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THE PURCHASE DECISION JOURNEY
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FITCH

When decisions or activities are learned and 
steps repeated, the connections between 
those steps are strengthened.

Just like the neurones in your brain
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Web-watchers Functionalists Value Vultures L-Platter Geek Chic Cognoscienti
Home desktop 97,4% 99,2% 99,6% 98,3% 103,5% 103,5%
My personal laptop 94,8% 85,2% 105,3% 97,7% 100,9% 111,0%
Office desktop 62,4% 80,9% 105,5% 94,4% 113,6% 124,3%
Smartphone 66,1% 48,2% 108,1% 93,8% 133,1% 144,3%
Mobile  Phone (non-smartphone) 92,1% 45,0% 81,7% 124,6% 135,6% 125,2%
My work laptop 64,3% 67,7% 126,8% 81,3% 129,3% 124,0%
Game console 70,3% 38,5% 90,1% 101,0% 173,9% 152,6%
TV 96,3% 60,0% 78,4% 94,6% 252,1% 130,5%
Tablet 59,1% 43,0% 98,0% 93,8% 187,1% 148,9%
iPod 69,0% 36,5% 83,0% 100,6% 255,4% 141,6%
Other (please specify) 74,4% 74,1% 142,3% 75,9% 132,5% 103,1%

Avge # devices 2,01 1,86 2,45 2,35 2,85 2,86 
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SHOPPERS ARE BETTER INFORMED THAN 
SALES STAFF
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SHOPPERS SEEK HUMAN EXPERIENCES IN REAL STORES
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SHOPPERS NEED HELP EDITING CHOICE
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SAVING MONEY IS A MUTIPLAYER GAME
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RETAILERS NEED TO GREAT AT DOING SOMETHING SPECIFIC
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TRIGGER PURCHASE
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TRIGGER PURCHASE
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TRIGGER PURCHASE
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TRIGGER PURCHASE
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TRIGGER PURCHASE
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TRIGGER PURCHASE
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1 2CONNECTIONS PLANNING 
AT BRAND, CHANNEL OR 
CATEGORY LEVEL

COMPETITIVE BUSINESS / 
OPPORTUNITY ANALYSIS AT
BRAND, CHANNEL OR CATEGORY 
LEVEL

3 PREDICTIVE MODELING & 
ROI
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Dial investment up and down across the 
purchase decision journey

Punch messages and media in and out at 
every step 

Cross fade experiences 
seamlessly across channels


