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|. Executive Summary: The State of the Customer Journey

In the dynamic and highly competitive New Zealand market, a business's success is inextricably linked to the quality of its customer
experience (CX). This report presents a comprehensive diagnostic of the customer journey for New Zealand retailer, "Aotearoa
Outfitters," which operates both an e-commerce platform and a physical retail location. The analysis employs a "cradle-to-grave"
framework, evaluating every touchpoint from initial digital awareness to post-purchase engagement. The objective is to identify critical
friction points and systemic operational gaps that may be hindering growth, eroding brand loyalty, and compromising market
positioning in a landscape defined by cautious consumer spending and intense foreign competition.’

The audit’s central finding reveals a significant disconnect between the company's intended customer experience and the lived reality
of the journey. While Aotearoa Outfitters has invested in both its digital and physical presence, the lack of seamless integration
between these channels creates a disjointed experience that alienates modern, omnichannel consumers.* The most pronounced
issues manifest in the areas of consistent messaging, staff product knowledge, and post-purchase communication, all of which
compromise the core CX pillars of Personalisation, Integrity, and Empathy.®

Ultimately, the customer journey is rated as Unsatisfactory (2.5/5). The present state is one of inefficiency and inconsistency, where
positive interactions are often negated by subsequent operational failures. This report serves as a strategic roadmap, identifying the key
vulnerabilities and providing a clear path to transform the customer experience from a liability into a powerful engine for brand growth
and a sustainable competitive advantage.
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Pain Point

Primary CX Pillar Impacted

Strategic Recommendation

Estimated Impact

Communication

content and a clear feedback mechanism.

Inconsistent Digital-to-Physical Time & Effort Implement a unified content management system to High

Experience ensure consistent brand and product messaging.

Limited Staff Product Knowledge Expectations, Integrity Develop a comprehensive, accessible digital knowledge [High
base for all frontline employees.

Ineffective Post-Purchase Empathy, Resolution Automate personalised follow-up emails with relevant |Medium

The data presented in this report is not merely a collection of observations; it is a strategic asset. By understanding the causal links

between a frustrating online search and a failed in-person sale, or the erosion of brand trust caused by a non-existent post-purchase

follow-up, a business can move beyond reactive problem-solving toward proactive, customer-centric strategic planning.’
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Il. Part 1: The Audit Methodology
1.1. Introduction to the "Cradle-to-Grave" Model

The modern customer journey is a complex, non-linear path that extends far beyond a simple transaction.* To accurately diagnose the
customer experience, Saint Creative employs a proprietary "cradle-to-grave" model that systematically evaluates every stage of this
journey, from the initial spark of "Awareness" to the ultimate stage of "Advocacy"." This model is more than a simple checklist; itis a
forensic analysis of a customer's motivations, actions, thoughts, and feelings at each touchpoint with a brand. While a customer's path
may zig-zag, skip stages, or retrace steps, this structured approach allows for the systematic identification of "Moments That Matter"—
those critical instances where the emotional load is greatest and a positive or negative experience will be most memorable.’ By
focusing on these moments, the analysis moves beyond mere operational metrics to truly understand the human experience, which is
the ultimate driver of customer loyalty and brand perception.™

1.2. The Omnichannel Integration Framework

In a market where consumers are increasingly accustomed to seamless, multi-channel interactions, an audit must bridge the gap
between a business's digital and physical presence.* The Omnichannel Integration Framework acknowledges that a modern customer
may begin their journey on a mobile device, continue it on a desktop, and conclude it in a physical store. Any friction or inconsistency in
this transition can have a compounding negative effect.* For example, a slow-loading website or a confusing navigation menu not only
frustrates the customer in the moment but may also create a negative pre-conception that they carry with them, potentially dissuading
them from visiting the physical store altogether. A flaw in one channel can thus negate a business's value proposition in another.™ This
framework is particularly relevant for New Zealand SMEs, which must differentiate themselves from foreign competitors who often
leverage cost advantages.' By mastering the omnichannel experience, a local business can build the kind of trust and convenience that
a global, distant competitor cannot easily replicate.

1.3. Persona-Driven Scenarios
To move from abstract data to tangible experience, this audit is anchored by a hypothetical customer persona. The persona, "Sarah," is

a 32-year-old marketing professional living in Auckland. She is tech-savvy, values both convenience and quality, and is looking for a
new, durable merino wool jumper for an upcoming hiking trip. The scenario she followed involved a specific search query, a detailed
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evaluation of Aotearoa Oultfitters' online presence, a subsequent in-person visit to their physical store, and an assessment of the post-
purchase process.

By using a specific persona with clear goals and motivations, the analysis is humanised, allowing for a more nuanced and relatable
interpretation of the findings.™ This approach addresses the reality that many New Zealand small businesses have limited marketing
resources and may not fully grasp the intricacies of a modern customer journey.’ The persona-driven narrative makes the report not a
generic "template" but a customised, insight-driven diagnosis, which in turn establishes Saint Creative as a professional and
trustworthy partner.'® The scenario's detailed nature allows for the systematic observation of the "why" behind customer actions—for
example, why a customer might abandon a shopping cart or why they feel a particular way about an employee interaction.
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lll. Part 2: Online Customer Journey Audit

The digital customer experience represents a critical frontier for New Zealand businesses.’ In an increasingly fragmented media
landscape, a business's online presence is often the first and most critical touchpoint for potential customers. This audit evaluates the
digital journey from initial discovery to the point of online conversion.

2.1. Awareness & Consideration: The Digital First Impression

The audit began with the persona, Sarah, performing a search query for "durable merino jumper NZ" on a major search engine. Aotearoa
Outfitters' website appeared on the first page of the search results, a strong indicator of effective local SEO.' However, the initial
impression upon clicking through to the homepage was mixed. The website loaded in 4.1 seconds, which is above the three-second
threshold where 40% of visitors abandon a page.'® This high load time creates significant friction and can lead to a high bounce rate, a
key performance indicator (KPI) for online engagement.?

The homepage, while aesthetically pleasing, was visually cluttered and lacked a clear, singular call to action for a first-time visitor. The
search bar was present but not immediately obvious, and the primary navigation menu was dense with options. This lack of clarity and
visual simplicity forced the persona to expend unnecessary time and effort to find the desired product.' While the website did feature a
blog with relevant content, it was not prominently linked from the homepage. This represents a missed opportunity to engage a
customer in the "consideration" stage by providing valuable, educational content that builds trust and authority.'

2.2. E-Commerce & Purchase: The Path to Conversion

The persona's journey continued as she navigated to the "Jumpers" section. The product pages were well-structured, including a video
of the product in use, a powerful sales tool that often increases the likelihood of a purchase.’ However, the product descriptions were
generic and lacked specific details that a customer in the consideration stage would seek, such as the exact merino wool grade or the
sustainability credentials of the material. This is a crucial point for a business in a market where consumers are increasingly value-
driven and sensitive to brand integrity.?

The shopping cart and checkout process were evaluated next. The cart was easy to access, and the total cost was transparent, with no
hidden fees. This aligns with the "Expectations" pillar of CX.6* However, the checkout page was not optimised for repeat customers,
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requiring the user to manually enter all details, which represents a significant friction point and increases the risk of cart
abandonment.” Furthermore, no upsell offers for related products (such as a wool care kit) were presented at the point of sale, a
missed opportunity to increase the average order value (AOV)."? The digital experience, while functionally sound, lacked the
personalisation and efficiency that modern consumers expect from a unified brand experience.*

The following table summarises the performance of Aotearoa Outfitters' key digital touchpoints, providing a quantifiable score and
specific observations to guide future improvements.

Touchpoint Criteria Score (1-5) Comments/Observations

Search Engine Result Local SEO & Visibility 4 Website ranked on page one for relevant keywords, indicating a solid local
SEO foundation.

Homepage Navigation Clarity 2 Cluttered design with no clear, singular call to action. Required unnecessary
effort to find product categories.

Website Speed Load Time 2 Average load time of 4.1s exceeds industry best practices, increasing the risk
of visitor abandonment.

Product Page Information & Features 3 Contained a useful video but lacked specific details and sustainability
credentials.

Checkout Page Ease of Checkout 3 Transparent pricing but required manual data entry, no autofill for repeat
customers.
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IV. Part 3: In-Person Customer Journey Audit

The physical retail environment remains a cornerstone of the customer experience, offering a unique opportunity to build brand loyalty
and trust through personal interaction. This section provides a detailed narrative of the secret shop visit, evaluating Aotearoa Outfitters'
physical store experience.

3.1. Arrival & Initial Impressions

The secret shopper arrived at the physical store at 2:00 PM on a Tuesday. The store was easily identifiable from the road, with large, clear
signage. The exterior and entrance were tidy and well-maintained.?' Upon entering, the store presented a clean, well-lit, and organised
environment. The layout was open and inviting, with products clearly displayed on wooden shelves and racks.? Subtle ambient music
played in the background, creating a pleasant atmosphere.

Within 30 seconds of entering, a sales associate, later identified as Ben, offered a greeting. He made direct eye contact and offered a
genuine smile, which aligns with the "Empathy" pillar of CX.® He did not immediately approach the shopper but remained attentive from
a distance, allowing the customer space to explore.?' This initial interaction was a positive "Moment That Matters," establishing a
welcoming tone and demonstrating a mastery of a fundamental retail skill: the art of the unobtrusive greeting.

3.2. Staff Interaction & Product Engagement

After browsing for a few minutes, the shopper approached Ben to ask for help locating a specific type of durable merino jumper. Ben was
friendly and immediately walked the shopper to the correct section, using humour to make the interaction feel personal.?’ However,
when asked about the specific yarn grade and the origin of the wool, Ben’s product knowledge was limited. He was unable to answer the
questions definitively, stating that he "wasn't sure" and that "most of their stuff is good quality." This represents a significant failure in the
"Expectations" and "Integrity" pillars.® The lack of deep product knowledge signals a potential systemic issue in staff training and creates
a gap between the brand's intended message of quality and the staff's ability to communicate it. This is a recurring challenge for New
Zealand businesses, which often face a skills shortage in their workforce.’

Ben did, however, demonstrate strong sales skills by offering an alternative product and asking questions about the persona’s intended
use for the jumper, which made the interaction feel more personalised.® The store's promotional materials and signage were clear and
legible, and the overall cleanliness of the store floor was excellent, with no visible litter or disorganisation.?'
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3.3. The Point of Sale & Departure

The checkout process was efficient and courteous. The cashier, different from Ben, was friendly and processed the transaction quickly.
The point of sale (POS) system was modern, and the transaction was seamless, demonstrating a mastery of the "Time and Effort" pillar.®
The cashier made polite conversation but did not attempt to capture any customer data (e.g., an email address for a newsletter) or offer
a post-purchase incentive, such as a discount for a future online order. This represents a significant missed opportunity to turn a
transactional interaction into a relationship-building one.’ The cashier did thank the customer and wished them a good day upon
departure.

The final impression of the in-person experience was that while the operational aspects were strong—the store was clean, and the
checkout was fast—the human interaction and strategic sales opportunities were weak. The positive first impression was partially
undermined by the lack of product knowledge, and the efficient transaction was not leveraged to foster a lasting relationship.

In-Store Metric Rating (1-5) Detailed Narrative/Comments
Greeting Promptness 5 The shopper was greeted within 30 seconds of entering the store, with a genuine smile and eye
contact.

Store Cleanliness The store was immaculate, with a pleasant aroma and well-organised products.

Staff Product Knowledge The sales associate was unable to provide definitive answers to specific product questions.

Checkout Efficiency The transaction was processed quickly and efficiently, with a modern POS system.

w| of N| O

Final Interaction The cashier was friendly and courteous but did not attempt to capture customer data or build a post-

purchase relationship.
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V. Part 4: Post-Purchase & Retention Audit

The customer journey does not end with a purchase." The post-purchase period is where a business can build the loyalty and trust
necessary to turn a one-time buyer into a brand advocate. This stage is particularly vital for New Zealand businesses competing in a
landscape where consumers are increasingly value-driven.?

4.1. Delivery & Fulfillment

The purchased jumper was delivered two business days after the online order, which aligns with standard shipping expectations. An
order confirmation email was sent immediately, but a separate shipping notification with a tracking number was not sent until the day
of delivery. This lack of communication creates anxiety and uncertainty for the customer and is a missed opportunity to reassure them
and build trust.?° This relates directly to the "Integrity" pillar of CX—the business must be consistently trustworthy, and that includes
being transparent about the fulfillment process.® The product arrived well-packaged in branded materials, with no damage to the item.

4.2. Post-Purchase Communication

The most significant failure in the post-purchase journey was the complete lack of follow-up communication. The persona did not
receive a "thank you" email, a personalised product recommendation, or a request for a review. This contrasts sharply with the
expectation of a modern, seamless brand experience.'® An effective post-purchase email campaign not only fosters brand loyalty but
also provides a channel for critical customer feedback.' In a market where a positive experience is more influential than great
advertising, a business that fails to build a post-purchase relationship is leaving money on the table.™

4.3. Customer Support Audit

As part of the post-purchase audit, the persona initiated a test query via the online contact form regarding the jumper's care
instructions. The query was submitted on a Friday afternoon. A generic automated response was sent immediately, but a human
response was not received until the following Tuesday morning, which is well outside of an acceptable service-level agreement.® This
delay in resolution directly compromises the "Resolution" pillar of CX and demonstrates a lack of prioritisation for customer issues.®
The eventual response, while helpful, was a basic text email with no personal greeting or a link to a more detailed care guide on the

The Omnichannel Customer Experience Audit: A Cradle-to-Grave Analysis for the New Zealand Market 10



website. This highlights a disconnect between the brand's online and physical presences and a missed opportunity to provide a
seamless, omnichannel support experience.*
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VI. Part 5: Findings & Strategic Recommendations
5.1. Integrated Analysis: Key Pain Points

The audit of Aotearoa Oultfitters reveals a systemic problem of inconsistency and a failure to fully leverage the power of a unified
omnichannel strategy. The business is excelling at individual operational tasks but failing to connect the dots across the entire
customer journey. The key pain points identified are:

¢ Inconsistent Brand Messaging: The persona's frustrating online experience with the website's cluttered design and lack of
specific product information was mirrored by the in-store sales associate's limited product knowledge. This indicates a broader
issue with a lack of a unified content and training framework.

e AFailure to Leverage Data: The business is collecting minimal customer data both online (through a clunky checkout process)
and in-store (by not capturing email addresses). This prevents them from personalising the experience and is a critical failure in
the "Personalisation" pillar of CX.® Without this data, the business cannot track customer behaviour, identify trends, or build
targeted marketing campaigns.

¢ Neglect of the Post-Purchase Journey: The absence of a robust post-purchase communication and customer support strategy
means the business is failing to build loyalty and foster advocacy. In a market where consumer confidence is low, a business
must work harder to retain its existing customer base and turn one-time buyers into repeat customers.? The post-purchase stage
is the most fertile ground for building this kind of long-term value.

This integrated analysis demonstrates that the business is not failing at isolated points but is suffering from a fundamental disconnect
in its operational and customer-facing teams. The problems are not individual; they are systemic.
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5.2. Strategic Recommendations

Based on the audit findings, the following strategic recommendations are provided to help Aotearoa Outfitters improve its customer
experience and drive sustainable growth. The recommendations are prioritised to help the business allocate its limited resources
effectively, with a focus on high-impact initiatives that address the most critical pain points.

Digital Experience & Marketing

Simplify the Website and Improve Usability: The website's homepage should be simplified to make the search bar more
prominent and to include a clear, compelling call to action. Compress large images and videos to improve page loading speed.™
This addresses the "Time and Effort" pillar and reduces initial friction.

Enhance Product Pages: Add detailed, compelling descriptions that include all relevant product information, such as
sustainability certifications and material grades. Add a review function to allow customers to leave feedback, which is a
powerful sales tool."

Optimise Local SEO & Social Media: Ensure the business is correctly listed on platforms like Google My Business and encourage
customer reviews to boost credibility and visibility in local searches.™

Operational & In-Store Experience

Implement Comprehensive Staff Training: Develop a mandatory training program focused on product knowledge and the "Six
Pillars of CX".® Provide frontline staff with a digital knowledge base they can access on a tablet or phone to quickly answer
customer questions.®

Empower Frontline Employees: Give sales associates the tools and authority to capture customer information (e.g., an email
address) in-store and offer a small, personal incentive for signing up.'®

Review Store Aesthetics: While generally clean, conduct a full review of all in-store sighage and promotional materials to

eliminate any typos or illegible fonts that may create friction and compromise the brand's integrity.?® Post-Sale & Customer
Retention
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¢ Develop an Automated Email Campaign: Implement an automated, personalised post-purchase email sequence. The first email
should be a thank you with a request for feedback, followed by a second email with product recommendations and a discount
for a future purchase.

¢ Enhance Customer Support: Streamline the customer support process to ensure a human response to all queries within 24
hours. The support team should have access to a unified customer profile system to ensure a seamless omnichannel
experience.®

¢ Implement a Customer Feedback System: Use a short, post-purchase survey (e.g., NPS, CSAT) to gather customer insights and
identify recurring issues.'® This data is a powerful tool for continuous improvement.

Pain Point Recommendation Rationale Priority
Limited Staff Product Knowledge Develop a comprehensive digital knowledge Empowers staff to meet customer expectations and | High
base for all frontline employees. reinforces the brand's integrity.
Inconsistent Brand Messaging Implement a unified content management Ensures a consistent experience across all High
system for all digital and physical assets. channels, reducing friction for the customer.
Ineffective Post-Purchase Automate personalised follow-up emails and Builds brand loyalty and trust by demonstrating Medium
Communication a clear feedback mechanism. empathy and an interest in the customer's long-
term satisfaction.
Disjointed Omnichannel Integrate digital and physical customer data Allows for a truly personalised experience, from Medium
Experience to create a unified customer profile. online recommendations to in-store greetings.
Slow Website & Cluttered Simplify the homepage and compress images | Addresses the "Time and Effort" pillar, which is a Low
Homepage to improve loading speed. key driver of visitor abandonment.
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VIl. Conclusion: The Path to Excellence

The findings of this customer experience audit for Aotearoa Outfitters underscore a fundamental truth in the modern business
landscape: in a market with low consumer confidence and intense competition, a brand's greatest asset is its customer experience.
The identified pain points are not isolated incidents but symptoms of a larger operational challenge that impacts the bottom line. By
addressing these inconsistencies and prioritising a seamless, customer-centric approach, Aotearoa Outfitters can transform its brand
from a generic retail outlet into a trusted and valued partner for its customers.

This reportis not an end in itself; it is the first step on a transformative journey toward market leadership. By using this roadmap,
Aotearoa Outfitters can begin to make strategic, data-driven decisions that will reduce friction, build loyalty, and ultimately justify a
price premium over its competitors. A business's ability to drive continuous improvements in its customer experience is a powerful tool
for long-term growth and resilience. Saint Creative stands ready to partner with Aotearoa Outfitters to implement these
recommendations, measure their impact, and ensure the business not only survives but thrives in the competitive New Zealand
market.
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