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Foreword
The modern customer journey is transforming 

at the speed of technology – as new 
touchpoints spring up constantly, marketers 

are often left running to catch up. But at the core of 
a successful strategy is understanding the audience. 
Not just what products they’re interested in and why, 
but their buying habits and behaviors as well.

This understanding becomes even more crucial 
in the world of high-consideration purchases. A 
customer may buy one laundry detergent over 
another on a whim, but decisions on big ticket 
items are processed differently in terms of both the 
human mind and the customer journey. The fact that 
technology now offers the opportunity to instantly get 
reviews, feedback and even the opinions of friends 

on a product or service means that consumers have 
a lot of voices in their ear. The key is becoming the 
trusted voice they choose to listen to in their product 
search.

So, how can modern marketers hit the mark? In 
this report, commissioned by IgnitionOne, ClickZ 
Intelligence dives into the psychology behind high 
consideration purchases, answering the questions 
of what works, what doesn’t and what consumers 
need from companies and brands throughout their 
journey to purchase and beyond.

Happy reading,

The IgnitionOne Team



CHAPTER ONE

The new, fragmented 
customer journey
The reality of the new customer journey is that it is no longer linear. Traditionally, 
maps of the customer journey in retail and marketing would focus on the 
retailer pushing the consumer down a ‘funnel’ of sorts (commonly known as the 
‘purchase funnel’ or ‘purchasing funnel’). But with the rise of digital and screen-
based technologies, the customer journey has splintered and fragmented, and 
the focus has shifted to the consumer driving the decision-making process.
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Zero moments of truth

Today, rather than customers simply entering 
a narrowing funnel, they begin to research 
at an early stage in the process, using 

information available to them online. A shopper 
may be made aware of a product or service, and go 
online to research price, reviews and alternatives. 
Ultimately, this leads to more research, more 
product discoveries, and additional research into 
those, and so on throughout the customer journey. 
Any of these steps can occur, and re-occur, at any 
stage of the journey.

Google has developed a term for the initial 
product stimulus called the “zero moment of 
truth”. Martin Talks, consultant and author of the 
ClickZ Intelligence report ‘The Future of the Retail 
Customer Journey’ describes it like this: “You get 
made aware of something, and then people go and 
research – that’s the zero moment of truth.” 

This “zero moment of truth” is elongated, he 
adds, for high-consideration purchases. “If it’s 

a big-ticket item, a complex item, financial item, 
travel, these sorts of things, then you spend a lot 
more time in the zero moment of truth, going on 
social media, research sites, review sites, because 
it’s a more complex purchase.”

Simon Sproule, vice president and chief 
marketing officer at Aston Martin, agrees that things 
are stretched out over a much longer timescale for 
high-consideration purchases – particularly when it 
comes to selling cars. “The principal characteristic 
of the customer journey is that it is a very elongated 
one. It’s a peculiar segment where a purchase may 
have its roots in a 10-year-old’s experience, but 
isn’t fulfilled until 30 years later.”

He continues: “As a young boy someone may 
have been to a motor show or been given a poster 
or a baseball cap, and then later go on to buy a 
car. If the experience was respectful and inclusive 
then you may have an unexploded customer of 
the future, or the seed that hasn’t flowered yet. 
Many people say they fell in love with Aston Martin 
when they watched a James Bond film.”  >> 
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Such an elongated customer journey presents 
challenges when it comes to customer tracking and 
attribution. Sproule says that a lot of the attribution 
at Aston Martin is done based on ‘gut’ evidence.

This situation is fairly unique to Aston Martin and 
other luxury car brands, and may not necessary 
apply to other types of high-consideration purchase 
like household appliances or electronic goods. 
But what does hold true is the strong emotional 
element to all human decisions, including high-
consideration purchases, and marketers will need 
to work out how to tap into this in order to market to 
big-ticket customers successfully. We’ll touch more 
on this in the next chapter.

The impact of technology

We’ve talked about the ways technology has 
affected the customer journey by fragmenting 
it, giving consumers a much wider array of 
opportunities to both encounter products and 
research them. The traditional funnel-shaped 
customer journey has since been reimagined as a 
loop, as in McKinsey’s Loyalty Loop; or as a matrix, 
by Martin Talks, who designed the Customer 
Journey Matrix to illustrate how customers can 
bounce between different “moments of truth” 
and stimuli along their journey to purchase  
a product.

Compared to a regular purchase, the high-
consideration purchase customer journey is 
inevitably a long one, with more deliberation 
given to the choice of product thanks to the price 
attached. There’s also the fact that customers 
will typically expect to get several years of usage 
out of the product. There will necessarily be more 
research, more comparison, and more deliberation 
involved. 

However, studies have shown that high-
consideration customers have become more 
decisive in recent years, and are spending less 
time in the research stage than they once did. 
Between 2013 and 2015, the average time taken 
to research a high-consideration purchase 
decreased from 79 days to 68 days, according to 
two studies on consumer behavior around major 
purchases conducted by GE Capital Retail Bank 
and Synchrony Financial.

This, too, may be down to technology: the 
expanding number of payment methods now 
available to consumers is reducing some of the 
friction around making purchases, even high-
consideration purchases, believes Talks:

“There are many other ways we can buy things … 
You can buy with a click of your button on mobile 
now, even relatively high-ticket items; perhaps that’s 
making us more decisive as well, because there 
are more opportunities to buy, more opportunities 
to jump out of the journey and go straight to the 
purchase stage… [It] makes it quicker, anyway.” 

Having more opportunities to research, and more 
ways to buy items, doesn’t make humans any less 
emotional in their decision-making, however – and 
neither does it make them any less fickle with  
their loyalties.
“We may be getting more decisive, but it doesn’t 
mean we’re getting any more loyal. Perhaps we’re 
just using all the information to filter down to 
a decision, but it’s still going to be an emotional 
decision. We’re not going to be any more [rational] 
about it... with some items we’re going to look at all 
the facts a bit more, but we’re still going to go with 
our emotional reaction to things.”

Customer
Journey
Matrix

Source: Matomico Limited / ClickZ Intelligence

Stimulus

ZMOTUMOT

SMOT FMOT

Source: ClickZ Intelligence / Martin Talks
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Looking further into the future, there may be another 
long-term psychological impact of technology 
on the process of making high-consideration 
purchases. Many commentators have worried 
about technological advances making us lazy and 
dependent, incapable of using our own brains. But 
what if technology is simply allowing us to conserve 
our energy for the things that matter?

“One way we might find ourselves making 
decisions in the future is if a lot of the little decisions 
are being made for us via technology,” says Talks. 
“That might just help with that whole process of 
saving our energy for bigger decisions.”

Among these ‘bigger decisions’ could be high-
consideration purchases. While this may not 
be a trend that we’re seeing the effects of yet, 
it’s well worth bearing in mind as a factor for the 
future, especially if the time customers spend on 
researching big-ticket items continues to decline.

The post-purchase journey

There’s another stage of the retail customer journey 
that is particularly important when it comes to 
high-consideration purchases: the post-purchase 
stage. While it’s tempting to think that a customer’s 
journey ‘ends’ with purchase, what they do next and 
how they feel about the product can be crucial for 
determining their lasting impression of a brand, and 
the likelihood they will buy again from that retailer. 

The risk of buyer’s remorse is also greatly elevated 
with high-consideration purchases, as consumers 
seek to justify the expense of the purchase, and 
re-affirm or second-guess their decision. Should 
they have researched more? Should they have 
bought a competitor brand? Should they have 
waited for a sale or upgrade? Should they have 
purchased a warranty with their product? Aston 
Martin’s Sproule says that the company will  >>  
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try to cement relationships with the consumer  
with a positive experience, such as by inviting them 
to events or back to the factory. “We are defining 
the post-purchase experience,” he says. Customer 
relationship management software also enables 
Aston Martin to track what customers will do 
after buying a car, which gives them more data to  
work with.

Sproule continues: “For some buyers it’s just part 
of a bigger collection, while others drive it around 
a lot. We are starting to look at how we can service 
them better.”

How can retailers of all kinds of big-ticket items 
make sure that the post-purchase stage of a 
customer’s journey is a positive one? Talks has 
several pieces of advice:

“Give people the opportunity to enjoy the product 
– tips and hints, videos, that sort of content around 
it, so it’s really intuitive and easy for people – don’t 
just leave them to struggle with it,” he recommends. 
This type of evergreen, resource-style content also 
serves as good content marketing and benefits 
search engine optimization, as potential customers 

will search for this content when they research  
a product.

“One of the things that gives people more 
enjoyment of the product is the opportunity to 
share their purchase,” Talks continues.

“It’s a really interesting psychological 
phenomenon; so if you want people to enjoy their 
product more, give them the opportunity to share 
it immediately, and perhaps they won’t have that 
buyer’s remorse – they’ll actually feel they’ve 
enjoyed it more. Social media, share buttons on a 
purchase page, including little videos or little bits of 
content that people might wish to share because it 
will reflect well on their purchase – all that will help 
them to enjoy the product more.”
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CHAPTER TWO

The role of data science 
and psychology in the 
high consideration 
purchase journey
One way of understanding the customer is to look at their past behavior. Where 
behavioral economics gives us the big picture on potential customers, data 
sciences helps us understand what makes them tick on a granular level.

Data science

One thing marketers are not short of 
is data. Every action a prospective 
customer makes online, wherever they 

are on their journey, whether considering a friend’s 
recommendation of a product on social media, or 
researching the product on other websites, creates 
a data point.

Data scientists derive meaning from this trail of 
digital breadcrumbs, looking for patterns in the data 
to better understand customer intent and behavior, 
which allows marketers to target them at the right 
time, or make better recommendations.

Many of us have experienced this intelligence in 
action with streaming services Netflix and Spotify, 
whose uncanny recommendations have delighted 
millions of customers by helping them discover 
new shows and music they’ll love. But how do 
these principles apply in the high-consideration 
purchase?

Unlike Netflix and Spotify, which are constantly 
learning more about their customers by listening 
in on what they’re tuning in to, marketers of high-
value items have no such log book to look back 
on. If there’s no purchase history to examine and 
analyze, how do marketers of big-ticket items use 
data to understand their customers?

According to Ken Rona, chief data scientist for 
IgnitionOne, a marketing technology company that 
helps business convert more customers online, 
it takes an all-encompassing approach, and an 
understanding of your business as a whole.

The IgnitionOne model works by bringing together 
disparate pieces of technology throughout the 
customer journey, from email marketing to website 
personalization, from campaign management for 
search and display to customer information stored 
in a data management platform; and uses the data 
behind them to build up a comprehensive picture of 
each customer.

Will Margiloff, CEO of IgnitionOne, explains: “We          >> 
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have all these different data points that we have on 
a user to capture the complete customer journey 
for them. By having all that data, we focus on 
enhancing what we call the IgnitionOne Score, and 
that score truly is a differentiator for us. 

“We like to say that score creates ‘markets of 
one’. Every user has a different score, which means 
you can communicate with them in a different way 
across these different channels.”

Marketers can use the data-driven IgnitionOne 
Score to tailor discounts, advertising and other 
aspects of marketing to the individual client.

Data science can now be an “active participant” 
in the company’s campaign management along 
with agency and brand colleagues to help move 
customers through the purchase funnel, says Ken 
Rona. He adds that observations of customer 
behavior can now be mapped to the well-
understood traditional purchase funnel.
“Data science has gotten to a point where we can 

enable a brand to infer, through observed actions, 
where someone is in the purchase lifecycle,” he 
says. “There are ways to classify, based on their 
digital behavior, where people are in the purchase 
funnel and activate them appropriately.”

He adds that data science is key if marketers 
want to use this mapping in a reliable and scalable 
way. Rona continues: “What has changed in the 
last three years is that the tools for data scientists 
have matured enough that we can now capture 
the required data, process it, analyze and feed the 
results back into the business for action.”

However, it’s an ongoing effort to stay on top of 
things. Online behavior is changing, prospects are 
shifting, people are using different devices, and 
they’re getting their information in different places. 
What are some of the major changes marketers 
need to be ready for?

The biggest differences in behavior happen as 
new generations of users come online, says Rona. 
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“Gen[eration] Z has different digital device usage 
patterns than Boomers. So, as new users come 
online, you have to rebuild the models and take 
new approaches.

“You have to be monitoring the effectiveness of 
your models on a frequent basis; you have to do 
the hygiene.”

Rona continues: “I would encourage marketers 
to consider why the model is no longer effective. 
Thinking through the ‘why’ can yield important 
insights into what is happening in the marketplace 
or fundamental demographic shifts.”

Are there any fundamentals to online customer 
behavior that remain constant? “We are not as unique 
as we think we are,” Rona says. “Focus on using a 
small set of variables to understand your customers. 
Those small sets of variables might be different for 
a given advertiser, but if you needed more than 100 
features to understand customer behavior, I would 
suggest you are over-complicating things.”

Behavioral economics

Time to zoom out. This is customer understanding 
on a larger scale – we’re not just looking at 
individuals now, but the patterns of behavior we 
all share. Marketers could benefit from considering 
behavioral economics, which Rona defines as 
finding the systematic biases to which we are all 
susceptible when making a decision.

Paradox of choice
Rona says there are two biases that are particularly 
important in marketing: first, the paradox of choice. 
“Generally, we think of more choices as good. But 
as anyone who has ever tried to plan a vacation can 
tell you, too much choice can be overwhelming and 
prevent you from making a decision.”

Buyer’s remorse, which we discussed in the 
previous chapter, is a direct consequence of the 
paradox of choice. The more options are available 
to a consumer, the more pressure they are likely to 
put on themselves to make the ‘perfect’ choice – 
even though this is impossible. Marketers can take 
action like the examples that author and consultant 
Martin Talks outlined in the previous chapter to try 
and minimize this consequence, such as enabling 
buyers to share and feel pleased with their purchase.

Prior to the purchase, marketers and retailers 
can take steps to prevent the consumer becoming 
paralyzed by too much choice – known as ‘action 
paralysis’ – by minimizing the choices available 
wherever possible. Unbounce Pages, a company 
that helps marketers optimize their landing pages,   
refers to the ‘Attention Ratio’ the ratio of links on a 
landing page to the number of campaign goals, to 
reach a conversion sweet spot.

“Because every campaign has one goal, every 
corresponding landing page should have only 
one call to action – one place to click,” Unbounce 
Pages recommends. As the paradox of choice is 
escalated with high-consideration purchases – the 
choice is a more significant one, and much more 
money is involved – it’s important for marketers 
to simplify things for the consumer as much  
as possible.   >>
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You will believe what I tell you
Rona refers to the second bias as ‘You will believe 
what I tell you’: “In general, people believe what 
you tell them, unless they are in a mode of critically 
evaluating what they are being exposed to.”

He thinks that this phenomenon of people 
believing what they are told is the primary reason 
for brand advertising. Emotions are also the driving 
force behind consumers choosing brand name 
products, especially over a cheaper or more generic 
alternative. Consumers who have an emotional 
connection with that brand will be more likely to 
buy from it.

A Psychology Today article entitled ‘How 
emotions influence what we buy’ sums up the 

phenomenon as follows: “A brand is nothing more 
than a mental representation of a product in the 
consumer’s mind. The richer the emotional content 
of a brand’s mental representation, the more likely 
the consumer will be a loyal user.” 

Danielle Werner, director of communications and 
marketing at Calvert Hall College High School, 
a prepatory high school for boys, echoes this 
assertion. Securing a place for their child at a 
tuition-based private school can be a significant 
high-consideration purchase for parents, with a 
customer journey taking place over the course of 
several years. 

For Calvert Hall, invoking specific emotions in 
the consumer is key to the marketing process. “We 
want people to be happy; we want them to feel as 
if this is a choice,” says Werner.

“When it comes to marketing, it’s all about how 
you feel. If you don’t feel towards a certain brand, 
then you don’t want anything to do with it. You want 
to make sure you’re playing up all of your marketing 
campaigns to play into those emotions.”

Talks adds: “The thing about the big-ticket items 
where you have to make a big financial commitment 
is that naturally, you want to make more time about 
that decision and have as many opportunities 
to verify your decision as possible. But our 
decisions are mostly driven by emotion rather than  
rational thought.” 

He refers to Daniel Kahneman, psychologist 
in the field of judgement, decision-making, and 
behavioral economics, Nobel Prize winner, and 
author of the book Thinking, Fast and Slow. “As 
Kahneman pointed out, 95% of our decisions are 
emotional, and 5% are rational. So even with all of 
these touchpoints we tend to go with our gut.”

Just because humans are emotional creatures, 
however, it doesn’t mean data is pointless by any 
means. “With sufficient data, you can see the 
patterns,” says Talks. “As Dan Ariely [behavioral 
economist and author of Predictably Irrational] 
says, we might be irrational animals, but with 
enough data we can predict how irrational we’re 
going to be.”
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CHAPTER THREE

Personalization and 
experiential marketing in 
action, the future and what 
might be possible

In the realm of high-consideration marketing, 
the customer experience takes on a greater 
significance. If 95% of our decisions are 

emotional, how might marketers make an 
impression by provoking an emotional response 
with the experiences they offer?

Let’s take the example of a car. For anyone, a 
new car is a big investment. It’s an item the owner 
will be using every day, for several years – in fact, 
according to IHS Automotive, Americans will hold 
on to their vehicle for more than six years,  so the 
decision of which one to buy is not to be taken 
lightly. The customer will thoroughly research the 
car they want to buy before putting it through its 
paces in the final audition – the test drive.

With the test drive, nothing compares to the real 
thing. Or does it? 

Carmakers including Audi, Peugeot and Volvo 
are investing in the virtual test drive, the virtual 
reality (VR) experience that allows customers to try 
out the newest models of car without the need to 
head to a showroom. This approach in effect turns 
the customer journey on its head, as people can 
go straight to the test drive before doing the deep 
research. They can even configure their vehicle, to 
create the car of their dreams before their test drive.

Simon Sproule, Aston Martin’s director of global 

marketing communications, told ClickZ Intelligence 
that the company has invested heavily into a tool 
like this. 

It’s important to have a digital experience that 
is in keeping with a luxury brand, where the ethos 
of the company is to create beautiful things and 
something very visceral, Sproule says.

For marketers with customers who have already 
expressed their interest in a product or service, 
the benefits of these approaches are plain. But 
how can they work for companies who operate 
predominantly on repeat business? How might they 
drum up interest in their offerings?

It’s all about the experience

In February 2016, cruise company Carnival sought 
to change minds about taking a cruise vacation, by 
offering the experience via VR in 133 stores across 
the US. Customers who may never have considered 
a cruise for their next vacation could watch a short 
film offering 360-degree views of life on the deck of 
a cruise ship, while virtual reality lounges recreated 
the feeling of being there with lounge chairs, heat 
and ocean breezes.

“There is no substitute for actually being onboard 
one of our ships and out on the open sea, but VR  >>  
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is just about as close as you can get,” Ken Jones, 
Carnival’s vice president of group marketing, 
told Fortune.

“We […] envision VR being helpful to travel 
agents, so they have all the tools at their disposal to 
see new feature and experience new ships virtually, 
which can help sell our cruise vacations. And as 
additional types of technology continue to evolve, 
we will continue to look for ways to incorporate it.”

Author and consultant Martin Talks says that 
such virtual experiences remove the friction from 
making a purchase decision, as the customer feels 
they have had the experience before. However, he 
cautions against getting carried away. “It’s easy to 
get too obsessed with digital. It’s still important – 
[but] people want that touchy-feely moment with 
products like cars.”

The product doesn’t need to be a tangible one 
for personalization and experience to play a crucial 
part. Danielle Werner, director of communications 
and marketing at Calvert Hall College High School, 
told ClickZ Intelligence that personalization plays a 
huge role in the marketing that they deliver to their 
audience. Calvert Hall markets its brand to families 
with sons between the ages of nine and 13. The 
customer journey effectively begins at age nine, 
and encompasses not only the years leading up to 
when the boys are old enough to attend the school, 
but also their school years and beyond. 

Calvert Hall markets across a range of mixed 
media including print, radio and digital, but the 
personalization it can achieve in channels like print 
and radio is limited. In contrast, digital opens up 
a whole world of personalized consumer targeting 
which the school makes full use of. “We love to 
personalize our customer journey,” says Werner.

Calvert Hall makes its digital marketing very 
specific to the individual they feel would be the best 
fit for their school. “By doing so, we’re making sure 
we’re putting ourselves in front of them, so they 
have a greater opportunity of learning who we are 
or wanting to get to know us better.”

Once the school knows which individuals it wants 
to target, it will reach out to them with personalized 
emails every other week, sharing news updates 

and ways for parents to get involved in activities 
at the school. They find that the more time families 
spend on campus, the more likely they are to send 
their child to the school. For this reason, it also 
focuses heavily on providing a positive experience 
to its customers.

“It’s all about the experience,” Werner says. “We 
like to call it the feel-good experience, if you will. If 
you enjoy coming here, you’re enjoying what you’re 
doing, then you’re more likely to come back.”

Why does she think that personalization and 
experience are so important for marketing high-
consideration purchases? “People want to have 
that value-based marketing experience. They want 
the company or the organisation to know who 
they are, what their pain points are – how can we  
fix that?”

Just as car brands like Audi, Peugeot and Volvo 
are allowing customers to create their dream car 
before taking it for a test drive, Calvert Hall tries to 
deliver to the consumer a tailored and personalized 
experience so that they have an emotional 
investment in the product as well as a financial 
one; to make them feel that they are paying for 
something beyond a generic, off-the-shelf product 
– something just for them.

“It’s the same thing with a luxury car brand, or a 
house – pretty much anything you would think of 
for a high-consideration purchase,” says Werner. 
“People don’t want to feel that they’re just being 
handed something that anyone else could have. 
They want to know that theirs has been tailored and 
crafted for them.”

Personalize, personalize, personalize

Where might digital innovation be able to take this 
increasingly personal tailoring of products in the 
future? In many industries, we are already seeing 
the beginning of what might be possible. While 
car retailers and cruise companies are using VR 
to give their customers an unforgettable product 
experience, fashion retailers are beginning to look 
at how smart technology can deliver customization 
and ease of use in the fitting room. 
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It comes as no surprise that luxury fashion 
brands are leading the charge, with department 
store Bloomingdale’s introducing ‘smart’ fitting 
rooms equipped with wall-mounted iPads. The 
iPads are connected up to inventory management 
systems, allowing customers or store associates 
to scan items and find out what sizes and colors 
are in stock, as well as see ratings and reviews by  
other customers.

Fashion brand Ralph Lauren has gone one step 
further, trialing “smart mirrors” in its fitting rooms. 
These interactive mirrors can recognize clothing 
items via an RFID chip, down to the size and 
color, and display other colors and sizes that are 
available, along with outfit suggestions, for a truly 
bespoke shopping experience. 

As we saw last chapter, advances in data 
capturing and tracking have vastly increased the 
amount that we can personalize the entire buying 
experience, from the beginning to the end of the 
customer journey. Research by McKinsey in 2013 
indicated that personalization can deliver five to 
eight times the ROI on marketing spend, and lift 
sales by 10% or more. For high-consideration 
purchases, by all accounts, the payoff is likely to 
be even higher. 

Marketers don’t necessarily need to use high-
tech methods to deliver it, but with the way that 
technology is developing, they will have even 
greater resources at their disposal to fine-tune the 
customer experience in the near future.
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CHAPTER FOUR

Statistics
In 2013, GE Capital Retail Bank’s second 

annual Major Purchase Shopper Study set out 
to demystify the high-consideration purchase 

customer journey. They looked at all aspects of the 
customer journey, including how long customers 
take to research a big-ticket item, the channels 
they use for research, and where and how they 
finally make the big purchase.

The bank found that more than four-fifths (81%) 
of customers went online before heading out to 
the store when researching a major purchase. But 
although the vast majority of customers did product 
research in cyberspace, there was a strong offline 
component to their research as well. On average, 
customers researched five unique retailers, 
including at least three online merchants and two 
brick-and-mortar stores, before they decided on 
an item. On top of this, 88% of consumers studied 
ultimately made their final purchase in-store.

GE Capital Retail Bank found that consumers took 
79 days on average to gather information before 
making a high-consideration purchase. Two years 
later, however, the fourth annual Major Purchase 
Consumer Study, conducted by Synchrony 
Financial, had a different story to tell.

“The major purchase journey is getting shorter, 
digital behavior has stabilized and the in-
store experience matters more than ever,” the  
report summarized. 

In 2015, customers were found to take just 68 
days to research a big-ticket item, a decrease of 
roughly 14% from GE Capital Retail Bank’s figure 
in 2013. In addition, consumers were found to 
only look at four different retailers before making 
their purchase, another statistic which points to 
increasing consumer confidence and decisiveness 
in making high-consideration purchases.

“I’m guessing that the user journey is getting 
better,” assesses consultant Martin Talks. “People 
are figuring out how to make them more smooth 
and efficient. 

“We’ve got more information than ever, and 
more information can sometimes lead to decision 
paralysis because you have so many options it’s 
difficult to make a choice. But obviously, what’s 
happening is that user experience is getting 
sufficiently good that people are able to make their 
decisions quicker.”

The findings from Synchrony Financial still pointed 
towards the importance of in-store research and 
experience in the high-consideration customer 
journey. 73% of major purchase shoppers surveyed 
conducted in-store research, and 64% of those 
who conducted both in-store and online research 
said that in-store research had the greater influence 
on their purchase decision.

But what about the post-purchase customer 
journey? With high-consideration purchases, what 
happens to a customer after the purchase is also 
very important. After spending so much money on 
a single item, there is an increased risk of buyer’s 
remorse if the consumer starts to question whether 
or not they made the right decision.

A 2015 study by customer experience specialist 
Aura Corporation into big-ticket high street retailers 
in the UK found that eight out of ten retailers (79%) 
have no way for customers to publicly rate and 
review their service online. The study looked at 52 
of the biggest UK high-street retailers specializing 
in high-value items like computers, electrical and 
white goods, furniture and department stores. Of 
those which did offer a product review or rating 
system, two-fifths (40%) were found to use an in-
house embedded system which makes it easier 
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for users to leave fake reviews, rather than reviews 
which can be independently verified.

One of the many models that maps the new 
customer journey is the McKinsey Loyalty Loop, 
which visualizes the journey as circular, rather than 
linear or funnel-shaped as is often traditional. The 
model posits that a customer’s post-purchase 
experience gives them ongoing exposure to a 
product, which can inform the next decision 
journey and possibly prompt another trigger or 
“zero moment of truth” that leads to buying from 
that retailer again.

This model seems particularly applicable to the 
customer journey for high-consideration purchases 
when we consider the findings from The Deloitte 
Consumer Review in 2014, which looked at pre-
purchase behavior across various categories of 

goods from consumers who had shopped that 
category within the last three months. It found that 
almost half – 47% – of consumers who had bought 
major household appliances within the past three 
months returned to the website of the company 
from which they made their purchase before buying 
again. Another 39% visited the store from which 
they had made their purchase.

These findings held true for other categories of 
high-consideration purchase, such as package 
holidays, which saw 56% of consumers return to 
the website from which they had made a previous 
purchase before buying again; electrical equipment, 
with 51%; hotels and accommodation, with 56%; 
and flights, with 59% of customers visiting the 
same company’s website before buying again.

81%
Takeaway stats

88%

50% 14%

79%

of consumers go online to research a high-
consideration purchase, before heading out to 
the store
Source: GE Capital Retail Bank

of consumers ultimately make their purchase of 
a big-ticket item in-store
Source: GE Capital Retail Bank 

of consumers used a mobile device at 
some point during the purchase of a high-
consideration item
Source: Synchrony Financial 

decrease in the average time taken to research 
a high-consideration purchase between 2013 
and 2015  
Source: GE Capital Retail Bank & Synchrony Financial 

of high street retailers of big-ticket items have 
no means for customers to publicly review their 
service online  
Source: Aura Corporation

Shoppers making major purchases search 
for the following when they visit the  
retailer’s website 
• 66% warranty information
• 52% pricing information
• 51% specs/model information
• 47% payment/financing information
Source: GE Capital Retail Bank

http://www.businesswire.com/news/home/20130712005396/en/GE-Capital-Retail-Bank%E2%80%99s-Annual-Shopper-Study
http://www.businesswire.com/news/home/20130712005396/en/GE-Capital-Retail-Bank%E2%80%99s-Annual-Shopper-Study
https://www.synchronyfinancial.com/2015%20Major%20Purchase%20Study%20White%20Paper%20Final%2011_20_15.pdf
http://www.businesswire.com/news/home/20130712005396/en/GE-Capital-Retail-Bank%E2%80%99s-Annual-Shopper-Study
https://www.synchronyfinancial.com/2015%20Major%20Purchase%20Study%20White%20Paper%20Final%2011_20_15.pdf
http://auracorp.com/news/service-uk-online-retailers/
http://www.businesswire.com/news/home/20130712005396/en/GE-Capital-Retail-Bank%E2%80%99s-Annual-Shopper-Study
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