Loyal users of one of your products in your
portfolio, quite possibly the 'hero' product

Buying pattern established and
reliably predictable

The 'prime cut' of your customer base

"I love your product, and will buy it again
and again unless | get unhappy with it"

"I buy your product because it gives me
the best value for the money compared to

e,
@ Worldviews
your competition" —

"You are my default choice until | come
across a better alternative”

Increase value via cross- and
up-selling ("Regimentalize ")

- . b  Strategies
"Brickwalling ", i.e. increase LR
switching barriers

Map product adjacencies to
drive cross- and up-selling

& How To Win?

Selectively reward loyalty based
on a tiered approach

W Tactics

Cluster segments to discriminate
customers based on "stretch" and
"maintain" strategies

Ex-users of your product

£ Who?
Could previously be either a - W
Trialist or a Loyalist

"I have found a better alternative"

; w@ Worldviews
"You are good, but too expensive forme" -~

"You don't deliver what you promised"

Reactivate to become loyalists

Differentiate between " about-to-lapse ", Strategies
"just lapsed" and "lapsed"

Incentivize discriminately -
"about-to-lapse" to receive biggest
incentives

Overcome specific lapser reasons -

™ Tactics
price or product benefits

Value / benefit equation reframing

@ How To Win?

| & Loyalists

Customer Life

Cycle
Segmentation
Model

% @ Lapsers P
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e First time users of your product
= Who? First stage in the conversion funnel
Measure in terms of customer lifetime value

e, "l don't know if you're good for me"
@ Worldviews

"l got you for free, and I'll see if | want to
pay for you the next time"

"I'll try for one time, and decide if | want to use you again"

Retain to become loyalists

./ Strategies Make it easy to buy ; overcome barriers

and negative perceptions

Buyer behavior induction strategies

& How To Win? Analyze first purchase in terms of
expected usage period; coincide

~communications with purchase cycle

¥ Tactics

Proactively counter specific new user objections

Drive product benefits and usage
_understanding
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