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Aevkwoia, =evodoxeio THE LANDMARK

Avaykn Karapriong:

O1 nehaTeg kpivouv BeTIKA N apvnTika Hia eTaipeia pe Baon Tig
EUNEIPIEC MOU aMOKTOUV OTav £PXOVTal GE ENAPN HE OTIONNOTE
nnyadel and Tnv €Talpeia auTh Kal GUVOEETAl WE TN €NWVUMIa
NG —«the brand experience». ZUp@wva Pe Tnv McKinsey, ol
guneipieg nou cuvdéovTtal Ye Tnv enwvupia (brand experiences)
anoteholV TO MIO I0XUPO KivnTPo Mou odnyei Toug MEAATEG va
npowBnoouV TNV €TAIpEia O TPITOUG.

AuUTH n «guvnyopia» Twv NEAATWV OTO va WIAOUV BETIKA yia Hia
etaipeia (brand advocacy) eival auTto Nou PETATPENE! TIC KAAEG
o€ €EAIPETIKEC ETAIPEIEC KAl TOUG MAPEXEl IOXUPN aVANTUEN Kal
BiwaipotnTa. 'Eva apBpo e TiTAo «The One Number You Need
to Grow» (Tou Fred Reichheld), nou dnuooieltnke To 2003 oTO
Harvard Business Review, €ixe PeyaAn enippor) oTO va KAvel
nNA£ov anodekTd OTI Ol CUCTACEIG TWV NEAATWV anoTeAoUV ToV
nio 10XUPO OUVTEAEDTH avanTugng KIag enixeipnong.

H napoxr €AIpeTIKAV EUNEIPIOV, UE GUVENEID O KABE onpeio
€naong We Tov neAatn (touchpoint) diagoponolei Tnv Taipeia
ano Tov avTaywviopo — pia diapoponoinon nou dev Pnopei va
avTiypagei and ahhouc.

To «Brand Experience Management» e€ival pia €nixeipnoiakn
neiBapxia (business discipline) nou ayyilel OAC TIC NTUXEG MIAC
£NIXEIPNONG: To avBpwnivo SUVAMIKO, TOUG NOpouc, Tn Oour| Kal
v avantuén Tng.  Exel kaBiepwBsi and napa MoAAEG
ENIXEIPAOEIC ava TOV KOOHO (MEYAAEG Kal PIKPEG) OTO EMIKEVTPO
TNG EPapPOyNC Kal EKTEAEONG TNG OTPATNYIKNG NEAATAV.

H owotn e@appoyn TG @ihocopiac Tou «Brand Experience
Management» napéxel oTnv €Taipia €0Tidon OTn OTPATNYIKA,
aueon avranokpion and oAoug, ouvepyacia (organisational
collaboration) kar uneuBuvoTnTa o OAa Ta enineda: anod Tnv
npwTN ypapun, otnv unootpiEn (back-office) kar diclBuvon.

e neplypagouv Tnv £vvola Tou «Brand Experience Management», To NG00 ONUAVTIKO €ival OTn €KTEAECN TNG OTPATNYIKAG
neAatwv (customer strategy) kar To Nnwg cupPBAiAel oTn diagoporoinan, Tn oTabepr) avanTugn kai TN BIWOINOTNTA MIAG

£NIXEipNonG.

e  KaTovopalouv Ta Bacika OTOIKEIA KAl APXEG EVOC OUGTAKATOC «Brand Experience Management».
e kataypdgouv Je AenTopépeia Tn Oladpopr) nou akoAouBei o neAdTng (customer journey) kai Ta onueia Ta onoia sivai
KaBopIoTIKA yia TO NWE 0 NeAATNG BIMVEI QUTEC TIG eunelpiec (moments of truth

and moments of pain).

e MEPIYpA®OUV ToV TPOMO KE TOV onoio To «customer journey» ennpealeral and Tn
ouvepyaoia (organisational collaboration) peTa&U Tng NPWTNG YPAMHAG, TNG
unootnpiEng (back-office), kar Tng dielBuvong KabBwg kai and OAn Tn opyavwon

kal d1adIkagieg TN ETalpeiac.

e Ta&vopouv TIG diadikaciec oe OAa Ta enineda nou kaBopilouv Tnv euneipia nou
NPOOQEPEl N ETAIPEIA OTOUG MEAATEG TNG KABWG KAl T OUVEXN EVTOMION

aduvapiov
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e TEKUNPIWVOUV aduvapieg pEow ouvexolg «diahoyou» (feedback) pe Toug NeEAATEC.
e emdeikviouv JIOPBWTIKEG EVEPYEIEG MOU VA KIVATOMOIOUV TOUG NMEAATEG OTO va MPOTEIVOUV/GUGTIVOUV TNV €TAIpEia O€

aMouc.

e epappolouv £va oUOoTnUa avanAnpo@opnong onwg sivai To NPS nou xpnoidonoigital and MOANEG PeYAAEC Kal PIKPEG

ENIXEIPNOEIG

e Opyavwvouv Tn PeBodohoyia kabwg kal éva cUOTNUa We Ta avaykaia epyaieia yia Tn owoTn dlaxeipion TnG EUnelpiag nou
n eTaipeia eMIBIOKEN va NApEXEl OTOUG NEAATEG TNG — «Brand Experience Management»

Nepiypagn Ynown@inv:

To npoypappa ansubuvetal o AIEUOUVTIKG Kal AVRTEPA ZTEAEXN KAOMG KAl OE ENICTNHOVIKO NPOCWNIKO ENIXEIPHOEDV
Kdl OpYavIGHGV NMou £X0UV TRV €uBUVN o€ BépaTta MapkeTivyk kal MwAnoswv, Avopomvev Mopwv Twv EniXeipRosnv
n ZTparTnyikoU ZxediacpoU. To npoypappa kaAUnTel TIG avaykeg opyaviopwy / ENIXEIPAOEWY Nou BEAOUV va €pappocouV €va

anoteheopaTiko npdypaupa «Brand Experience Management».

Aopn Tou MNMpoypdauparoc:

To npdypaupa €ivar NpakTIKAG Quong kai nepihapBavel Tooo Idpupatikhy (14 ®peg) doov kar EvOoenixeipnoiaky KATAPTION

(eniokewn eknaIdeUTAV O KABE enixeipnon dIAPKEIAG 4 wpwv).
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Aidaokalia:
To EnipoppwTikd npoypapia Ba didagouv ol euneipoyvapoveg k. Elie Wakil kai k. Av3péag XpIoTONOUAOG. ZnUEIWVETAl OTI TO
npodypappa Ba diegayxBei oTnv AyyAikn YAwooa OPwG napepBACEIC Kal oUlNTNOEIC KNOPOUV va Yivouv Kal aTnv EAANVIKN.

Aikaiopa Fupperoxng (€1530 + €290.70 ®.MN.A.)

To npoypayua €xel eykpiBei and Tnv Apxn Avantugng AvBpwnivou Auvapikou aav npoypaupa {wTiknG onuaciac. To npoypappa
emixopnyeital €5’ oAokAnpou ano Tnv AvAA Kal kG €K TOUTOU JEV unNdpyeEl onoladnnoTe OIKOVOMIKN €niBapuvon yia
TIG ENIXEIPROEIG / opyaviopoUg, e€aipoupévou Tou @D.M.A. (€290,70). Na onueiwdei OTI kal To ®.M.A. ENICTPEPETAI OTIG
ETAIPEIEC Kal D€V ANOTEAEI KOOTOG YIa TIG EMIXEIPNOEIC,

MpokeITal NpaydaTika yid Jid avenavaAnnTn kAl OIKOVOHIKG CUM(EPOUCA £UKAIpid Mou NPOCQEPETAl Yid avapabuion Twv
Kunpiakwv Enixeiprioewv agou To NpaydaTiko KOOTOG CUMHETOXNG, av eV UNNPXE N eniXopriynon Tng Apxng, 6a nrav TouAdxioTo
€1530. Enopévwe, NpoTpEnovTal OAEG 01 ETAIPEIEC ONWG TNV EKUETAAEUBOUV GTO €NAKPO.

AnA®OEIG TUPPETOXNG:
O1 evdiapePOEVOI NAPAKaAoUVTal ONwWE CUKMNANPWOTOUV TN OXETIKA dNAWON GUUHETOXNG NaTavTag EAQ, To apyoTEpPo HEXPI TV
Mapaokeun 11 Iouviou 2021.

H rpakTikn QUON Kai 0 TUMOG ToU rpoypauparos BETOUV NEPIOPICLIOUS OTOV apiBUo TwV CUULETOX®V, yi’ AUTO Ol QITIOEIC
Ba yivovTal OEKTEC LIE OEIPd POTEPAIOTNTAC.

Adym TnG karaoTaong He 1o Covid-19, Ba BEAApPE va oag EVIHEPOOOUHE NG 6a Tnpndouv auoTnpa Ta
anapaiTnTa HETPA yid TNV NPOOTACIia TWV CUHHETEXOVTWV OUHP®VA HE TIG 0dnyieg Tou Ynoupyeiou
Yyeiag.

H Xpron npooTATEUTIKAG HAOKAG EiVal UNOXPEWTIKN.

lMa NEPICOOTEPEC MANPOPOPIEG I DIEUKPIVIOEIG UNOPEITE VA ENIKOIVWVEITE PE TOV KO. XpioTo TavTeA n Tnv Ka. Mewpyia Bevilglou,
ota TnA. 22889735/ 22889840, email: gvenizelou@ccci.org.cy .

Me exTipnon,

XpioToc TavTeAeg
AvwTepog AeiToupyog KEBE

/B

TPOMNOI NAHPQMHZ
1. Mg EniTayn oTo ovopa Tou KEBE
2. KataBeon oToug nio katw Aoyapiacpouc:

TPAMNEZA KYMNPOY EAAHNIKH TPAMEZA

AP. AOTAPIAXMOY: 0194-12-006537 AP. AOFAPIAXMOY: 121-01-013924-01

IBAN NO.: CY 16 0020 0194 000 000 12 0065 3700 IBAN NO.: CY250050012100012101013¢
BIC: BCYPCY2N BIC: HEBACY2N

3. Meow Tng Ynnpeoiag JCC SMART natwvTag oTov oUvdeopo: https://www.jccsmart.com/e-bill/32522039

To MPOYPOLNG EYKPIONKE GG TNV AVAA. O SMIXEIPHOEIS 1O - i e e

CULHETEXOUY BE ERVOSOTOUHEVOUS TOUS. O CTOIo ItavonoIouw e
TG KPITHPIa TNG AVAA. BG TUXOUV TNG OXETIKAS EMXOPNRYNonNs. N ~
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THURSDAY 17/06/2021

09:00-09:30 (00:30) Introduction and Objectives
- Introducing the delegates
- Expectations of the delegates

09:30-11:00 (01:30) Brand Experience Management: importance and rational

- Group task: brand experience knowledge & perception

- Successful brand experience management: the areas of focus

- Why is brand experience important

- History and Development of brand experience: from the age of manufacture to
the age of the customer

- What happens when brand experience management is applied: a real story —
sustaining growth through customer focus

11:00-11:15 (00:15) COFFEE BREAK

11:15-12:15 (01:00) Basic Elements and Principles of Brand Experience Management
- What does it take to build a successful brand experience
- People - Leadership & Executive buy-in
- Insights — Building Customer Centric Goals
- Technology with human overlay

12:15-13:30 (01:15) Designing the Brand Experience
- Measuring the experience and obtaining customer insights
- Overview of customer engagement — setting the priorities and the customer
value proposition
- What brand experience for our customers
- Group work: understanding segmentation

13.30-14.30 (1:00) LUNCH

14.30-16.00 (1:30) The Buyer/Customer Journey
- Buyer Journey the Customer Journey and Brand Experience
- Moments of truth
- The airline case study

16.00-16.15 (0:15) COFFEE BREAK

16.15-17.30 (1:15) Case Study 1: Customer stages of brand experience (hypermarket)
- Preparation for board meeting: review brand experience
- Identify stages and moments of truth of brand experience currently delivered
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THURSDAY 24/06/2021

09:00-10:00 (01:00) First day overview group work
- Summary and feedback
- Prepare presentation for day 1 learning points
- Plenum discussion

10:00-11:00 (01:00) Organisational collaboration and responsibility:
- The tools for organisational collaboration
- Group work: Organisational collaboration a necessity for brand experience —
finding your own formula
- Plenum discussion

11:00-11:15 (00:15) COFFEE BREAK

11:15-13:00 (01:45) Process mapping and the buyer/customer journey
- Internal mapping of responsibilities
- The customer, the frontline and the back office
- Case Study 2: Process mapping (hypermarket)
o Build on Case 1 to develop a process mapping diagram
o Identify importance of responsibilities and organisational collaboration
in delivering the required brand experience
- Plenum discussion on key learnings

13:00-14:00 (1:00) LUNCH

14:00-15:00 (1:00) Customer feedback process driving Organisational collaboration:
- Need for simple regular feedback process
- Net Promoter System
- Closing the loop — tactical level
- Closing the loop — strategic level
- Group work: Implications of implementing a regular customer feedback system
in a company. Discuss drivers and barriers

15:00-15:30 (0:30) The use of technology as an enabler:
- Creating responsibility and accountability across the organisation

15:30-15:45 (0:15) COFFEE BREAK

15:45-16:30 (0:45) Causes of failure in implementing a Brand Experience program:
- Group work: discuss possible causes of failure within your own system

16:30-17:00 (0:30) Company readiness:
- The dimensions
- Individual exercise to evaluate own company readiness
- Plenum discussion

17:00-17:30 (0:30) Follow up workshop
- Explanation and homework
- Discussion
- Closing remarks
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