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	1. Module 2:
  







	7. Customer Experience -  CX
A core assumption in CRM is that customers are
more likely to experience the value they seek if
they build a relationship with a company that has
a good understanding of, and is responsive to,
their needs, than if they were to buy
transactionally on the open market.
 


	8. Understanding Value
Value is  the customer’s perception of the balance
between benefits received from a product or
service and the sacrifices made to experience those
benefits.
Managers can do two things to enhance customer-
experienced value:
1. offer improved benefits to customers, and
2. reduce the sacrifices they make to experience
those benefits.
 


	9. Sacrifices made by  customer
1. Money:
• This is the price of the product or service, which may or
may not be the listed price.
• There may be additional costs such as credit card
surcharges, interest charges on extended payments or
warranty costs.
• There may be discounts applied for relationship
customers, early payment or volume purchases.
 


	10. Sacrifices made by  customer
2. Transaction costs:
• Customers incur transaction costs when searching for
solutions, negotiating with suppliers, and receiving and
integrating the goods and services into their homes or
workplaces.
• Major tenders for new IT systems or infrastructure may
take years to complete and cost the buying organization
millions of dollars.
• Apple users often buy multiple devices for their seamless
integration.
• Reduced transaction costs may explain a buyer’s desire
to build relationships with suppliers.
 


	11. Sacrifices made by  customer
3. Psychic costs:
• Purchasing can be very stressful and frustrating,
especially for customers who lack experience and
confidence.
• Making decisions, choosing, can be exhausting. It
demands a cognitive effort that consumers often wish to
avoid. Inertia may be a consequence.
• Famously, people are reluctant to switch between banks
even if they are thoroughly dissatisfied with their current
bank’s performance.
 


	12. Sacrifices made by  customer
One major class of psychic cost is the perceived risk that
customers experience when making a buying decision.
• Will this new device work?
• Will I feel foolish for buying now when something much
better is coming out in a few months?
• Is this outfit unflattering?
• Will this gift be appreciated or cause me shame?
When perceived risk is high, psychic cost is
correspondingly high. Research suggests that we are not
totally rational in our ability to assess perceived risk. We
tend to worry too much about potentially bad outcomes,
even if their probability of happening is very small, and we
assess gains differently from losses.
 


	13. Sacrifices made by  customer
Marketing researchers have identified a number of forms
of perceived risk:
1. Performance risk occurs when the customer is not fully
sure that the product will do what is required.
2. Physical risk is when the customer feels that there may
be some bodily harm done by the product.
3. Financial risk is felt when there is danger of economic
loss from the purchase.
4. Social risk is felt when customers feel that their social
standing or reputation is at risk.
5. Psychological risk is felt when the customer’s self-
esteem or self-image is endangered by a purchase.
 


	14. Try to reduce  perceived risk
Customers often feel uncomfortable at higher levels of
perceived risk and may try to reduce risk in a number of
ways.
1 Delay purchase
2 Seek word-of-mouth from knowledgeable friends
3 Negotiate service contracts
4 Seek additional information from advertising copy
5 Buy established brands
6 Build a relationship with a supplier
7 Transact with reputable supplier
8 Seek performance guarantees
9 Buy with credit card that offers a guarantee.
 


	15. Try to reduce  perceived risk
When customers try to reduce perceived risk, they are, in
effect, trying to reduce the denominator (sacrifices) of the
value equation, thereby improving value.
Clearly there is more to the sacrifice component of the
value equation than money alone.
There is a trend towards considering costs from the
perspective of “total cost of ownership” or TCO.
TCO looks not only at the costs of acquiring goods and
services, but also the full costs of using, and servicing them
throughout their life, and ultimately disposing of them.
 


	16. When do customers  experience Value?
Value-in-exchange
• Value-in-exchange is the exchange of one form of
value for another. Value-in-exchange takes the
form of money being exchanged for a good or
service at the point of sale. One form of value (the
good or service) is exchanged for another
(money).
• Value-in-exchange logic suggests that value is
created by the firm, embedded in products,
distributed to the market, and realized when
those products are exchanged for money.
 


	17. When do customers  experience Value?
Value-in-use
• Customers can experience value as they interact
with or are exposed to any marketing, sales or
service output of the firm throughout the
customer journey.
• Let’s consider marketing outputs first. There is
potential value in enjoying the humor in an ad or
learning a serving suggestion from a food
product’s packaging, whether or not purchase
takes place. Sales activities often create value-in-
experience.
 


	18. When do customers  experience Value?
• In consumer marketing, a knowledgeable sales
person will help you understand which offer is
best suited for your needs, how to use products
more effectively than you have before or educate
you about new offers that will serve you well.
• Service activities can also enable a customer to
experience value. When a customer calls to
request service under warranty, a skilled
customer service agent empowered by effective
technology can both resolve the issue quickly and
effectively
 


	19. When do customers  experience Value?
• Managers who design and deliver customer
experience throughout the customer journey
need to be aware that the customer’s interactions
with the firm’s products, services, people,
processes, communications and other outputs,
can have a significant effect of the customer’s
value-perceptions.
 


	20. Modeling Customer Perceived  Value
• Customers don’t just experience functional value
from the products they buy; they also experience
hedonic or affective value such as pleasure, fun,
amusement, and entertainment.
• Functional value might take the form of price-
savings, service excellence, time-savings and
choice, and hedonic value takes the form of
entertainment, escape and interaction
 


	21. Modeling Customer Perceived  Value
Jag Sheth and colleagues have identified five types of value:
• Functional value is the utility associated with an
offering’s functional, utilitarian or physical performance.
• Emotional value is experienced when the offering
arouses feelings or emotional states (also called hedonic
value).
• Social value is associated with the offering’s
connectedness to one or more specific social groups.
• Epistemic value is the utility acquired from an offering’s
capacity to arouse curiosity, provide novelty, and/or
satisfy a desire for knowledge.
• The conditional value of an offering is experienced as
the result of the specific contextual circumstances facing
the consumer.
 


	22. Modeling Customer Perceived  Value
Morris Holbrook proposed a typology of consumer value
with three dimensions :
Either extrinsic or intrinsic
• The consumer perceives value in using or owning a
product or service as a means to an end (extrinsic) or as
an end in itself (intrinsic)
Either self-oriented or other-oriented
• Consumers perceive value for their own benefit or for the
benefit of others.
Either active or reactive
• The consumer experiences value through direct use of an
offering in contrast to apprehending, appreciating or
otherwise responding to it.
 


	23. Modeling Customer Perceived  Value
Holbrook’s
typology of
consumer
value
 


	24. Sources of Customer  Value
A value proposition is the explicit or implicit promise
made by a company to its customers that it will deliver a
particular bundle of value-creating benefits.
Operational excellence
• Operationally excellent firms do a limited number of
things extremely efficiently. Typically, they are lean,
focused and cost-aware businesses that are able to offer
very low prices to customers. Companies renowned for
this are WalMart, McDonald’s, Toyota etc.
 


	25. Sources of Customer  Value
• If customers take a total cost of ownership view of price,
then Toyota, with its reputation for reliability, durability
and competitive service costs fits the operational
excellence model well.
• An alternative perspective on operational excellence is
convenience (reflected in low transaction costs for the
customer). Many online companies compete to offer
products and service requiring minimal customer effort.
Consider Amazon, for example, with its one-click buying
option.
 


	26. Sources of Customer  Value
Product Leadership
• Companies that offer the product (also service)
leadership value proposition aim to provide the best
products, services or solutions to customers.
• Continuous innovation underpins this strategy.
Companies renowned for this are Apple, BMW, 3M,
Intel, GSK, LG and Singapore Airlines.
• Product leadership is associated with companies that
have a culture that encourages innovation, a risk-oriented
management style, and investment in research and
development.
 


	27. Sources of Customer  Value
Customer Intimacy
• Companies that offer this value proposition are able to
adapt their offers to meet the needs of individual
customers.
• Customized solutions must be based on customer
insight.
• Customer intimacy is not the same as “good service”: it is
creating truly personalized solutions for individual
customers.
 


	28. Customization
Customization means that  companies have to be aware of,
and responsive to, customers’ differing requirements,
information that should be kept current in a customer
database.
• Have both cost and revenue implication.
• Strategic in nature
• Scope of generating competitive advantage
• It’s a normal practice in B2B market.
 


	29. Customization
• Customization may  mean the loss of economies of scale
thus increasing unit costs. However, not all
customization has significant cost implications. For
example, customizing email and direct mail
communications with customers can be very
inexpensive.
• More significant forms of customization – product
customization, for example – can, on the other hand, be
extremely expensive. Product customization may involve
a supplier in sourcing new inputs and designing and
manufacturing unique outputs, thereby taking on new
responsibilities for customer outcomes and accepting
new forms of risk.
 


	30. Customization
1 Product
• Solvay  Interox, a chemicals company, customizes its
hydrogen peroxide product for textile industry
customers.
2 Price
• Dell Computer offers lower prices to its larger
relationship customers than its small office-home office
(SOHO) customers.
3 Promotion
• Ford customizes communications to its dealership
network.
4 Place
• Procter and Gamble delivers direct to store for its major
retail customers but not smaller independents.
 


	31. Customization
5 Process
• Xerox  customizes its service guarantee and recovery
processes for individual customers.
6 People
• Hewlett Packard creates dedicated virtual project groups
for its IT project clients.
7 Physical evidence
• Cosmos and other major tour operators customize point-
of-sale material for major travel agency brands, by
overprinting with travel agency details.
 


	32. Mass Customization
• Mass  customization means that an organization is able to
offer customized value propositions to individual
customers on a massive scale.
• Mass customization is the use of flexible processes and
organizational structures to create varied and even
individually tailored value propositions to order. In
most cases, this is achieved with only a limited cost or
lead-time penalty.
• Mass customization is not the same as offering
customers more choice.
 


	33. Mass Customization
• Traditionally,  B2C companies have either mass marketed
standardized products or have developed product
variants for particular niches. A growing number are
now attempting to mass customize their offers.
• Mass customization is widespread in the service
industries that serve end consumers. This is largely
because the interaction between consumers and service
producers during the service encounter lets customers
influence both the service delivery process and the
outcome.
 


	34. Mass Customization
Key issues  for CRM practitioners considering customization
are these:
• 1 Do customers want customized products and
services?
• 2 What degree of customization is desired?
• 3 Will customers pay a premium for customization?
• 4 How do we take advantage of the disruptive nature
of local manufacturing?
 


	35. Customer Experience
• Customer  experience is the cognitive and affective
response to the customer’s exposure to, or interaction
with, a company’s resources (people, processes,
technologies, places), and outputs (products, services,
communications etc.).
• CX is “the customer’s subjective response to the holistic
direct and indirect encounter with the firm, including but
not necessarily limited to the communication encounter,
the service encounter and the consumption encounter.”
 


	36. Customer Experience
• Customers  might see a company’s TV commercials, talk
to a customer service agent, purchase using a mobile app,
or read product reviews on a corporate website. All these
individual episodic customer experiences aggregate into
total customer experience (TCE).
• Episodic experiences range from insignificant to
critically important for customers.
• For example, if a product fails to deliver the promised
performance, that may be terminal for the relationship
between customer and company. If the customer has an
unsatisfactory interaction with a chatbot, that may have
no impact whatsoever on the customer’s loyalty.
 


	37. Customer Experience
• “It  is the ‘total customer experience’ (TCE) that influences
customers’ perceptions of value and service quality, and
which consequently affects customer loyalty.”
• In addition to a loyalty effect, CX may also influence
word-of-mouth behaviors.
• One study in the hospitality industry, for example, found
that 75% of restaurant customers tell others about poor
service experiences, but only 38% tell others about
excellent experience.
• Improving customer experience may therefore produce
two benefits for companies. It can impact on both
customer retention/loyalty and customer-generated
word-of-mouth.
 


	38. Forrester’s CX Index
•  Effectiveness is scored
by measuring the value
that customers
experience.
• Ease is indicated by the
degree of difficulty
(effort) customers
experience in gaining
that value.
• Emotion is indicated by
how good customers
feel about their
experience.
 



	40. Customer Experience Concepts
•  Touchpoints are found wherever your customer comes
into virtual or physical contact with your company’s
products, services, communications, places, people,
processes or technologies.
• The variety and number of customer touchpoints varies
across industry and between companies, but with the
widespread adoption of social media, they are increasing.
• Banks, for example, have many touchpoints: branch,
email, website, social media, app, chat, ATM, financial
planner, telephone banking, Internet banking, personal
banker, mobile mortgage specialist and customer contact
center.
 


	41. Touchpoints along the  journey
 


	42. Customer Experience Concepts
•  Moments of truth occur during customer interactions at
touchpoints.
• These are the moments when customers acquire
knowledge and form evaluative judgements, positive or
negative, about their experience.
• For example, when a customer calls a contact center and
interacts with an IVR (interactive voice response) robot,
receives a visit from an account executive, or enters a
branch office, these are moments of truth.
 


	43. Customer Experience Concepts
•  Some moments of truth are more important than others
in the customer’s overall assessment of their experience.
• If a service technician turns up late for an appointment,
this negative moment of truth might taint the entire
experience, even though the service job was well
performed.
• Customers generally have expectations of what should
happen during moments of truth, and if those
expectations are underperformed, the customer may feel
angered, annoyed, disappointed or frustrated.
 


	44. Customer Experience Concepts
•  Customer engagement describes the multi-faceted
relationship between a customer and brand.
• Engaged customers have a higher intensity of
participation in and connection to a brand or
organization.
• Customers may exhibit cognitive engagement, affective
engagement, behavioral engagement, and social
engagement.
• The cognitive and affective elements of engagement
reflect the beliefs and feelings of customers, and the
behavioral and social elements capture brand
participation by consumers, beyond merely buying the
firm’s offerings.
 


	45. Customer Experience Concepts
•  Engaged customers may sign up for newsletters, share
their product experiences online, take part in company
research, or act as unpaid advocates through word-of-
mouth. Engaged customers are therefore likely to have
many more touchpoints connecting them to the brand.
 


	46. The 4 “I”s  of Customer Engagement
Involvement
• Unique site visitors, advertising impressions,
website page views, time spent per session, time
spent per page, in-store visits, newsletter
subscriptions
Interaction
• First-time purchases, warranty registrations,
loyalty card registrations, requests for free
samples, comments in social media, click-
through on banner ads
 


	47. The 4 “I”s  of Customer Engagement
Intimacy
• Satisfaction scores, sentiment in blog and social
media posts, call center feedback, focus group
contributions.
Influence
• Content forwarded, friends invited to join online
communities, word-of-mouth, creation of user-
generated content, invitations to join member-
get-member program, content embedded in
blogs
 


	48. Difference between CXM  and CRM
CRM and CXM generally go hand-in-hand, and aim
to achieve the same goals. They are similar in the
following respects:
• CRM and CXM strategies may pursue the same
objectives, including customer retention,
customer engagement and CLV.
• Both stress the integration of customer
touchpoints, channels and communication to
provide coherence and identity.
 


	49. Difference between CXM  and CRM
• Both CRM and CXM require customer-focused
behaviors of customer-facing employees at all
touchpoints. CXM and CRM projects both
consider how to motivate employees to provide
better customer experience, which in turn drives
business performance.
• Segmentation, targeting and creating segment-
specific offers (experiences) is evident in both
strategic CRM and CXM programs.
Most CRM strategies focus on providing
enhanced CX and most CXM strategies are
implemented using CRM tools and technologies.
 


	50. Features of CRM  applications that
improve customer experience
• Usability
• Flexibility
• High Performance
• Scalability
In order to improve customer experience, it is
important to understand current customer
experience.
 



	52. Why Customer Satisfaction  important?
• As quoted by HBR, acquiring a new customer is anywhere
from 5x to 25x more expensive than retaining an existing
one.
• According to Gartner, your loyal customers who form the
20% of your customer base drive an additional 80% of
business.
• As per MarTech, existing customers are 3x to 10x more
likely to spend than a cold lead.
• According to Fred Reichheld, a 5% increase in customer
retention results in a 25% to 95% increase in profits.
• Compared to a new person evaluating it, price
consciousness also decreases the longer a customer
stays with a product.
 


	53. Meaning and Definition
Philip  Kotler defines customer satisfaction as a
‘person’s feeling of pleasure or disappointment,
which resulted from comparing a product’s
perceived performance or outcome against his/her
expectations’.
Customer satisfaction = f(perceived performance,
buyer’s expectations)
Customer satisfaction = Customer perception of the
service received – Customer expectation from the
service (by AK Rai)
 


	54. Meaning and Definition
Customer  satisfaction is a function of perceived
performance and expectations.
• Perceived performance is the consumer’s belief
about the product or service experience.
• Buyer’s expectations, on the other hand, are
influenced by:
o Performance of the product in the recent past
o Word of mouth, recommendations or testimonials
o Reviews
o What competitors say about the product or
service
o What its own marketers promise
 


	55. Meaning and Definition
  


	56. Components Customer Satisfaction  (From Various
sources)
 


	57. Components Customer Satisfaction  (From Various
sources)
The American Customer Satisfaction Index (ACSI)
 


	58. Components Customer Satisfaction
•  Quality
• Value Efficiency
• Timeliness
• Access
• Environment
• Team work
• Commitment
• Innovation
 


	59. Models of CS
1.  The expectation disconfirmation model
2. The perceived performance model
3. Norms model
4. Multiple process model
5. Attribution model
6. Affective model
7. Equity model
 


	60. Models of CS
1.  The expectation disconfirmation model
• Consumer compares preconsumption
expectations with post-consumption
experiences, thus forming an attitude of
satisfaction or dissatisfaction towards the
product/service.
 


	61. Models of CS
2.  The perceived performance model
• The model holds in the situations where a
product/service performance is so well that
the consumer’s expectations are shadowed
by the consumer’s post consumption
reaction to the product/service.
 


	62. Models of CS
3.  Norms model
• Consumer compares perceived
performance with some standard for
performance which is not a predictive
expectation.
• The consumer uses what should happen as
the comparison standard.
 


	63. Models of CS
4.  Multiple process model
• Consumers use more than one standard of
comparison in forming a
confirmation/disconfirmation judgement
about an experience with a product/service.
 


	64. Models of CS
5.  Attribution model
• Consumers use three factors to determine
the attribution’s effect on satisfaction.
These are:
• Locus of Causality (External or Internal)
• Stability (of product performance)
• Controllability (of product/service provider
to avoid dissatisfaction)
 


	65. Models of CS
6.  Affective model
• This model moves beyond rational
processes.
• Here emotion, liking and move have
influence over feeling of satisfaction or
dissatisfaction emerging out of
consumption experience.
 


	66. Models of CS
7.  Equity model
• This model emphasises the consumer’s
experience about fair treatment in the
consumption process.
Categories of fairness:
• Procedural fairness
• Interactional fairness
• Distributional fairness.
 


	67. Measuring Customer Satisfaction
  


	68. What can be  measured?
1. Overall Satisfaction Measure (Attitudinal)
• This question reflects the overall opinion of a
consumer’s satisfaction experience with a product
he or she has used.
• The single greatest predictors of customer
satisfaction are the customer experiences that
result in attributions of quality.
• Perceived quality is often measured in one of
three contexts:
o Overall quality
o Perceived reliability
o Extent of customer’s needs fulfilled
 


	69. What can be  measured?
2. Loyalty Measurement (Affective, Behavioural)
• Customer loyalty reflects the likelihood of
repurchasing products or services.
• Loyalty is often measured as a combination of
measures including overall satisfaction, likelihood
of repurchase, and likelihood of recommending
the brand to a friend.
• A common measure of loyalty might be the sum
of scores for the following three questions:
o Overall, how satisfied are you with [brand]?
o How likely are you to continue to choose/repurchase [brand]?
o How likely are you to recommend [brand] to a friend or family
member?
 


	70. What can be  measured?
3. Series of Attribute Satisfaction Measurements
(Affective and Cognitive)
• Affect (liking/disliking) is best measured in the
context of product attributes or benefits. Customer
satisfaction is influenced by perceived quality of
product and service attributes, and is moderated by
expectations of the product or service.
• Cognition refers to judgment: the product was useful
(or not useful); fit the situation (or did not fit);
exceeded the requirements of the problem/situation
(or did not exceed); or was an important part of the
product experience (or was unimportant).
 


	71. What can be  measured?
4. Intentions to Repurchase Measurements
(Behavioural Measures)
• When wording questions about future or
hypothetical behaviour, consumers often indicate
that “purchasing this product would be a good
choice” or “I would be glad to purchase this
product.”
• Behavioural measures also reflect the consumer’s
past experience with customer service
representatives.
 


	72. Methods to Measure  CS
1. Customer Satisfaction Surveys
• The customer satisfaction survey is the standard
approach for collecting data on customer
happiness. It consists of asking your customers
how satisfied they are, with or without follow up
questions.
• Three useful variations:
o In-App Surveys (1 or 2 questions)
o Post-Service Surveys (after delivering specific
survey)
o Long Email Surveys (detailed)
 


	73. Methods to Measure  CS
2. Customer Satisfaction Score (CSAT)
• This is the most standard customer satisfaction
metric, asking your customer to rate her
satisfaction with your business, product, or
service. Your CSAT score is then the average rating
of your customer responses.
• The scale typically ranges between 1 – 3, 1 – 5, or
1 – 10.
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3. Net Promoter Score (NPS)
• The Net Promoter Score (NPS) measures the
likeliness of a customer referring you to someone,
and it’s probably the most popular way of
measuring customer loyalty.
• Customer are asked how likely they are to
recommend you on a scale from 1 to 10.
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Net Promoter Score (NPS) = Percent Promoters - Percent
Detractors
Let's take an example. Say there are 100 respondents.
10 responses were in the range 0 to 6 (Detractors)
40 responses were in the range 7 to 8 (Passives)
50 responses were in the range 9 to 10 (Promoters)
NPS: [(50/100)*100] minus [(10/100)*100] = 40
The worst score you can get is -100 and the best score you
can get is +100.
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4. Customer Effort Score (CES)
• With this method, customers aren’t asked for
their satisfaction or likeliness of referring, but for
the effort it took them to have their issue solved
— generally on a scale from 1 (very low effort) to
7 (very high effort).
• Your aim is, of course, to lower this average score.
96% of customers with a high effort score showed
reduced loyalty in the future.
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5. Social Media Monitoring
• Social media has had an immense impact on the
relationship between business and customer.
• Where before, a great or poor service experience
would maybe be shared with the closest family
and friends, social media offered an outlet and
reach to potentially millions of people.
• Use tools like Google Alert, Mention,
Socialmention etc.
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6. Things Gone Wrong
• This metric originates from the Six Sigma
approach , and measures the number of
complaints, or "Things Gone Wrong," per 100,
1000, or up to a 1,000,000 units of survey
responses, units sold, or other.
• The standard approach to measure TGW is
through complaint sections in customer surveys,
but you could also maintain internal metrics.
• In the worst case scenario your score is 1 or
higher, meaning that you get at least 1 complaint
per chosen unit.
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	80. Churn Rate
• Your  churn rate is the percentage of customers
who stopped using your product in a given period
of time. It is one of the most important
considerations while measuring customer
satisfaction.
• Even the largest companies suffer from customer
churn - it is a strong indicator of how satisfied
your customers are with your product.
• Understanding what causes formerly loyal
customers to abandon ship is crucial to the
sustainability of your business.
 


	81. Churn Rate
• Before  a business can figure out what their churn
rate is, they must be able to define the events
that would essentially constitute churn.
• For example, for a You Broadband business, the
following would amount to churn:
o Cancellation of an ongoing subscription
o Closure of a user account
o Non-renewal of a paid plan
Churn rate = # of subscribers lost during a period / #
of subscribers at the beginning of the period
 


	82. Causes/ Reasons for  Customer Churn
Reasons for customer churn can be personal and
unique to each customer, but they usually fall under
a few common categories:
1. Price
Price is a common factor. If customers find a more
cost-effective solution to the problem they want to
solve, they may churn. This is why it's important to
establish value and customer on boarding and
education so customers feel that the purchase is
worth the cost.
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2. Product/Market Fit
Poor product/market fit is a common reason for
customer churn, and speaks to the need for close
sales and customer service alignment.
If salespeople are hustling to hit quota and aren't
incentivized to sell to good-fit customers, the result
will be churn within a few months of purchase when
the customer realized they can't achieve their goals
using your solution.
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3. User Experience
If the user experience with software or applications
is buggy, glitchy, or otherwise difficult for them,
they'll be less likely to use it on a regular basis.
4. Customer Experience
Finally, if a customer's experience connecting with
other aspects of your brand -- your marketing
content, social media channels, customer support
team, and account managers -- isn't positive, they
may be likely to churn.
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	86. The reasons behind  Unavoidable/involuntary churn
could be:
• They are closing down their business.
• They can’t afford it any longer - some companies
may encounter cash flow shortage forcing them to
end the subscription.
• Outdated equipment - there are times when
customers stop using your product because they
don’t have the necessary equipment or a third
party service to run it.
• Change in management or key users of your
product/service has moved on from the company.
Causes/ Reasons for Customer Churn
 


	87. The reasons behind  Avoidable churn could be:
• Lack of regular communication with customers.
• Bad customer
• Customers are unhappy with the pricing.
• Too many support issues - bugs, errors, etc.
• Not taking customer’s feedback seriously.
• Customers find your product too difficult to use.
• Bad on boarding.
• Security and privacy threats.
• Lack of customized plans and packages.
• Difficulty in making the payment.
• Competitor’s product/service seems more attractive
to them.
Causes/ Reasons for Customer Churn
 


	88. • Lean into  your best customers.
• Be proactive with communication.
• Define a roadmap for your new customers.
• Offer incentives.
• Ask for feedback often.
• Analyze churn when it happens.
• Stay competitive.
• https://blog.hubspot.com/service/how-to-reduce-customer-churn
• https://acquire.io/blog/reduce-customer-churn-rate/
• https://www.superoffice.com/blog/reduce-customer-churn/
• https://www.smartinsights.com/traffic-building-strategy/integrated-marketing-
communications/17-unbeatable-ideas-reduce-churn-rate/
• https://hiverhq.com/blog/reducing-customer-churn/
Reducing Customer Churn
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