





)b G2 sle sl

L 4S 2 i oe a8 e ) 3l 5 WSS dla g ) sle sana 40 Jlany (bl L
aladl Cpadalae Lol ) 5 (35 8 ednna 53 el (5 0 Jlimas slags )5l ) saliin]

s Ohblae a6l eldal glaasad o (il sl il S i) crl D 2 sde
A i e 0l iladd g DY gaana g 5

Gl ¢ 9 3 sl Dilaad aiile (A GE 5 (b)) b (ilaa 0

6 ol sladiy a4 Sl la iy o) A8 e Dy sa (5 Fna gy Slaals ¢ glaali ) 5
g oee )84 3 50m 5 S S gl il 50 Y sera 5 33y lands 6l

) Db ¢ laial sladsad 5 iyl ) ealdiud Gl 8l 4 da 5 L dala Ja 0
10 ol oadi B b)) 3k o 2l S 5 Sge i) ) S Olsie 4 Jlsan
Jbedldind LS Gual 3l cadly Hual Cusd ga (8 ) )k 0 2l gy IS S Sg a5
AL L s 4 gl daas s lagl b dali ) egladalae da Jlia 4 e Jlaaay b ) 50



(R sWe s 5 (bl Dl » slawaaa

2 rse Jeloe (pieee 5l S0 Sl P

s S le 4 UL >
b (Bae o L olids 4 ol
JrS g gylwesly « b hb slagil o]

Lde bsie O obLL Lol Gos B

marketing L L
methods



R sl s 5 (L)l Oh g slwea

5 692 axwg b el lale jo
LS’L’)‘)L’ s ogls ¢L5cLQ,_»>‘ cloast

G sy osd g °°)5)::f::”5 o
e 929

OOLELLHJ‘ JALA’ ‘LS’LU‘}L, &9.; LSLQOW = - % /l“if
weleizrl slaalos e
UL’*L-’ > ‘9-‘-?“ L_;*l-é)‘)la ools J...Lé \l(l\l

Social

(@amirh.almasi




=
e,
)
@,
+
e
2
G
(]

R Lo sl 5 (2Ll )b e (slheas

\NOW
BOOKING *
AUGUST ==

SERVICE

THE BEST
THINGS IN
LIFE ARE
FREE @==)

LS‘CL“O‘ LsLs'bc\.SLu)

Pl S plee 4 elaiz] laaila,
EZERR ‘@LJL I L.
oolaw! l.: (LW oﬁ)lfﬁ: )L‘.:.wu J..oL>
L Lo el
CE M‘yso L ).a.us.: 9 r:‘;'.u.w.:‘

B 5 o Lbbe
)OLQ‘LSMBM‘».)@»J;W.:Q

LS‘M )‘ el ] L: ML: JoLu‘
Obbbu ails o ‘A.:Le)b g‘d.?
L (S Jol.u ‘ Sy gaq Iy o9
el mb o]



R Lo sl 5 (2Ll )b e (slheas

*
£ ‘ WHAT MAKES PEOPLE FOLLOW YOU ON
: Lc'boo S
.

. ’ SOCIAL MEDIA

slrogs 5 Ko 56 EISESISNIE
Sloeslnl bocwl SLBL cngs
S8 ety 4 ool LA ola,lg
oY pame dx 45 dep s S B OSS
S (Gleds dx s Sogaos
WP se 855 g Waboe ey,
sl b @bl slagrliwl o
SusS Ol 5o SR 40% 30% 20%

[
z
w
[
z
O
O

FEED'S APPERANCE
INTERACTION WITH AUDIENCE
SOCIAL PROOF
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Use your potential

Learn something new

Embrace your mistakes

o~

Humanize your brand
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Promotion

MARKETING MIX 4P-4C-4E
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Customer Solution Consumer Expectation
Consumer Evaluation
Customer Convenience Consumer Experience

Customer Communication Consumer Emotional
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The best performing
company’s with mature Customer
Experience Management systems
collect data from every part of their
business and analyze and measure data.
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Customer Experience Strategy Process

from Customer Profile, Promise and Journey to Customer Experience Measurement, Analysis, Improvement

e DIl

Customer

Understand your

audience & create

buyer personas

Promise

Define what
customers can
expect from you,
what makes you
stand out from
competitors, what
benefits and
experiences you
promise

Journey

Create a clear
roadmap of your
Customer Journey
including Touch
Points with
customers
engagement
levels

Measurement

Decide on the
methodology,
frequency of
Customer
Experience
measurement and
define the metrics
set to be applied

Analysis

Determine the
way you will
analyze the
customers
feedback and
steps to be taken
to improve your
pain points

Improvement

Plan the efficiency
enhancement
aimed at
Customer
Experience boost
via proper
corrective actions
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FOCUS

ORIENTATION

TIME

CUSTOMER SERVICE

CUSTOMER COMMITMENT

CUSTOMER CONTACT

CONCERN FOR QUALITY

TRANSACTIONAL
MARKETING

Focus on the single sale
Orientation on product features
Short time-scales
Little emphasis on customer service
Limited customer commitment
Moderate customer contact

Quality is the concern of the
production department

L;'L’u.z)‘ @MJ‘J\A

RELATIONSHIP
MARKETING

Focus on customer retention
Orientation on product benefits
Long time-scales
High emphasis on customer service
High customer commitment
High customer contact

Quality is the concern of all
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Making sense of

Mobile
Marketing

Relevance

Proximity
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