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Recent activities
• Global lead management program and best practices

• Global contact center & customer service transformation

• Sales efficiency improvement program

• Salesforce consulting business operation

Zeke Zhiqian Wu
13 years in CRM technologies across the full customer lifecycle

Education
• MBA

• Governance & Leadership
• Entrepreneurship & Creativity

• Master
• Computer Science
• Electronic Engineering



Meet 
Customer 
Where They 
Are



Journey Step
AWARENESS SHOP BUY

HANDOVER & 
ONBOARDING

DAILY USE MAINTAIN RETURN OR EXIT

Emotion

Story

I am searching 
for a vehicle 
and learning 
what best suits 
my needs

I am thinking 
of buying a 
Nissan, among 
other options

I will calculate 
the cost 
including 
options, select 
finance and 
calculate 
installments, 
then proceed 
to order and 
purchase

I receive my 
new car and 
get an 
introduction to 
its features, 
benefits, and 
services

I actively use 
my Nissan and 
integrate it 
into my daily 
life, leveraging 
its ecosystem 
and 
capabilities

I maintain my 
Nissan vehicle 
through 
regular 
servicing, 
software 
updates, and 
addressing any 
issues that 
arise

I either return 
my leased 
vehicle, trade 
in for a new 
model, or exit 
the Nissan 
ecosystem

Customer Journey Mapping: WHAT customers do with a brand?



Email is still an important communication channel when customers 
are purchasing a car

Emerging Channels:

• Short video: TikTok, Meta Reel, YouTube Shorts
• Live Streaming

Examples of Country Specific 
Preference

• Online form: KSA
• Email: Japan (29%) and UK (35%) 
• Phone call: US, China and KSA 
• Chat (mobile app)
• China specially prioritize TikTok and WeChat

Dealer contact preferences – Nissan global customer research report

Call 
dealer

Show up 
at dealer

Fill online 
form

Email 
dealer 
17%

Call 
dealer

Show up 
at dealer

Fill online 
form

Email 
dealer 
19%

Preferred way to 
get a quote

Preferred way to 
arrange a test-drive

• Urgency and complexity may cause customers to  switch channels
• Data security and high-pressure marketing is the main reason why 

customer hesitate to leave contact info

https://drivece.kinsta.cloud/wp-content/uploads/2023/11/Dealer-contact-preferences-report-DCE.pdf


Ensure frictionless customer journey across channels
Example 1: Utilizing email in bridging online-offline customer journey

C
h

a
n

n
e
l

Campaign 
Landing Page

Car Configuration
Test Drive,

Quote

Text me this 
Offer

Car Configuration
QR Code

Email Campaign

Show room visit 
& Purchase

AWARENESS SHOP BUYExample Customer Journey - Purchase

• Customer receives a campaign email/SMS …

• … and goes to website to explore the car, …

• … receives an QR code to bring to dealer…

• … to test drive and discuss purchasing options with 
dealer 



Utilizing omnichannel capabilities to solve urgent business 
challenges
Example 2: 80% Trip Retention Achieved with Personalized Omnichannel Outreach During COVID-19

Customer Segments
• Culturally curious long-haul 

traveller
• Luxury Winter Escapists
• ….

…Osaka

…Rovaniemi

Email SMS RefundNo response 
2d

No response 
2d

App Msg No response 
1d

AI Automation in 2025

• Auto test best time to send msg and waiting 
time in the journey

• Personalized product recommendation 
based on customer segments

• AI-assisted faster content creation 



Meet the 
Customer where 

They are, with 
Omnichannel 

Strategy

Connect if you're facing challenges, seeking insights, or 
looking for a speaker
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