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The leaky bucket, applied: 7 holes, 9
decisions
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Why plug before you pour: the economics of retention
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Reichheld, F. F., & Sasser, W. E., Jr. (1990). Zero defections: Quality comes to services. Harvard Business

Review, 68(5), 105-111
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Gupta, S., Lehmann, D. R., & Stuart, J. A. (2004). Valuing customers. Journal of Marketing Research, 41(1),
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Reinartz, W., & Kumar, V. (2002). The mismanagement of customer loyalty. Harvard Business Review,
80(7), 86-94; Reinartz, W. J., & Kumar, V. (2000). On the profitability of long-life customers in a
noncontractual setting: An empirical investigation and implications for marketing. Journal of Marketing,

64(4), 17-35
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Measure your bucket: seven holes and the lowest-hole rule
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pabuasill Glogine LS Juaall 35T G Ludlyll sl Jlio (o dxnudgi dogasyall Allall dsladl LIl glall o @Baall Blal 8 Lgilelaiyl Gle Lagisl
il elgly gaidil 813l byly heal dwliallg

%22 ;53 glall dows Jowaglly oMl :Cuall
oite il GAaas] o8 gais ¥ clall

%88 - Jougll - 7

%76 - dllusyll pgudg - 6
%63 - alozadl il - 5
Loy ¥ clallg oiao - %50 - dyleylly doyliall - 4

%36 - gl alail - 3

amgasuaasi-%zz-am;mgwl-z.

%22 clall (sgiruo
%8 - Lilarsdl - 1°

Osiiigds 8 dliwl dopw iisitall olall Slal i3>

) A93us0 bl @ iao 8t @
< sherifalkady.com/bucket 9 - coao &

LBy 30 sy sLasdl acl @ qalunilly syl il clall plaws God ¥ B3>lg dlndi clall géy) 4 6359 dayliall (il uw
dradl a2y 63.1 gy apolall Lgd 3 Jsae 100 JS oo :ulSlyzanl &y Ul (2007) aslag yagd S cleass d dayylay clold )i 1531 @3
by syl 3 %92 JI oYl ddl 5 %63 e ity dygradl el ds of gl Ll any 2415 511 12y 46.85 .Yl
(Churn @3wcdl Jise balsey Uil ol yaw 16318 1o 13540 Iy b e 580l eMasl >y @ i(Sorting effect) j,all Sl el sl
3 eninny 233 IS (71983l 051 JoYI 5ga¥l 1 SUN e oSy I clitl] LA oy utall 332y el alasll olall rate)
Lgalasi!
bl Byny aeley o ool 1)l eMasll Jlay cpo 1Ll 131 s Q3acdl 3 (1990) by alegSaly ol 13kl Joy ¥ @3 ylg
Leslad o 8ol pj 8 yuadll (Exit interview) zg sl dbliag . yady Q,)i
Diagnose your bucket in ten minutes (3383 ydic (9 clgla Ua.;.ﬁ: HE-¥9 Z¥ ||
a8y23 Y Lo ¥ @y s el dnedl Wil e oalg (sherifalkady.com/bucket) gsgall |le Cgdzall glull 8laf xidl o
cddl gl o gyl e deadg (Jod 3eid! golSing el yad) sle (o dend ((Leak metric) clilgs coty W8y cas IS colow Sl @

.M'%&ty&d‘ﬁé)ﬂéﬂl

ey o I a5l @3 Magy 30 amy ylas il acly onsg zothe i jaasf i o
FTEPRYN

M@SWMIOSQ!:O/O71Wﬂglaoi%,zg}ﬂ@wSnggsﬁﬁw.SJQMIggﬁﬂliﬁoi:&il&]léﬂ
eV U gag cliue (Il o8y il Tas o] Sl xallg a8 gb s @rsnw laga %22
4 NLNE 4

21 5o 5 daden - sherifalkady.com - Sasie ol - Gilas (s@ill lall


https://sherifalkady.com/bucket

caillall L8 Gubly 3l ielalle 9 @

ol assliy ¥ g Yy 5o pad dsylall e @y Dlgadl 58 dadl diwdl e olal LIS ©Slyzadlg 858 @il oY Medl daclan yuaall oy
& 9o dass 1y aas T euluctl 43 %50 ¥ %22 dsudl (Onboarding session) wa el duds a2y Gias g ¥ auasdl I yiaalld aglucl sie g
Ay220 100 IS 0 21 JI 38 o ls)35 Js¥l seadl any I93gmy @l oo tionsd s plB ) .iina o oiluds M5 lgd JoYl

a=lyallg adalll duslyall
i a5 5aclBg darudl o gil

The leaky-bucket diagnostic, sherifalkady.com/bucket (the site’s own seven-hole taxonomy, not the
book’s)
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Fader, P. S., & Hardie, B. G. S. (2007). How to project customer retention. Journal of Interactive Marketing,
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Retention: customers who come back unchased
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Bolton, R. N. (1998). A dynamic model of the duration of the customer’s relationship with a continuous

service provider: The role of satisfaction. Marketing Science, 17(1), 45-65
Blasidl dlasy Buagiad oo
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Marketing Research, 55(1), 80-98
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X. (2006). Your loyalty program is betraying you. Harvard Business Review, 84(4), 124-131
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Delivery and experience: keep the promise
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Redelmeier, Katz & Kahneman 2003 - randomized trial - 682 patients
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Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions.
Journal of Marketing Research, 17(4), 460-469
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Anderson, E. W., & Sullivan, M. W. (1993). The antecedents and consequences of customer satisfaction for

firms. Marketing Science, 12(2), 125-143
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Dixon, M., Freeman, K., & Toman, N. (2010). Stop trying to delight your customers. Harvard Business
Review, 88(7/8), 116-122
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Redelmeier, D. A., Katz, J., & Kahneman, D. (2003). Memories of colonoscopy: A randomized trial. Pain,
104(1), 187-194; Kahneman, D., Fredrickson, B. L., Schreiber, C. A., & Redelmeier, D. A. (1993). When more
pain is preferred to less: Adding a better end. Psychological Science, 4(6), 401-405
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Turn interest into a sale
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Closing: the real competitor is doing nothing
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lay ol eliiay > olyly8 8 @3 woylad dludis 3 (Status quo bias) @ilall gool) 3Ll (1988) 539leSuis ooudigol aws
3351 5.8l ddasdl 5159 %3 955 ¥ s IS ouall aiali dlas 1oy o) &S0 50l dnalr abise o . @gidleddd 0335 lan 35T ale e
2385 s o) @laalandl 335LeY aclaS Boaio g . Bladl dayl | pebedy saadl el sall (s lgie @l 8 153l g oy L]
o petlia cptyynty g B dedl 83l sl Bl oy dsyyl 2021 3 53T 838 slels agsS s Jlsb %28 Y] @ily5-3a
APSPRENURPLRDER ) [JULE

ssadl LaSyisg Lolsdll lade i tlawai dagsall dasll
Samuelson & Zeckhauser 1988 - share choosing the incumbent health plan, 1986

Jib pailas lgylisl oo Jilie ssadl pgalagall idypasll diall Gy (1986 L8 diSyyal dnals alhge ou psill Gouall gsolill dlns (g lizng (po i
sty haill Gle diw 61 LI 52 (o dalyll d2all .lgius

1986 i 1985 4 lglis] taaxdl gsabrgall @B
sl dzall L6 1983 Jidg 1980 Jib lgylis| i olrill @

43.1%
33.0%
27.4%
22.7%
12.4%
- 6.4%
din 51 L1 42 (o din 41 L1132 (0 din 31 L1 21 (o

dsaly of Jsesll 33318 il 158 alaidl sic Eludlio .olsdll JWELL 3 saadl grabgally Cuai 332l bhaall

I yseng lalySUle gan Uasd o) oyusey ol g ynall sy b gl (Perceived risk) & ysall 83blsall Julazy §3gadl 35 (S8
Aagac clyadl 28y ey ;j lgax 98 (Return policy) ¢ > yrwdl duls e 8ygacall olulydl Jala s 05 (2016) audsyde
Uasdl ad el Jases @5l ] 8ab sl Jai glhais 30 ooleniyall ells ¢ byl dlge dlb] olg ol yads oS La.»l olasiyall 98419
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Lty 0ass 38T b Jo8 Il 081 ey suto b e 8812 0 o (1966) 130089 plasass sz S3so ol Sohas dlill gasball
of it 889 (B Al e By S ;,i ot dds M elwM (1999) ey dexlye oS) (Foot-in-the-door) wUl S padll 3
Al 3 By i Gonges Y Bss S iy

Remove one risk from the decision elyaidl 3138 (yo 8aslg 8yale ,J_)i HE- ¥ ZW |
lises e B3 Sl plal zlym 3l ol B gll of (Jlall §lgyused ol @ieas 13ke g ynay @ cuaigo duas 43T Jlul ©

degdan A3y of (ilasuy bg iy (Money-back guarantee) slsyiwl ylas : ool dxdo b dolg @8l ausly laslg e yusl @
JolSIl il L8 does Jol of 8 yu00

e gia 123 Jany cdahiyyd sl of ailily JasS Jeasll Lle (Switching cost) Jsoudl 4S5 sl

Tol cool dagll b oladl yuzy 185 sl o Bosdl 130 Y masdl abdssd gaise sl ol Lle «36lur 0gad o) iailadl all
Sl B g3 2l Byblsall e

8s3aadl 8yalall 9 sylic y3ho elolle 9 @

38 JS oo Usean Laggss assll L) SLol eull ¥ aulucll 135 Jo¥l Bosdl of olosall 138 axg [30aa 3ol sl 03 g80all (93032 9azeall oS
o0 g I albill Jigsd galiyl idoub ol Pl'éj Lags 30 S MolS 332 duis 50,000 o Lase o CUig (Delivery guarantee) il
Syae JS o anle Yl 03m> Sytun @g Y011 I %6
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Samuelson, W., & Zeckhauser, R. (1988). Status quo bias in decision making. Journal of Risk and
Uncertainty, 1(1), 7-59

2021 o dydl ale] -

Xiao, Q., Lam, C. S., Piara, M., & Feldman, G. (2021). Revisiting status quo bias: Replication of Samuelson
and Zeckhauser (1988). Meta-Psychology, 5

clydly ¢ Lo yrandl dualua -

Janakiraman, N., Syrdal, H. A., & Freling, R. (2016). The effect of return policy leniency on consumer

purchase and return decisions: A meta-analytic review. Journal of Retailing, 92(2), 226-235
lsgasg QU b pasll -

Freedman, J. L., & Fraser, S. C. (1966). Compliance without pressure: The foot-in-the-door technique.
Journal of Personality and Social Psychology, 4(2), 195-202; Burger, J. M. (1999). The foot-in-the-door
compliance procedure: A multiple-process analysis and review. Personality and Social Psychology Review,
3(4), 303-325
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Nurturing: most of today’s interest buys later

Juasll Gilalhuas Lead nurturing :.aigall dle Speed to lead gl e syl ey Lead qualification wigal Lol Reminders ,.sil lils,
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pos M %16 deles M5 %37 iy :aSusel @y 2,241 88lgn yie Gty szl (2011) ¢ g:8:Slg ol salSlog sugsalgl Jussl
DS Jas 2l 8yl <518 @S 42 @l Hludial ode 125 e 0g) 33 dulys (391301 %23 335 @lg ipos e 55T a0y %24
ssgall Jals 55 Lo 50 olsall oo g it 33l | oo o 351 s sty St 1 o Bl 7 gy el sl L
syll eyt Jagd ol o 5T 838l SV 323 ¥ oy @)laall 48T ol gy yhaes I e Bad 60 (o 45Ty i (Lead qualification)
(Lead nurturing) :azgall duley o 3glas Jgi (Speed to lead)

Oldroyd, McElheran & Elkington 2011 - audit of 2,241 US companies Sdde 333 ol J«8 piaall yhaiiy oS

.dclus 42 :lagy 30 JN5 lg3y (3o sic Ayl (o) bangio lgedgo yuc d.u.v_)i u.u_)a_n_)Lm.n.:.u_dulc B3y deyu Covny Gyl dewss

37%

23% 24%

16%

FeR e uuu 0o delu U5
po1 (0 por Ll

5351 del 32y Juaiy 5ia slill ol | Juay ol Cleal 7 gmiy gosl Glodl dcludl JY5 Juaiy o olS olubiwl ggglo 1.25 Lle s lidl 5351 dualys 8

looxzd edac e cpaddlls 530 Loy 3 Joiy B go dslige w53 (2016) plazyjs oBludsag JosSles odylS gyl ysindl @l
(5o adlall il8lSag Junsll B S35 Ll Bl cStSg wdagll § ol (Reminders) ySiall Jiluy cuady 1skoms Sugd sl obluc

(Mere sioall (o3edl 331 (1968) uisl Law dal e HxSls 1331 colol 8yslall 48Lodl @ilySidl ol ek @o oYl

1Sl 2o loedl patyy 1 ugd (S e d8)all ol oy 81 pyo ioin 268 1 (2017) aidhajs Ligige Juloi ax g9 exposure effect)

1S3 o Jlall ol i yailoall Laung > sy gy @

The first hour, then a steady rhythm Cul:i &Lﬁ,!! fﬁ ‘L,]g‘ﬂ dclodl !@ghﬂ|

¥ il Jodua Lot ies JolSl syl sega 335 pMlzadl 58585 @y ol (Jasll Bl 8 dels M5 jludzal o Lle 35 o
«Gaydll
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Oldroyd, J. B., McElheran, K., & Elkington, D. (2011). The short life of online sales leads. Harvard Business
Review, 89(3), 28
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Karlan, D., McConnell, M., Mullainathan, S., & Zinman, J. (2016). Getting to the top of mind: How reminders
increase saving. Management Science, 62(12), 3393-3411
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Zajonc, R. B. (1968). Attitudinal effects of mere exposure. Journal of Personality and Social Psychology,
9(2, Pt. 2), 1-27; Montoya, R. M., Horton, R. S., Vevea, J. L., Citkowicz, M., & Lauber, E. A. (2017). A re-
examination of the mere exposure effect: The influence of repeated exposure on recognition, familiarity,

and liking. Psychological Bulletin, 143(5), 459-498
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Be known by those who do not know you
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Capture: turn attention into a contact you own

Jaall Bladlhae [ Lead capture gl obly bl Owned audience :gladll jggasl Reciprocity [:all dlaleall Free sample il dcsll

Lead magnet ool Llis dysa:ublaall ) ( Opt-in Lolsdl o3l

o 8 8ySall
(Owned aSlas 159ga> secsd 1398 anlusg oy 3l Jolo dlsusy Julin 13shn B abnel &30 ain ashi’ g Byo aisbs Jlo 551 Sy yaliy il 31301
035l 1592 ¥ audience)

Sl olesdl 1ia J3o (Lead capture) azgall olily bladl goull @8guy oo L] saunyg aSlai ¥ blasl Jy3 5y daia Lle oMl
iy dabiia) (2007) b6 Jusyl Aol s o) 5081 sy lally 850 830 gd] Joosll gl 2345 o] 99 132 Lglanl 5 da3l8 :glas ysga
My L2l Bl &lie . Blay gl pa lgalls Basly dyayy @Bl pe lgalis dipam My Lgals st defgn 855 ol Ay 10,000 955
sesall 3 lagll 8 (Reciprocity) Jzall dloleall ode 85I g0 %759 8 yiall Lagll 20 %17 eyl sac o1y dyaa

Falk 2007 - field experiment - about 10,000 solicitation letters Slggladul (o aly pS rdlluyll 9 dyaa
Syiiiall duslysll o Leusill 83U3llg (2004) Jasll L ¢y dillnall Cunill Slgdic griilly wallall dlluys G55l Lo oo loc3si ¢yo duus
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%75 3 58l Hoc3sio %17 4 548l yoc3in

Ly callns ol Jid dedigiis dagd lncl lolsy of paele ol pored pailes (osc3aiall yidd ol dysgll

38 dzgall of erdlage cenynd (8 (2004) Siasims lol 4o (Free sample) dlaall dsll s 150 agar oy 1l dagls
dodle (p0 13435 alzsy aiS) ilasd] asy 3ga 12 o> alls g 18 Olagall 3 oyl ols ool dedall 3 15,8, 1535 Lo yzina s
Bysho dSin Yooy gy pod ol il ol (Jds ieliagd oy dije sl (Lead magnet) jugblisally . lguds &4l 8 o> o33 ]
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inls e 1oy Fw Jlus 4ugl any dlay Jof Joxlo dguds @811 3 U ailuctl Jan| o

(31 Baionn @S 15 plazedl bsals Ll dyagll 835 ayy sl ¥ aa gl Lle «lyad (8 Ayzaly (o yes o iasladl sall
i Bole] 955 ol (99 anasi Lo ] xalia

Bas L9 Gl Balece elalle L8 @
a2y dpoyiil] 4ialSig e gadl Bas y3aH Lo el OS] Jom 199 slo3ll el yulisg qougdll dmdo Ll oyl o obidled pdus salall cils
ol a2 31930l 040 %14 Jolgdl &lly 3y dmad i a8yl dlos 8ylaciud Bacs o lgelo o3l dlulsall Gadai ] 1598 ol Jityig il @536

3o M5 Bylacial ageny jommg Q02 oo J81 19318

a2lsally deliadl duslyall

el 8y o) oo e aall - Falk, AL (2007). Gift exchange in the field. Econometrica, 75(5), 1501-1511 izl g8 5 dagl
Bawa, K., & Shoemaker, R. (2004). The effects of free sample promotions on incremental brand sales.
Marketing Science, 23(3), 345-363

Oldroyd, J. B., McElheran, K., & Elkington, D. (2011). Harvard Business Review, 89(3), 28 wlelu 5 s, plazadl -
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Message clarity: understood by a stranger in five seconds

Jwaall &ladbhne | Curse of knowledge & el i) Message clarity @l 7550 Value proposition i.al e Benefit salience 5.l 35y

Five-second test ,uasJl lsal Lz Jargon olaisdl Jal @l

s 8 8ySall
ooy o e ol clilluy (boad o oo 33T bl @lSaally MalS 8L el g3y (solay calg a35 13l egay Yo L] b oo

Qi daglen oSlay (o platug @ sla8l oyld 8 (Curse of knowledge) 4 yoall dial (1989) sug9 omluingy yyxlS o
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sty ol 93 olssll
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138l a3de 35,050 J] desS> Jiluy (2015) Jgileg Bleylg syl oamg wlaedl ¥ gLl 4285 (Message clarity) dluyl 5599
deleally Jluyll IS 5 asly oyell ey dlad @ dgs (youle 26 dagdy (Bils sleis] @l y iglismian iyd pess lodlay @ oyd
alab gl 1l Ayl Lol 9031 Wlgie b 8.0 pons S35 ] Andisally Y023 daiisally Y014 5ol @yl loial dalises

Blakl Y 3,4l (Benefit salience) 3.5l o3 03 dblud] cuaio duall olls 3 (%22) s aai @ld zyodl o ol

Bhargava & Manoli 2015 - field experiment - 35,050 tax filers - take-up by mailing
Jol sladdl péy ladlay ol o Gle dilssn diyai G dgielua Cunoy @il @l 32y diganiuy Gryd pesy lodls (o dri

31%
22% 23%
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dilab 2o dhiiie Bailallg dnsie dadtie dluw) Badoo dllw)
2ol e Olgiall 0

Ly caari alé 2yl o dilalall Lol sy51 bolisi 8 olgiall 8 85Lall 5839 dolisi 9 dylxiasdl g8 baguussill

One senfence a stranger understands )€ lgogas 8sslg dlas 1 Gudnill
wJolSzang «izazan Jia oilao ¥ [elidyyb] e [dows] Lo [oo] sclul Baslg dlax 2 (Value proposition) dadll oje oSl e
ledy pSay doned Ly

(Five- juasJl Jiladll 5las] 1ia §palg e 13lo tallinls gasl @3 lo3 juas ellons 255 o o Sle oYl climio Syel @
Aoaall 8 Uasdls Uas i olg second test)

oamy Lo J] olslgadls Jeoladl Jails olgimll b lgadys 51518 g @

ihoNe
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Ao gi a8yl Byl Jol oy abynd culs sy gy 60 JM5 dangyaa lgalusg sagundl clids aawmi» (Specific promise) sisw asg ] olgsll
s Medl 5loill e %2.9 %12 oo dmaall e 8L ol el

a2lyally dliall duslysll
48 yoall &inl

Camerer, C., Loewenstein, G., & Weber, M. (1989). The curse of knowledge in economic settings: An

experimental analysis. Journal of Political Economy, 97(5), 1232-1254
5318l 3o39 breuncdl -

Bhargava, S., & Manoli, D. (2015). Psychological frictions and the incomplete take-up of social benefits:
Evidence from an IRS field experiment. American Economic Review, 105(11), 3489-3529
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Reach: when opening the tap finally pays

Jraall Sladhiae [ Reach Jsogl Double jeopardy zgsidl ylasdl Market penetration s.l 3 sLadl Advertising elasticity - Medl digye

Steady state ;I awsdl dass Payback period aals:l sls il sa0

o %,9 8y8all
AuﬁgilAd;aJJLg)JSMGAJIA_LQWCM,O}HMM}T@L&.;&g‘quiMelJ.'ng‘JLAllgaLaéé_Ul_xpgﬂ il ga Jaodll
S9call xudl lasicg

zos3all sl Lgawl 53,8 i 6 53Sx5 5aeB e da¥I (1990) Jugyls eslassis § 3o e . 455 oumg Blaz>dl o lia imy Yo
loMall e 1SY1 33005 Lol 151585 181 Lgig ey g yiing 83l o 325y JBI oy0 520 L) 8342001 dedall (Double jeopardy)
gl gay glall A Fowdl 8 sLacs¥l 83l o s cliim @ oo Ll (Reach) Y09 zliow sailly gy (5 Y oyiaall sas L3 Dl

. S . - 0&41 <

2 all Jasb 4029 gaall 38 130085 751 40 2011) o pg (ualds oylalyrad Joladl Jloudl g Bimmne yociall o shaus dg
b3y5 %10 Medl 5305 Jaskall 3 0.249 ypaill cuall 8 0.12 (Advertising elasticity) ;Medl &g s bawsta f il ys 56
o> (Steady state) ylyizwdl dai sie eMasll sae sz @l 8 del 30 13g)g paiill cuall 8 %1.2 925 clagall 8305
el adagy JLy IS e i lo @by Blassdl 8 s IS5z y3a (e 2o s S I3 e ol

Selidac ssc y6%an ol iagailly ygriall
Illustrative model - customers settle at monthly inflow + monthly churn
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Jwoc 1,000 Jwoc 1,000
- - =
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%5 3 %5 3w’ %10 (5 %10 35ans

a8 Jlpy IS sunsd Ssall chnud aulad yoc JS G il chuni S oo LLE padl il wandi (811 Il oiay Sanill chuai Sung el dbclis
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Now open the tap, on three conditions bg).l.’;'.‘ 3317.‘ yguiuall &i’é| (;ﬂ H-¥9 Z¥ |
ool Y S (ST @By eld Bymig glull aaiie §98 7 gusall lgaas ol Bgaa Joodll cod &l sl @
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a=lyallg ¥l duulyall

zos3all sl

Ehrenberg, A. S. C., Goodhardt, G. J., & Barwise, T. P. (1990). Double jeopardy revisited. Journal of
Marketing, 54(3), 82-91
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Sethuraman, R., Tellis, G. J., & Briesch, R. A. (2011). How well does advertising work? Generalizations from
meta-analysis of brand advertising elasticities. Journal of Marketing Research, 48(3), 457-471
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Appendix

1 Galall
baolg dlas L9 glall

The bucket, in one sentence

o5 31389 (8 S el ac g9 catimbs ol 93 3990 Jane s ] Ll S JSI 83y Sgds ) zgin S il 95 aaing ¥ slol
lo et (o el bl @3 o)led uas 8 s lgagas Aluyg ploziadl baili L (¥l deludl 1o dayling 8 yS 830 15ea My
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Tlad 4ls8 sl o
Decision index

doiid g dyliiall Jsadll by (Jodl ssasll 8 clilan pe coml 18 plal 0S5 o esydly Joml] 15 3

Jswasll
yoeally Jao gl - gl ud - ol Sl 13kl
Tl Ll 13l - dgls Lud

dyymnlly palusl] - Blazsyl

Blazsyl - &y ymedly @glacd]

Gleylg dnluall - gl plas]

plazadl bladl - dyleyllg doyluall

Ayl zoog  alazadl blal
alazadl bl - Ayl Zgo0

Tol 1l 13+ ygzally Jsog)l

dols a8+ yosnally Joodll

21 (30 20 éadn - sherifalkady.com - susde ol - L'A.JM cpsfill glall

slsall
3859 elagalls (Ml e gail

2ol sl ool oo Byel Y

09392 49 830 (yoxida SMas

slsadl smy g sl @b of golSr ileas
Z8lun ;yslois @3 oallu o3a8S

Jolos Jol a2y ya35s 9 ¢ysasgall

3T o3 2858 olsay sl

2ol 13l oy g0giy ¥ ull

381 ol sl sy idlac

S ¥l el d5l300 a3l Ja



Glossary - 54 terms

3 galoll
Sladhuasll Gugold

Jadll @8)s lgran x5 go g laza gl B lehliz WS &340a53dl Gaoal @50« Ladll wlodlrany bilys 3 el 3l olblhaall JS

5 Lasll & yaall 8,05l - Perceived risk

1 Junsll z5all <3l - Profitable loyalty

9 Jaall Joos)l - Reach

7 Junall 12l dsledll - Reciprocity

6 Junall y.Sidl Bl - Reminders

1 Junsll Jua2ll Llaz>dl - Retention

5 Juasll ¢ l> 2l dulw - Return policy
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