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In marketing… the object is to 
get and keep a customer, 
and also to get 
existing buyers to prefer to  
do business with you rather 
than your competitors.

T. Levitt

Levitt, T. (1986). The Marketing Imagination. New, Expanded Edition. New York: Free Press; Image Attribute: Theodore Levitt
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Model 

Canvas
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How do we create, deliver and capture value?

 Productivity Revenue growth

Internal process perspective Customer perspective

Financial perspective
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Key 
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Business Model Canvas: Channels
Key 
Partners

WWW    Social media

Source: Osterwalder & Pigneur (2010)
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Value Proposition Canvas

Quelle: Strategyzer

https://www.strategyzer.com/canvas/value-proposition-canvas
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Companies are too focused 
on producing goods or 
services 
and don’t spend enough time 
understanding what 
customers want or need. 

T. Levitt

Source: Levitt (1960); Picture credit: Harvard Business School
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Marketing Ebenen 
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Potenzielle Kunden 
auf den richtigen Kanälen 
zum richtigen  Zeitpunkt 
mit den richtigen Inhalten 
erreichen
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Customer 
Touchpoints
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Customer 
perspective

Customer 
perspective

Channels

corresponds 
with Email / 
postal Mail

Interacts 
with 
company 
website

Interacts 
with and 
produces 
social 
media 
content

Uses 
search 
engines

Uses live 
chat 
support

Uses 
video 
streaming

Visits 
PoS

Does local 
search

Visits 
websites

Uses 
audio 
streaming

Calls 
customer 
support

Exposure

Uses
App
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Search engine 
optimization 

(SEO)

Paid 
search in 
Google

Display ads

Local ads 
in Google 

Maps

YouTube ads 
& videos Spotify ads

Content on  
website

Facebook ads & 
content

Point of sales (PoS)

Instagram ads & 
content

X ads & tweets

TikTok ads & 
content

Snapchat ads & 
content

ChannelsCompany
perspective

Customer interaction

Email campaign

Content & ads in App
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Customer
journey

Customer 
perspective

Exposure

Channels
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Customer 
Journey
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Prof. Dr. Jan KirenzQuelle: in Anlehnung an Edelman (2010), Hubspot (2016)
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Customer Journey
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6

Digital Customer Journey & Ziele Online Marketing

Quelle: in Anlehnung an Edelman (2010), Hubspot (2016)

ÜBERZEUGEN ANWERBEN BINDEN ABSCHLIEßEN
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6

Digital Customer Journey & Ziele Online Marketing

Quelle: in Anlehnung an Edelman (2010), Hubspot (2016)
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Beispiel
Booking.com
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Content Marketing
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Retargeting
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Vorgehens-
weise
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1. Market and 
Environment 
Analysis

2. Setting 
Marketing 

Targets

3. Fixing 
Marketing 
Strategy

4. Marketing-
Mix

5.  Marketing 
Controlling

Marketing-Process
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Customer Journey Optimierungsprozess

Analyse des 
Status Quo 

Ist-Analyse Strategie Maß-
nahmen

Tracking 
& 

Analyse

Festlegung der 
Zielgruppe und 
Positionierung

Durchführung 
von Marketing-
maßnahmen

Webtracking & 
Analytics

Ziele

Definition von 
konkreten  

Zielen (SMART)

Opti-
mierung

Auswertung der 
Ergebnisse und 
Verbesserung 

der Maßnahmen


