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Puc. 8. Ilpumep UCIONBb30BaHKS METPUK YPOBHEH yIOBIECTBOPEHHOCTH
1 JIOSTBHOCTH KJIMEHTOB HA PAa3HBIX 3Tanax IyTH KIMEHTa BO B3aNMOOTHOIICHUSIX C OpPraHH3aIieit.
(pa3pabotano Ha ocHOBe [34])

Fig. 8. An example of using metrics of customer satisfaction and loyalty levels
at different phases of the customer journey in a relationship with an organisation.

(based on [34])



