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Abstract

This research aims to identify and address customer pain points at Ignite by OnDemand Institute
through Customer Journey Mapping, focusing on the pre-purchase phase. Given the rapid growth and
intensifying competition in Thailand's tutorial industry—particularly among international program
students—delivering a superior customer experience has become vital for sustaining brand competitiveness.
It serves as a core strategic approach for maintaining competitive advantage.

This study employed a mixed-methods approach, beginning with in-depth interviews with eight
management team members and key staff to map out the customer journey and identify 13 critical
touchpoints along the customer path. Subsequently, in-depth interviews were conducted with six students
who had experience with Ignite by OnDemand within the past year to uncover pain points based on their
actual experiences at each touchpoint. The findings were then validated through a quantitative online
survey with 308 respondents, enabling statistical analysis and evaluation of pain points and satisfaction
levels at each touchpoint.

The results revealed that while customers generally rated their overall experience with Ignite by OnDemand
as moderately positive—particularly in areas such as community, brand reputation, access to quality
teaching, and physical environment—significant pain points were identified related to digital service
functionality, information clarity, and consultation processes. Key challenges included unclear or insufficient
online information, limitations in the online registration system, and the complexity of scheduling for one-
on-one tutoring sessions. The Importance-Performance Analysis (IPA) revealed that although many
touchpoints performed well, several touchpoints with high customer importance were not meeting
expectations and required urgent improvement.

The research provides actionable recommendations for tutorial business management, including:
continuously enhancing the clarity and accessibility of information, optimizing digital customer touchpoints,
and streamlining consultation processes to reduce friction in pre-purchase decisions. These findings provide
a practical guide for education service providers aiming to deliver superior customer experiences and

strengthen their competitive advantage in the evolving tutorial industry.

Keywords: Pain Points Analysis, Customer Journey Mapping, Customer Experience, Touchpoint,

Tutoring Institute, Importance-Performance Analysis
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