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cConsumers
Have The Power

of ongerad customers will never

9 'I ﬂ/ do business with & company Il:y of consumers read an online review
(8] D that ehanged their buying decision

again

Consumers tell on averoge of 18 * ﬂ? ﬁ A single bod review can
peoplo bout a bad axparaenca. undo 40 good raviews



Customer Success
Is the New Growth Driver

According to one McKinsey study, the companies
with top-quartile revenues achieved their strong
showing by investing more in customer-success
initiatives aimed at churn reduction.
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Start At The End:
Reverse Engineering

The customer exiting process
is seen as a negative.



Holding Customers Hostage

Phone Calls, Email, In Person, Confusion

= Wasting Customer’s Time

66% of adults feel that valuing their
time is the most important thing a
compoany can do to provide them with

good online customer experience.
= Forrester



Wall Street Journal

Hostage Holding & Brand Reputation
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Planet Fithess

Hostage Holding & Brand Reputation
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Surrender

Not attempt at keeping a customer who wants to cancel.

No attempt at
resolution when there
may have been a
solution.

No information as to
what went wrong or
could be improved.
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Smarter Resolution

] Discovering what went wrong

2 Working to resolve the issue

3 Don't waste Customer's time
if there’s no possible resolution



Netflix

Resolution and Options

Are you done watching? Stick around.



Ipsy

Improved Cancellation Experience
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1. Offers subscribers more

flexibility on account page level: put
subscriptions on hold or switch to an
every other month plan.

2, Listen to why the user is leaving,
and then present them meaningful
uﬁers;‘helps to address the reason
they have stated.

3. Communicate the consequences
(benefits would be lost) and provide

clear Cancellation path.

4. Ask for feadback.



Smart Resolution

Offering intermediates and different paths in cancellation process
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“Cancel Account” Understand Why Attempt to Resolve Easy Cancel
Unhappy with product/service Offer Different product/service
Frice or value Discounts and Rewards
Frequency of use Account Pouse[Skip Options

Other



Smart Resolution

Offering intermediates and different paths in cancellation process

Why do you want Pause Account
to close your account? I

F'm ot using my account e

Customer Support  s—

L& Technecal ltsues
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Dynamic Experiences

Machine learning models optimize for the experience most likely to resolve.
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Retention Engine
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1. Gather Data

2. Attempt to Resolve
3. Optimize

4. Win Back
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Prevent Gaming Of System

Ranking your alternatives to prevent gaming & constant discounts

Relevant Information  .......... 10
Switch Products/Plan =+ «-eoe 9
20% Discount = .......... 6
SkiplMonth .......... 5
Free Alternative ~ «-veoevees 2
Free Month ~ ccoveeeees 1

@ Bellwethr



Optimize Based On Outcomes

Ranking your messaging based on the value it would deliver to the business

News / Product Info  .......... 10
lead Request ~ reeeeees g
20% Discount ... ...... 6
30% Discount  .......... 5
50% Discount =~ --eeeeeee 2
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