 
goods and services providers since customers, weather organizations 
representatives or private persons had become more demanding in all buyer 
journey stages. The customer satisfaction starts from the awareness stage as the 
information and details one is exposed to can be perceived as being useful or 
completely waste of time, depending on the person degree of subject matter 
knowledge. If a communication about a certain good or service is provided to 
someone who is not interested in the respective good or service in that moment, 
regardless his near future possible need in this direction, the non-satisfaction 
will appear, making possible for the individual to not even take into 
consideration the product or service even when the need is more obvious. The 
conversion rates from one stage to another are showing eventually the 
satisfaction level that will impact all the results down to the commercial funnel. 
Marketing efficiency is provided by the results of marketing actions and is 
measured by various indicators such as Number of Impressions, Conversion 
Rates, Number of Active Customers, Net Promoter Score etc that as compared 
to traditional market share indicator, provides more data driven customer 
insights. Some marketing actions may be well thought through by the product 
or service owner and yet, the results are less than expected. Or, on a contrary, 
the actions are short term developed (Minimum Viable Product), using design 
thinking or agile methodologies, prototyped and tested with the actual customer 
and developed further, that in longer run proves to be more efficient.  
This article will investigate how the customer’s path should be approached in 
the actual context of modern marketing and innovative technologies for the 
customer satisfaction to create greater, positive impact in the overall marketing 
efficiency. 
This article is based on literature review and professional experience in 
international companies and its purpose is to highlight the transformation of the 
customer satisfaction perspective, from marketing mix to great customer 
experience path. 
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INTRODUCTION 

In today’s business environment dominated by VUCA (Volatility, Uncertainty, Complexity and 
Ambiguity), the fast reaction to customer’s requirements becomes critically important and builds 
differentiation. In order to react fast, the information gathered from customer has to be assessed, 
interpreted and translated in actions in shorter period than few years back, using digitalization, modern 
technology and methodologies. For a great experience, customer expects the unexpected: not only based 
on its requirements and needs but also the surprise effect that creates the desire to get the product or the 
service in a better, upgraded shape, on regular bases. That means that the products development should 
not take too long to be the perfect products with all attributed embedded from the beginning but rather a 
less complex product whose attributes are built after its first tested and commented by customers. As 
compared to the years when advertising was pushing to customers functional products developed after 
thorough research with the objective to sell, nowadays go to market happens in the same time with the 
research: if one functionality doesn’t catch fast, is replaced with another one, if it does, it gets improved 
further. Prototyping is less expensive than creating the final product and provides early signs about 
future outcome, whether will be successful or needs improvement.  
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In the following chapter there are three case studies whose conclusions were translated in value 
proposition change. Production issue recovery, product co-creation together with the customer and the 
flock spirit provide learnings that helped companies change the initial approach and be successful. 
Following the three case studies from different decades of 20th century, the cognitive modelling concept is 
analyzed along with the Customer’s Path and its impact in the Customer Satisfaction. In the end of the 
article, The Conclusions and Limitations offer the interested researchers the opportunity to further 
investigate the product co-creation together with the customer approach.  
 
LITERATURE REVIEW 

Advertising is much younger than the products it is intended for. And it is also normal, since soap for 
example was invented in the 14th century while soap as brands started only at the beginning of the 20th 
century. With the emergence of these product brands, the need to differentiate them appeared, so did 
advertising, expecting that the consumer will know better what to choose. 
The example in the beginning of 20th century of 'Ivory soap - the only soap that floats' that led to huge 
sales of this brand is still well known. In the 1990s, it was still the best-selling soap brand, after the 
twentieth year since its launch although the company faced serious issues on the way. A production 
mistake that happened in 1897, resulted in air bubbles in the soap bar and consequently in a very light 
soap compared to regular soap, yet at the same price or even higher, and forced the manufacturer to re-
position the brand to not register a significant loss by giving up the entire production batch. 
Nevertheless, the investments in re-positioning included high amounts in advertising worth, being 
among the first ones who published in the newspapers and magazines of that time. 
One of the ads featured a woman, dressed and styled in the fashion of those years, who was washing a 
small child in a bathtub, and she was very happy she didn’t need to get wet to the elbows looking for the 
soap on the bottom of the tub. With large stocks that could never be sold without a great value 
proposition that would compensate for the less cleaning substance in the product, the turning point was a 
matter of post-production lifeboat. 
The advertising definitely determined the consumption behavior, drawing attention to a particular 
product and highlighting a certain attribute, after they were already produced. In time, the production 
company tried several other value propositions, leveraging on the small air bubbles percentage and 
stating the product is '99 and 44/100ths percent pure' (“Soap opera: the inside story of Procter & 
Gamble,” 1994) however the impact was not the same as with the previous approach.  
The same author reveals how the research was performed in those days, that marketers from the 
company were hiding in the target individuals closets to hear what was being said in the house. The 
approach had research reasons and there was no other way to find out how one product or another were 
used. They went visiting acquaintances and pretended that they need to use the bathroom just to see 
what products they used in their household. These were the beginnings of market research before 
developing towards researchers inviting the subjects in a place instead of going to the subjects at their 
home.  
In Romania, one of the largest multinational detergent companies was preparing to launch its products in 
1996. The approach used by Americans at the beginning of the century to go to target group homes was 
considered the right one to find out information in this high potential consumer market. The appointed 
researcher and the brand manager went to people's homes and noticed how the dishes were washed. 
Very precise instructions had to be given to the target family to not wash the dishes used for dinner until 
the research team comes. The housewife was asked to explain in details every step she does in washing 
the dishes. The findings were surprising for the company representatives since the dish washing behavior 
was unexpected, with high water consumption and heavy usage of laundry detergent that would make 
up for the lack of perfume of the dish detergent. 
The researchers thought this was a unique case that shouldn’t be extrapolated to the entire urban 
population as a behavior, however, after a few other visits, they realized this it is a pattern. The 
conclusion was that not having or not liking the dishes products existing in the market, people used other 
available cleaning products with other cleaning purposes than dishes yet having the missing attribute 
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such as perfume, to wash the dishes. The first dish washing products successfully sold by the company 
on Romanian market were locally produced to boost the scent, that was not needed in other markets and 
they were appreciated for their perfume more than for their cleaning attributes. 
The third study case in discussion is about an extremely controversial shoe line in the US in the 1980s. 
They were launched as being very comfortable due to their specific shape, however with no commercial 
look. The producing company have opened stores and invested millions of dollars in advertising, each 
time stating how comfortable these shoes are.  
The company almost went bankrupt and had to admit that people do not need nor want comfortable 
shoes. The few customers who appreciated the special qualities of the material would be too few to be 
able to save this business (Gladwell, 2002). 
At one point though, a group of high schoolers, eager to assert themselves at any cost, concluded that 
they would be unique if they wore such shoes. Every teenager wants to stand out, especially at a certain 
age and even more so, if there is a friend in the spotlight who wants to appear as 'more special'. Without 
preconceived ideas, this group of teenagers bought and wore these shoes. They were seen, even criticized 
by certain groups however due to their new style they became popular and everyone else in the shadow 
tried to imitate them.  
While the early adopters wore something they didn’t like because they appreciated the quality of the 
material, those who wanted to stand out had a very different motivation that is associated by specialists 
with the lack of self-esteem translated into the desire to have the appreciation of others (Russell, 2017).  
Then, a famous pop star showed up on stage wearing the weird shaped shoes and became a scourge. The 
company faced scalability production problems with no ability to produce as much as required.   
The motivation to buy a bar soap that floats, a dishwashing detergent that have nice perfume or some 
shoes that look weird is part of the cognitive modeling concept that is further explained. 
 
Cognitive modeling concept – modern perspectives 

“Cognitive models have a hypothetical explanatory character and the construction of metaphors” that 
can be always improved (Marcus, 2015). However, not all components can be optimized in the same time, 
choices regarding what to improve and what to sacrifice have to be taken.  
The framework presented in Figure 1 shows the relationships between perceived values, service 
consequence and expected service consequence that determines customer satisfaction. The article 
presents many practical examples and develops conceptual understanding of “how customers 
psychologically calculate perceived service value and their level of satisfaction with service experience” 
(Gudergan & Ellis, 2007).  
 

 
Figure 1. Conceptual framework (reproduced by author) 

Source: Journal of customer behavior, “The link between perceived service value and customer 
satisfaction” (Gudergan & Ellis, 2007) 
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One possible buying process outcome in the model, a variable that makes the consumer uncertain he 
chose the most suitable product at a given time, is perceived Equity/Inequity, similar to cognitive 
dissonance (Kim, 2011) in Engel-Kollat-Blackwell model (Longart, Wickens, & Bakir, 2016). One 
conclusion of this research shows that setting service related consequences high expectations can 
influence in a positive way the overall service consumption experience. It also helps practitioners to 
understand the relation between expected and perceived service consequences, to manage and anticipate 
how customers’ needs evolve from this perspective. 
The consumer experience is different based on 3 possible situations for buying decision, as explained in 
the Howard-Sheth model since 1963: based on routine, when the buyer is accustomed with the products 
and services and has a very well defined attitude and high loyalty toward a specific brand, when the 
buying problem has a limited solution since there is still a high degree of ambiguity that makes customer 
need additional information for making alternatives evaluation and the complete solution of choice 
problem when customer needs information to form an attitude based on which to make the appropriate 
choice to its needs and aspirations (Cătoiu & Teodorescu, 2004). 
 

 
 

Figure 2. Howard – Sheth Model 
Source: International Journal of Business, Social and Scientific Research  (Kurunathan, 2017) 

 
Part of the endogeny variables, along with learning construct are the perceptual construct where the 
perceptual bias reflects the changes that occur in the mental process regarding the information received 
from marketing and social environment. Since the digitalization, this perceptual bias occurs often and 
different for each and every customer. 
According to the appraisal theory, the emotions appearance is based on the interaction between the 
individual and the environment, so that the events are represented by descriptive cognitions that are later 
processed from their relevance perspective to customer purposes and desires expressed in expectations 
(David, 2012). The quality and the intensity of emotions influence the customer choice and next step to be 
taken in its buying journey and decisions process. 
 
Customer’s Path 

The product development, the market place, pricing and promotions developed by companies have all 
the same goal: for the potential customers to buy the product and for existing customers to repeat the 
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purchase. Nevertheless, customers have many products and services they can choose from therefore they 
take a decision based on a process further defined as ‘buying decision process’. The stages of the process 
can be completed in longer or shorter period of time depending on further named ‘variables’ that 
eventually influence the decision to buy again. The cycle has been defined in the scientific literature as 
customer’s path or buyer journey and is based on consumer behavior model developed by Dr Philip 
Kotler. 
The number of stages in the journey may vary from 3: awareness, buying and implementation & 
adoption (Matthews, 2018) to 4: attract, convert, close and delight (Roberge, 2015), 5 or 6 as used in 
business_, depending on the products and services maturity in the market. In certain situations, for more 
complex products and services, an additional stage such ‘education’ would be needed as the customer 
cannot go into consideration stage unless it has the minimum knowledge and training on where to find 
the information about the product and how to use it_. 
 
Customer satisfaction as a challenge in the modern marketing 

The high customer satisfaction translates in repeated purchase (loyalty) and advocacy.  In the process, the 
customer may be exposed in the consideration stage to new similar products and services and one of the 
variables, whether in marketing mix such as price or try sometimes other similar products and services. 
However, the non-repeated purchase is not necessarily a sign of dissatisfaction 
Miller Heimann Group developed in 2018 the Customer’s Path that looks as follows:  
 

  
Figure 3. Customer’s path (reproduced by author) 

Source: Sales Enablement (Matthews, 2018) 
 
The ‘assessed value’ is related to customer satisfaction, when there is no value perceived, the customer 
satisfaction is low or negative or, in other words, the higher the assessed value, the higher the customer 
satisfaction. 
 
The impact of customer satisfaction in the overall marketing efficiency  

To get higher customer satisfaction, whether individuals or companies, marketers need to find, measure 
and monitor various KPIs along the customer’s path that may influence one stage or another. 
Identifying the right measurements for various marketing initiatives is highly challenging without a clear 
definition of what is to be measured in each of the customer’s journey stages amid an infinite number of 
metrics that could be calculated (Bendle, Farris, Pfeifer, & Reibstein, 2016). 
In this article, only few Key Performance Indicators that are correlated to marketing efficiency and lead to 
customer satisfaction measurement will be analyzed.  
 
Awareness Stage 

In the awareness stage, customers are moving from status quo to some knowledge about the product or 
service they may want to meet their need or to solve a problem they face. The need to change occurs and 
an article on line or some outdoor advertisement triggers the awareness of the product, service or 
company that becomes recognizable by the customer in the context of its (new) need. 

Awareness Buying Implementation & Adoption 

Need change Define Situation  Evaluate Options Select Best Implement Assess Value 
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To build awareness, companies are investing nowadays in digital marketing, building differential 
advantage and value proposition via online content (Motors & Europe, 2000). 
Through Search Engine Optimization, web site content or native advertising – that is online content 
published by third parties or influencers -, the number of visitors on the website and the page views can 
be measured to see how much traffic these techniques are bringing.  
For online advertising, to understand what is brings, number of impressions or Opportunities to See - the 
number of times a specific ad is shown to visitors and offers them the opportunity to see it - is a good 
indicator that marketers often use. From the customer perspective, the content information is important 
as long as it provides more clarity about the existing situation the customer faces and the possible 
solution. 
 
Buying stage 
The intention of buying is already shown and the customer starts evaluating the options. The marketers 
understand ones buying intention when evaluating the individuals expressing their need for more 
information by subscribing to a newsletter, white paper, by filling in a contact form online or simply 
calling in.  An important KPI is the conversion rate or the conversion to qualified enquired that shows the 
number of visitors converting to subscribers as well as the rate of non-subscribers or lapse subscribers 
that stands for churn rate (Chaffey & Smith, 2013). 
Selecting the best is the decision point when the potential customers or the prospects known also as 
qualified leads decide to buy the product or service and is becoming a customer. 
 
Implementation & Adoption 

Market Penetration measures the popularity of a brand, category, mobile application, specific 
functionality etc. and “is  defined as the number of people who buy a specific brand or a category of 
goods at least once in a given period, divided by the size of the relevant market population”(Bendle et al., 
2016).  
Related to this metric is the Total Number of Active Customers that is the number of customers who 
purchased the products at least once in the last 12 months. 
Customer Satisfaction is the number of customers whose experience with the product and/or its 
products meets or exceeds specified satisfaction goals and score 8 to 10 on a 1 to 10 scale for being 
satisfied. 
Net Promoter Score is measuring the degree to which the current customer will recommend the product, 
service or the company to other people and it is signing the loyalty of the customers. This is calculated 
also on a scale from 1 to 10 and the differences between the promoters (9 and 10) and detractors (1 to 6) 
provides the NPS in absolute value. The higher the NPS, the more loyal and engaged the customers are. 
“Conny Kalcher, Vice President for Marketing and Consumer Experiences at Lego says: 
More and more companies are moving away from measuring consumer satisfaction to measuring 
consumer engagement and loyalty as the understanding spreads, that consumer satisfaction in itself does 
not give the answers to what you, as a brand, can do better to improve your service delivery or consumer 
experience” (Motors & Europe, 2000). 
In practice, regardless the industry, the funnel may look as in Figure 4 with 3 to 6 stages depending on 
how granular the analysis is made at each step. 
The reading of Figure 4. stands the same regardless of the company, although the numbers were collected 
at every 6 or 7 years starting 2005. From the number of impressions, 0.16% to 0.5% have shown interest 
and qualified as potential customers. From the qualified inquires 35% to 55% became active customers; 
75% to 85% of them would recommend the product to others while 5% wouldn’t at all. 
The difference stands in the investment of resources, the conversion rates and ultimately, in the number 
of passive customers, those who are satisfied but not having such a great experience therefore vulnerable 
to competition offers. One could observe that when the number of passive customers was higher, the 
product was completely developed with all the investment needed to have it complete as compared to a 
lower number of passive customers when the product was just tested with minimum functionalities, 
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customers were involved and engaged in the development and product could be adjusted faster to 
increase all conversion rates during customer’s path, including satisfaction. Going up in the funnel, even 
though the number of impressions were less, more customers were showing interest in case of an MVP 
products and converted 20% better in active customers which means the conveyed message was co-
created with the customer and had a higher impact. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 4. Customer’s path Funnel for 10 weeks campaign 
Source: author own analysis2 

 
CONCLUSIONS AND LIMITATIONS 
Customer satisfaction is the final goal of every product and service provider. The more satisfied the 
customer, the more loyal and repeating buying behaviors are shown, the higher the sales and 
consequently, the profit. 
It takes research and analysis to understand the motivation and attitudes of customer that triggers the 
intention to buy in the first place and then to be satisfied with the acquisition. However, it may happen 
that by the time the analysis is over, and the product is developed and ready to go in the market, the 
requirements initially taken into consideration are either not valid anymore or need changes because the 
customer was already exposed meanwhile to substitutes or similar products that inspired him in having a 
great experience. 
The conclusion of this research is that the sooner the customer is involved in the process of product or 
service development, the better opportunities for the producing company to build what is above 
customer expectation so that at the end of its buying journey, there is not the question of whether the 
product or service will be bought but rather how high the degree of customer satisfaction will be and 

                                                           
2 The numbers are based on professional experience in financial services over the past 16 years and are comparable among 3 
different companies 
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what experience the whole buying process provided, from the information delivered in the awareness 
stage to the buying and post buying experience that translates into the customer satisfaction impact. The 
marketing mix becomes more dynamic and the product development more customized towards overall 
experience of finding it, buying it and adopting it rather than to fulfill a specific need. This changes the 
marketer approach who now needs to co-create the product together with the customer, who could take 
this research as a starting point in his endeavor and build further on it. 
 There are certain limitations to this study, from three perspectives. 
First, the reviewed literature offered interesting case studies yet not build on customer’s path therefore in 
most cases only the last stage is considered, the Implementation & Adoption stage while the Awareness 
and Buying stages are not provided with data that would provide a deeper analysis of conversion rates 
from one stage to another. 
Second, the KPIs to be taken into consideration are much more for each stage than those analyzed in this 
article and the effectiveness of various actions in each stage may differ according to the analyzed KPIs. 
Also, the customer’s path 6 substages may be further analyzed in a future research. 
In the third place, the MVP methodology that is already implemented in business environment is more 
concrete within a case study however is under the development company confidentiality framework 
agreement. 
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