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SECONDARY CUSTOMER

THE MUSIC & ARTS-LOVER

- Males and females aged between 18-25, located throughout
Australia wide, with a low to medium income level - often Uni
students

« Buying behaviour is based around social events and impulsive
decision making, due to ambassador endorsements, marketing
and overall brand look and feel

« Expectations are focused around the experience they receive,
with intentions to become a long-term customer when the brand

lives up to their expectations
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« PRIORITISE ACCURATE DATA COLLECTION ACROSS ALL
DEPARTMENTS

« LAYER THE STATS WITH THE FEEDBACK FROM CUSTOMERS

« DON’T BE AFRAID TO ASK YOUR CUSTOMER QUESTIONS
DIRECTLY

« AUTOMATE DATA COLLECTION POINTS ALONG YOUR PURCHASE
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