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Section 1: Company and Brand Information
Eve’s Woman magazine is a magazine based on a modern woman's lifestyle, health, relationships, sex life, and fashion. The authors of this magazine have focused explicitly on women's beauty since it is a lucrative business for modern-day women. They have different segments showcasing how women carry themselves in modern life, especially for those women in the prime of their careers (Waheed, 2019). Eve woman magazine was a demonstration for women published in London and was propelled by BBC worldwide in 2000. It was generated under project Urma, where the initial edition was dated September 2000.
Rules of Customer Satisfaction of Eve’s Woman
For Eve's Woman magazine, customer satisfaction is a top priority in that the staff is continuously trained to avoid making promises that they know they cannot keep. They are supposed to ensure they give correct information to avoid misleading customers. Secondly, the staff is always trained to answer their phones whenever a customer calls to provide repeat customers, especially now that competition is heightened. In the fashion industry, a brand must keep afloat from their match to ensure they do not become obsolete in the market; they must strive to continue to become relevant by adopting new trends in the industry to stay ahead of the competition. Third, Eve women magazine always put their customer first even if the client has is not correct because customers especially women are sensitive to their needs and thus require constant attention which has enabled the brand to maintain good customer relations over the years (Gopal, 2019). Fourth, Eve woman magazine is geared to help customers regardless of the profit. Most brands prioritize profits while disregarding their customers, which works against them in the long run as customer service determines how long a brand will survive in a competitive market. This is because customers are the key to a business, and sometimes profit can be disregarded to maintain a loyal customer.
Fifth, Eve’s woman magazine is always geared to reward customers whenever they can to ensure they feel appreciated whenever they purchase the magazine hard copies or soft copies. Sixth, Eve woman magazine is geared to know their customer, which helps to understand customer interest's from an individual perspective. Customers who feel appreciated tend to relate themselves to a brand, giving them a sense of belonging. Seventh is that Eve's woman magazine focuses on researching the information that customers do not offer to ensure that the brand is heading in the right direction. Sometimes customer information may not give the essential details a brand needs to counter competition. Thus the workers are tasked to venture into the competition exploit their loopholes for their advantage. Eighth, this brand treats customers as one of the most valuable assets. Customers can determine how long a brand will survive in a market according to how they are treated. Repeat customers are good examples of how well a brand is performing or not. Ninth is that the brand recognizes telephones as an essential business tool.  A telephone is one of the vital tools used for communication, and Eve's magazine has utilized this tool effectively to ensure they reach customers in the comfort of their homes. The tenth is that the brand strategized effective ways of learning about competition, which enabled it to keep up customer satisfaction and customer loyalty. Competition shows that a brand is heading in the right direction only when they cannot keep up with an authentic brand which is why Eve's magazine has outdone most of its competitors in the modern day of the fashion industry. The last one is meeting common customer expectations. Sometimes, some brands may not meet all customers' needs, but customer loyalty is achieved when the basic ones are met.
Section 2; Product Pitch Script
Eve's magazine is an excellent brand as it helps women manage their relationships by giving confidential advice to the couple like bedroom matters and how to solve general relationship problems. Modern relationships are faced with many challenges where communication has been digitized, and face-to-face communication is slowly becoming outdated, posing a lot of challenges to modern-day relationships. It also helps achieve their beauty goals by adverting beauty products like skin, and also they help to focus on fashion by promoting trendy wear and handbags. Women and beauty are closely linked in that she looks and clothing judges a woman; thus, this brand is geared to uplift women's self-esteem. The pitch comprised various segments about Eve's women's magazine. They talked about mental health awareness; a feature that most people do not know is covered in the magazine, specifically post-partum stress (Ritchie et al., 2016). This was one of the most segments that made most women purchase their copies since post-partum stress is an issue that is not adequately addressed and women who suffer from it go silent in an aim to try and fit in a world that does not understand their needs. Many women were able to come out after reading that issue on social media platforms, which boosted the sales.
Section 3: Cross-Selling and Promotional Opportunities
Men's and women's health magazines are two brands that complement Eve's magazine in that they help to focus on the health of both women and men, specifically weight management. This is one strategy that helps to map behavioral segmentation where skinny women seem to be dominating the fashion industry. Thus women's health magazine is used to promote Eve's magazine and vice versa (Victor et al., 2018). Most customers who visit sites for women's and men's health websites can purchase products promoted by Eve's magazine; thus, the brand is closely linked with the two magazines to maximize sales. Most of the products like recipes found in Eve's magazine can promote the two brands. Most customers who use Eve's magazine would be interested in the women's and men's health magazines since they go hand in hand with weight management, and thus the two products work best when two than one. Some promotional campaigns can be done via social media giveaways where a single purchase of Eve's magazine warrants a free magazine for either the men's or women's magazine. Also, joint promotions can be done where a purchase of either of the magazine can be warranted a 30% discount on all the brand's social media platforms.
Section 4; Product Promise and Guarantee
I believe in Eve's magazine because it educates people on health issues whereby people's health is a priority where various segments affecting modern lifestyles are showcased. For example, they talk about spicing up sex after giving birth and the most intimate things that women do not share after giving birth. They allow customers a maximum amount of time to read the magazines, which reduced the chances of refunds (Wood, 2020). This brand is widely accepted; thus, when a customer is given a reasonable amount of time with the product, they feel inclined to return the product, which helps to promote our brand, unlike those customers who are given shorter duration like weeks or days with the product, they are likely to refund the product since they are wary of the promise or purchase with the intent to return. We clearly state the injunctions in the guarantee form; that is, we promise our clients that after the purchase, they can be free to get a free refund of the product or exchange to ensure customer satisfaction is warranted at all times. 
People are easily influenced by nice-looking people on the covers of the magazines, which is why Eve's magazine focuses on the front cover. All the juicy information is entailed to create curiosity among readers who may not be quickly interested. Our social platforms use videos that explain issues affecting people in our day-to-day lives, which work for online users globally. Our brand is based on solving problems that women experience daily, including looks, good skincare, and general health. Our brand respects all persons globally; thus, the content posted on our online platforms is respectable and educative to avoid conflicting with some beliefs and communicate the intended message to all our clients. By focusing on diversity, customers feel appreciated in their own authenticity.
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