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Muc tiéu bai hoc -~

Giai thich dudc khai niém Customer Journey Mapping va vai tro cua cbng cu

trong thiét ké trai nghiém khach hang.

Nhan dién dugc cac thanh phan cd ban cda mot ban dé hanh trinh khach hang.

Phan tich ducc quy trinh xay dung Customer Journey Map tu viéc xac dinh persona, thu thap dd

liéu, Mo ta hanh trinh dén tim ra cd hoi cai thién trai nghiém.

Van dung dugc Customer Journey Mapping dé danh gia trai nghiém hién tai va dé xuat giai phap

toi Uu hda cac diém cham guan trong.



NoOi dung bai hoc _

@ Khai niem Customer Journey Mapping

Vai tro cua Customer Journey Mapping

Cac thanh phan ca ban cua Customer Journey Map

@ Quy trinh xay dung Customer Journey Mapping




Khai niém Customer Journey Mapping

DON GIAN LA KHAC BIET

Customer Journey Mapping [a qua trinh mod ta truc guan toan bd hanh trinh ma khach hang trai qua
khi tugng tac vaéi thuong hiéu, tu ldc nhan biét nhu cau, tim kiém thdéng tin, can nhac, mua hang, su

dung cho dén sau mua.
(Peppers & Rogers, 2022)



Khai niém Customer Journey Mapping

DON GIAN LA KHAC BIET

Customer Journey Mapping |la cong cu dé hinh dung, thiét ké va truc quan héa mot trai nghiém
toan dién tU géc nhin cua khach hang. biéu nay cé nghia la hanh trinh khach hang khéng nén duadc
nhin dén thuan nhu chuoi budc mua hang, ma phai dudc hieéu nhu mot trai nghiém tong thé xuyén
sudt nhiéu giai doan va nhiéu diém cham.

(Peppers & Rogers, 2022)



Khai niém Customer Journey Mapping

DON GIAN LA KHAC BIET

Customer Journey Mapping la cong cu giUup doanh nghiép tra I3i cac cau hoi: khach hang dang di
gua nhing giai doan nao, ho lam gi, nghi gi, cam thay gi é tung giai doan, ho tuong tac vd&i thudong
hiéu qua Nnhing diém cham nao, va 8 dau dang phat sinh khd khan hodc ca hoi cai thién.

(Peppers & Rogers, 2022)



Vai tro cua Customer Journey Mapping

DON GIAN LA KHAC BIET




Cac thanh phan co ban cua Customer Journey Map

DON GIAN LA KHAC BIET
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Customer Journey Mapping tong quan -l
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M6 ta hanh trinh mong muon trong tudng lai, tuc trai
nghiém ly tudng ma doanh nghiép muoén khach hang cé
dugc.

Mo ta trai nghiém hién tai ma khach hang dang
thuc su trai qua khi c6 gang dat mot muc tiéu vai
san pham hoac doanh nghiép 3 thai diém hién tai.

Muc dich chinh:
e Dinh hudng thiét ké va cai tién trai nghiém nhat quan

haon.

Muc dich chinh:
e Cho thay khach hang dang bi khd 3 dau.
e Truyén dat cac frustration/pain points.
e Tao ca sd dé thuyét phuc td chic dau tu cai tién.



Funnel-Based Journey Map
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Omnichannel Journey Map

DON GIAN LA KHAC BIET
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Omnichannel Journey Map
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Quy trinh xay dung Customer Journey Mapping

DON GIAN LA KHAC BIET

T T

Xac dinh Xac dinh Thu thap dU M6 ta hanh Xac dinh pain Pua ban do

muc tiéu persona liéu thuc té trinh theo points, hanh trinh
lap ban doé tung giai moments of thanh ké hoach
doan truth va cg cai tién lién tuc

hoi cai thién



Trai nghiém khach hang 2026 —>

thank you
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