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Attention
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Desire
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欲求

行動

ロイヤリティ
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体験

従来

今後

購買 Purchase

Experience

Loyalty
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Start by Focusing on the Customer Journey 
In an ever-connected world, people are continuously moving in and out of various online and offline channels 
and experiences — interacting with products and brands along the customer journey prior to purchase  

(“pre-tail”), during the shopping experience (“retail”), or following a purchase (“post-tail”). Customer journey 
mapping takes this complexity into account, proving a more useful approach for understanding target audience  

behaviors, their preferred channels and timing for relevant online and offline engagement. 

Nearly every brand or product is unique in some way, often impacting the customer journey. But there are a 
few absolutes to keep in mind: 

 1.  Think non-linear with the customer journey. Consumers are engaging with brands at each and 

every stage of the journey at various times, without any pre-established sequence, flow, or rules.

 2.  Map the journey in the customer’s “language.” People don’t talk about becoming “aware” of a 
good or service. Rather, they discuss personal or business needs in very pragmatic ways. They 
also don’t refer to consideration or interest. Instead, they want to learn or understand more about 
the choices available to them. 

 3.  Assume every brand and product has a unique journey duration. For example, the customer 

journey for a CPG manufacturer or grocery store will be much different from that of an auto  

manufacturer or dealer.  

Figure 3: Simplified Customer Journey

A brand is a collection 
of experiences, and the 
customer journey is the 

collection of every  
meaningful engagement 
with a particular brand  

and product.

デジタル

リアル
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https://www.mcdonalds.co.jp/sustainability/sustainability_report/

マクドナルドサステナビリティレポート2023

CSRレポート 2020

サステナビリティレポート2022

サステナビリティレポート2021

CSRレポート 2019
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https://www.mcdonalds.co.jp/sustainability/sustainability_report/（出所：マクドナルドサステナビリティレポート2023 

）
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約3,000店舗 
約20万人のクルー  

14 億人のお客様(延べ/年間)  
（出所：マクドナルドサステナビリティレポート） 

）
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1. Customer 
    focused 
    initiatives

よりお客様にフォーカス
したアクション

3. Localized 
    business 
    structure

地域に特化した 
ビジネスモデル

2. Investing in   
    upgrading our 
    restaurant 
    portfolio

店舗投資の加速

4. Major cost 
    and resource 
    efficiency

コストと資源効率の改善

ビジネスリカバリープラン
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Food safety / 
食の安全と品質

Menu
メニュー

Value
バリュー

QSC

Customer engagement
カスタマーエンゲージメント

よりお客様に
フォーカスした
アクション
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https://youtu.be/gHGE8eUy5Ps?si=F5MvuZbabzvy6iUT
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Food safety / 
食の安全と品質

https://www.mcd-holdings.co.jp/news/2015/csr/csr0731b.html

マクドナルドホールディングス ニュースリリース
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Food safety / 
食の安全と品質

（出所：マクドナルドCSR レポート2020）
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消費者への伝え方・価値の創造

ソーシャルマーケティング
価値の増幅/行動と認識の変容

29

PESOメディア
Paid　　認知/集客を獲得 
Earned 報道/取材を獲得 
Shared 共有される 
Owned  理解の促進
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PRのピラミッド

行動変容 
Behavior 
Change

認識変化 
Perception 
Change

パブリシティ（情報の露出） 
Publicity

… 行動を起こす 
（新たな習慣）

戦略広報/PR
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