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ABSTRACT

This study examines the influence of touchpoint frequency, message consistency,
and response time on consumer decision-making, offering valuable insights for
businesses aiming to enhance customer engagement. A total of 268 respondents
were surveyed using a stratified random sampling technique, ensuring demographic
diversity. Employing a cross-sectional research design, the data was analyzed using
multiple regression analysis to quantify the relationships between the independent
variables and customer decisions. The study found that frequent touchpoints,
consistent messaging, and prompt responses significantly enhance the likelihood
of favorable consumer decisions. These findings have profound implications for
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businesses seeking to enhance customer experience, underscoring the importance
of integrating these factors for more effective marketing strategies and improved
customer satisfaction

1.INTRODUCTION

Consumer behavior in the modern age of market explained by growing complex
and diversified ways as consumers are highly affecting by the branding pf products
and services. This process based on prediction and linear course, have shifted into
touchpoints with dynamic and, variety of experiences (Widayat et al., 2025). Such
type of shifting is primarily determined by the at large scale adoption of information
technologies and the emerging consumers expectations. As the explosion of offline
and digital interactions among stakeholders reshaping the interactions among the
consumers with branding and customers participation approaches. From center
to this shift is the requirement to know the determinants that affecting the buyers
decision throughout their experiences and variables like range from the frequency
of touchpoints to the consistency of messaging and the speed at which brands retort
to customers queries (Ali et al., 2025). The foundation of customers experiences
throughout roots in conventional method, has emerged importantly in recent period
of time. Formerly, it was understood as a linear categorization of stages, classically
moving from awareness to reflection and, eventually, to buy. Whereas the evolu-
tion of digital touchpoints such as websites, mobile apps, social media, and email
communications has rendered this linear view obsolete. Today’s customer journey
is non-linear, characterized by constant movement between stages, with consumers
looping back and forth across touchpoints at their discretion. The complexities of this
journey necessitate that businesses adopt a more fluid and sophisticated approach
to understanding consumer behavior (Meng et al., 2025). It is no longer enough to
examine a single touchpoint or interaction; the full spectrum of engagement must be
considered to understand how consumers navigate the decision-making process. At
the heart of this customer journey lie three essential variables: touchpoint frequency,
message consistency, and response time. These elements have been identified as
pivotal in shaping consumer engagement and decision-making. Each of these factors
plays a crucial role in either facilitating or hindering a consumer’s progression along
the journey and collectively, they contribute to creating a cohesive experience that
can lead to successful conversions and sustained brand loyalty (Quan & Han, 2025).
And endeavor of businesses to optimize their marketing approaches and increase
customer understanding and satisfaction, domination and influence of these factors
have become inevitable. (Munap et al., 2025).

98



20 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage: www.igi-
global.com/chapter/customer-journey-analysis/397980

Related Content

Covering Rough Clustering Approach for Unstructured Activity Analysis
Prabhavathy Panneerand B.K. Tripathy (2016). International Journal of Intelligent
Information Technologies (pp. 1-11).
www.irma-international.org/article/covering-rough-clustering-approach-for-unstructured-activity-
analysis/152302

Cognitive Behavioral Therapy (CBT) and Machine Learning (ML)

Yashasvi Waliaand Rajnish Kumar Gupta (2025). Transforming Neuropsychology and
Cognitive Psychology With Al and Machine Learning (pp. 1-32).
www.irma-international.org/chapter/cognitive-behavioral-therapy-cbt-and-machine-learning-
ml/367702

Exploring the Implications of Emerging Atrtificial Intelligence Technologies at
Edge Computing in Higher Education

Omega John Unogwu, Ruchi Doshi, Kamal Kant Hiran, Maad M. Mijwil, Ankar Tersoo
Catherineand Mostafa Abotaleb (2024). Integrating Generative Al in Education to
Achieve Sustainable Development Goals (pp. 169-182).
www.irma-international.org/chapter/exploring-the-implications-of-emerging-artificial-intelligence-

technologies-at-edge-computing-in-higher-education/348802

Improving Polarity Classification for Financial News Using Semantic
Similarity Techniques

Tan Li Im, Phang Wai San, Patricia Anthonyand Chin Kim On (2018). International
Journal of Intelligent Information Technologies (pp. 39-54).
www.irma-international.org/article/improving-polarity-classification-for-financial-news-using-

semantic-similarity-techniques/211191

Cloud Computing Security

Sean Carlinand Kevin Curran (2011). International Journal of Ambient Computing and
Intelligence (pp. 14-19).

www.irma-international.org/article/cloud-computing-security/52037



http://www.igi-global.com/chapter/customer-journey-analysis/397980
http://www.igi-global.com/chapter/customer-journey-analysis/397980
http://www.irma-international.org/article/covering-rough-clustering-approach-for-unstructured-activity-analysis/152302
http://www.irma-international.org/article/covering-rough-clustering-approach-for-unstructured-activity-analysis/152302
http://www.irma-international.org/chapter/cognitive-behavioral-therapy-cbt-and-machine-learning-ml/367702
http://www.irma-international.org/chapter/cognitive-behavioral-therapy-cbt-and-machine-learning-ml/367702
http://www.irma-international.org/chapter/exploring-the-implications-of-emerging-artificial-intelligence-technologies-at-edge-computing-in-higher-education/348802
http://www.irma-international.org/chapter/exploring-the-implications-of-emerging-artificial-intelligence-technologies-at-edge-computing-in-higher-education/348802
http://www.irma-international.org/article/improving-polarity-classification-for-financial-news-using-semantic-similarity-techniques/211191
http://www.irma-international.org/article/improving-polarity-classification-for-financial-news-using-semantic-similarity-techniques/211191
http://www.irma-international.org/article/cloud-computing-security/52037

