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http://www.youtube.com/watch?v=0oR6dpXXv9A
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Customer experience  

ÅCombinational of rational and 

emotional factors 
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Conversion Rate Obtimisation 

ÅImproving the commercial returns 

from a transactional site 
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Emotional connection 

Relevant to 
customers 

Customer 
caring  

Understand
ing 

customers 
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Emotional connection 
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Online Experience  

Easy-to-follow search paths 

Never feel lost when 
navigating through  

Obtain information without 
delay 
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Responsive service nature 

Willing and ready to 
respond to customer needs 

Website gives visitors the 
opportunity to ótalk backô 
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Customer journey 

Sequence of interactions across different 
media and online presences which a 

consumer takes as they use, seek 
information, products, or entertainment 

online 



www.bournemouth.ac.uk 9 

Reviewing competitor website 

Financial 
performance 

Conversion 
efficiency 

Marketplace 
performance 

Business and 
revenue 
models 

Marketplace 
positioning 

Marketing 
comms 

techniques 

Services 
offered 

Implementatio
n of services 
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Make yourself known 

Who are you? 
What do you 

do? 
Where do you 

do it? 
What makes 

you different? 
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OVP (online value proposition) 

Statement of benefits 
of online services 
that reinforce the 

core proposition and 
differentiate from an 
organisationôs offline 
offering and that of 

competitors 
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What do they share? 
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Unaware Interested Regular Passionate 

Ben Martin 

@Social_Ben 
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ñSocial media is essentially a 

category of online media 

technologies ; where people are 

talking, participating, sharing, 

NETWORKING, and 

bookmarking online."  

Ben Martin 

@Social_Ben 



www.bournemouth.ac.uk 15 

Evolution of Marketing 

ÅMass media 

ÅPush Orientation 

ÅOutbound Message 

Traditional 
Marketing 

ÅMass and targeted online media 

ÅPush Orientation 

ÅPersonalisation and Relevance 

Tradigital 
Marketing  

ÅNiche Online Media 

ÅAttraction orientation 

ÅContent Attracts Inbound Traffic 

Social 
Media 

Marketing 


