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Does your brand merchandise tap into the 
3 stages of ‘The Customer Journey’?
Creative product and 
merchandise powerhouse, 
MaCher, looks at breaking 
through competitor clutter 
to engage travel customers 
and lay the foundations for 
long-standing customer 
relationships.

In a marketing climate dominated by 
digital communication, advertising 
saturation and influence marketing, the 
power of branded merchandise is often 
overlooked.  In fact, when done well, 
research shows that branded product 
can be one of the most powerful tools 
for creating a personal connection 
between brand and customer. 

However, gone are the days of mugs 
and pens tattooed with a company 
logo.  The merchandising game has 
evolved.  It is about enhancing an 
experience and creating a story.

MaCher crafts brand stories aligned 
to traveller experiences through 
custom designed products that 
strategically target what we call ‘The 
Customer Journey’.  Industry research 
identifies three distinct phases of 
travel ‘happiness’. Peak happiness 
occurs with pre-trip anticipation, a 
dip is experienced during the travel 
period and a subsequent rise in happy 
nostalgia occurs post-trip. 

To genuinely resonate with the 
customer, the key is to design 
innovative, memorable merchandise 
that creates moments of joy and 
surprise and enhances each phase of 
the journey.  

Specifically:

Pre-trip merchandise should leverage 
the travel customer’s excitement 
and anticipation, creating a dynamic 
first impression that establishes an 
emotional connection between your 
brand and the customer.

On-trip merchandise should aim to be 
durable and functional with products 
that show consideration for comfort and 
ease of travel. Branded product should 
be able to minimise stress and create a 
subtle sense of underlying support for 
the traveller.

Post-trip merchandise should 
consolidate your brand in the mind 
of the customer to capitalise on post-
trip reflection and nostalgia.  It is an 
opportunity between the brand and 
the traveller which lasts far beyond the 
immediacy of the trip itself. 

As a global, creative product agency, 
MaCher helps travel brands build 
customer loyalty and awareness by 
designing and manufacturing custom 
travel products that tell your brand story 
and build emotional connections.  
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