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Look-a-like Customers

Pricing

Churn Management

Customer Satisfaction Management

Customer Segmentation and Strategy

Relevant Communications

Service Excellence 

Product Profitability 

Customer lifetime value isn’t  
known or understood

Customer lifetime value is known  
and understood. Commercial  

decisions are based off CLV

Customer payback is understood and 
commercial decisions are based off payback

1 765432

Product profitability not reported  
or managed

Product profitability and potential  
regularly reviewed and products 

grandfathered or retired

Product profitability reported  
and managed

Service improvements only looked 
at during product development and 
incremental processes added or amended

Service excellence built into proposition 
development to reduce failure demand 

and increase customer delight

Continuous improvement of customer 
experience and lower cost of delivery

All messages focused on upsell / 
cross sell 

Marketing communications based off 
what the customer wants to see including 

preferred channel and frequency

Communications add value to the 
customer and relationship as well  

as upsell messages

Limited or no segmentation of 
customer groups

Customer segments based off  
behavioural attributes with each segment 

having an identified executable strategy

Customers grouped by usage or product 
categories and relevant strategies 

developed for each segment

None or only periodic measurement 
of satisfaction

Customer satisfaction measure is embedded in the 
business and Voice of the Customer improvements 

led by the Leadership Team / Executive

Regular customer satisfaction 
measurement and follow up

Anecdotal understanding of  
churn reasons

Churn propensity models in place with 
proactive retention measures

Churn is ‘tagged’ and understood, 
programs in place to minimise churn 

reasons and win-backs

Standardised ‘one size all’ pricing ‘Private pricing’ completed to  
maximise revenue vs. retention

Pricing steps and bundling drive increased 
usage and incremental revenue

Limited or high-level segmentation 
periodically completed

Automatic tagging of customers into  
look-a-like segments based off behaviour

Customer analysis undertaken to  
identify look-a-like customers

Campaign based upsell and cross 
sell programs used

Trigger / behaviour based upsell / cross 
sell and referral programs in place

Manual upsell and cross sell campaigns 
based off customer segments or behaviour
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