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MODERN CUSTOMER RETENTION: WHAT YOU NEED TO KNOW

In the early 2010s, acquisition was
the customer engagement metric
that got all the glory. Chasing
that elusive hockey-stick growth
curve, many brands ended up

neglecting the KPI that truly signals
the health—and sustainability—of
businesses. Retention, that is.

, meeting their needs, and
developing the kind of customer experiences
that keep these individuals engaged over time.

Acquisition

Engagement

Retention

Loyalty & Evangelism
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Introduction

Growth can fuel companies for only so long, while
retention is a practice that ensures survival. After In this guide, we’ll walk through steps

all, most companies are sustained by following a .
ou can take to see a noticeable
longstanding principle known as the 80/20 rule, y

in which about 20% of customers (usually the most lift in retention, inCIUding:
loyal ones), generate about 80% of business. For
some brands with an even more loyal cohort of 7 key retention strategies that work

followers, the ratio can be as high as 20/10.

Researchers have quantified the value of retention, 10 winning retention campaigns

and found that brands that are able to improve their

engagement efforts to hang on to just 5% more How to predict and troubleshoot churn
customers will enjoy an increase in profitability of
anywhere from 25% to 95%. That makes improving Smart approaches Ieading brands

user retention more than just a key priority—it might
well be the most impactful thing you can do to help
your brand meet its long-term business goals.

have adopted to improve retention
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Retention 101

What Is Retention & Why Is It Measured?

The third stage of the traditional marketing funnel,
retention is about making sure that your engaged
customers stay engaged. Those are the customers
that set up an account with your company, subscribe
to your emails, consume your content, make
purchases, or otherwise interact with your brand.
Getting a handle on retention requires marketers to
measure and understand these high-value actions,
which are signals contained within customer
behavior that tell marketers which customers are
most worth the retention marketing investment.
And digging into—and preventing—the kinds of
experiences that seem to be pushing them away.

BRAZE.COM

Though some customer advocates bristle at the
industry’s use of phrases like “retention” and “retention
marketing,” seeing them as terms that underscore a
business-driven, bottom-line approach that focuses
purely on not losing valuable customers, retention

is truly something that can only be accomplished
through consistent, thoughtful communication

and experiences.

If you don’t value, understand, and serve your
customers, you're always going to struggle to
hold onto them.
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For companies that care about their users and want to live up to the promise
of customer-centricity, committing to retention is about prioritizing serving
these individuals over the long term. As illustrated below, retention can be
measured by tallying up all of the people who initially engage with your brand
and then keeping track of those that stick around—or are retained—over time.

# of customers who engage with Brand Y the Nth day after day 0 Classic

= Retention
# of customers who first engage with Brand Y on day 0 Rate

CLASSIC RETENTION

RETENTION RATE

TN

9 10 M 12 18 14 1B 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 45 60 90

DAY
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What Drives Customer Retention?

Brand Humanity

Cultivating initial customer engagement into Above all, retention requires brand humanity. In other
long-term, ongoing activity requires a data-driven words, if you want customers to stick around, you
yet flexible approach, one that’s individual but have to learn how to communicate with them in ways
scalable and founded absolutely on the basic that feel human. That means taking a closer look at
premise of forging connections that are relevant, your brand’s messaging tone, frequency, content,
meaningful, and personal. and communication delivery methods. And making
sure your customer messaging and experiences are
Taking the time to truly connect with, understand, tailored—as much as possible—to the specific needs
appreciate, and ultimately serve customers over and habits of each customer.

the long term in this manner can lead to noticeable
improvements in retention. But it also requires big-
picture thinking and a clear strategy focused on
ensuring that each individual customer feels like
they're part of a productive, long-term, mutually
beneficial relationship.

) PANTSLABYRINTH now

Don’t want any 4th of July reminders?

No problem. You can opt-out now and we will
still keep you updated on everything else.

BRAZE.COM 7
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Leading Emotion Drivers
of Brand Humanity 2019 BHS Results

Rank Characteristic
1 Understanding
2 Friendly

3 Comforting

4 Personable
5 Reassuring
6 Surprising

7 Thoughtful

8 Responsive

9 Happy

1. The 2019 Braze Brand Humanity Study (BHS) is commissioned research,
conducted by Forrester Consulting on behalf of Braze. BHS investigates
what factors are necessary to build and deliver memorable, human brand
experiences..and what stands in the way.

Most Important Function Drivers
of Human Connection 2019 8HS Results

Rank Description ©® Natural @ Personal  Considerate

Is responsive to me when | need it

Shows they value my time and business

Communicates with me at convenient times

Communicates with me using the contact method | prefer
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Key Retention Strategies
That Work

Whether you're walking new customers through

your brand’s full value proposition, sending tailored
messaging that makes them feel part of a community,
providing reasons to deepen their engagement, or
making sure they feel welcome every time they come
back, retention communications are strengthened by
brand humanity. Here are some of the basic strategies
that will keep you keep providing customers with
reasons to stay engaged with your brand over the
long haul, while bolstering your brand humanity.

BRAZE.COM 9
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Q Customer Onboarding

Remember: These
customers have already

One of the biggest factors in whether a new user will be retained chosen to engage with your
@ dt e et h Hi ith brand’s digital " brand. Effective onboarding
s their very first interaction with your brand’s digital account, seoRes heuld SeneeR
app, email newsletter, subscription service, push notifications your argument, and act as a
or other customer experience. Onboarding ensures a customer powerfulincentive to more
_ . fully commit to exploring
experiences the core value of your brand as soon as possible. your brand’s offerings.
i \M

PR . .
® KITCHENERIE P

Welcome to

® KITCHENERIE

a O
. = u\uv
—_—

Need a new toaster?

You need kitchen tools and We've got your covered. Looking Smart deals, same-day shipping, Ready to get started? Click
equipment at a great price. for a full matching kitchen set? and budget-friendly prices the button below and get
We're here for you. We've got that, too. It's the Kitchenerie guarantee. 10% off your first order!

LogIn Log In LogIn Login

(X R R ] eeee (X R X} *eee
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Q Asking for Feedback

Customers have opinions, and they don't always take
the time to send clear signals about what they do and
don't like about your brand experience unless they're
prompted to do so. These communications not

only offer an easy path to understanding customer
pain points before it’s too late, but express a humility
that feels very human and positive to customers.

Are you soliciting and analyzing
customer feedback on an ongoing basis?

Yes

No, Definitely Not &

Not sure

Q Personalization

4 Ways to Optimize Personalized Outreach

+ Deliver messages based on
customer actions and habits

« Use{{first_name }} and other unique
characteristics, such as customer purchase
history in marketing campaigns

Personalization efforts can lead to higher customer

engagement and can boost average revenue by
e . : :

10-30%, aocordlng‘to McKmsgy. Are you pgttmg . Use segmentation to target

these four personalization tactics into practice? messages based on relevance

« Create opportunities to interact, offering

Personalization Success = Data + Strategy customers the option of “favoriting” or sharing
individual content choices or recommendations

n
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Q Cross-Channel Outreach

Braze research has
Too many brands send all their customer outreach through a single found that using cross-

marketing channel, a one-size-fits-all approach that doesn’t work with c.hannel messaging car:

today’s complex customer engagement landscape. To reach your audience d"V,e as much as an 844%
) : : liftin engagement.

more effectively, communicate across multiple channels whenever you

can, combining—for example—regular email outreach with important

ad-hoc push messaging and behavior-triggered in-app messages.

Q Priming For Permissions

Your ability to email and send push notifications to customers

is limited by your ability to convince them to opt in to receive
them. And you'll never get a better opportunity to do this than
at the beginning of your relationship. For each opt-in messaging

Turn on Notifications

and Receive:
channel your brand supports, invest the time to make a powerful < FREE SHIPPING onali orders®
argument for customers to enable messaging in that channel— ¥ Exclusive Promo Codes

~ Cart Reminders

Maybe Later '

for example, by using exclusive channel-specific content or other
benefits. Don't just ask them to opt in..make it hard NOT to. ‘

12
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Q Experimentation

Marketing experimentation like A/B testing or
multivariate testing provide valuable clues to
customer preferences—indicating what types of
outreach drive higher or lower engagement—that
you can act on to serve up better experiences.

It's always easier to just send a campaign without
trying variations, but that’s a short-sighted way
to look at your marketing strategy. Customer
engagement is an ongoing effort and this kind
of testing and optimization is an essential part of
getting it right. And retention is one of the most
meaningful metrics when it comes to assessing
if your work is bearing fruit. If the campaigns

you send see strong initial results but you just
can’'t hold onto new users, it’s time to take a
deeper look at the customer experience.

STOMER RETENTION: WHAT YOU NEED TO KNOW

From: Braze
Which test will win?

Which test will win?

From: Braze
Which test will win?

Experiment A

Here's why you should Which test will win?

always test your campaigns,
unless there's a good reason
not to. Because....

It's a win for customers. After
all, the top-performing
variant is likely to lead to
greater engagement.

GET TESTING

Unsubscribe  Update my praferences
2020 Politer Wikl

Experiment B

Here's why you should
always test your campaigns,

unless there's a good reason
not to. Because....

It's a win for brands. After all,
you'll gain valuable data to
support your long-term
retention goals.

GET TESTING

Unsubscribe  Update my praferences
2020 Politer Wby
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Q Leveraging Data To Support
Smart Segmentation

By comparing customer data across mobile, web, Identifying customer segments makes it

and in-person systems, you gain a 360-degree easier for you to engage them in their preferred
view of user preferences and behavior, and channels and at preferred times and to avoid
can then use those insights to provide a better bothering them otherwise, increasing your odds
customer experience. of retaining each customer over the long haul.
Segmentation Ideas In Action

Personalized send time

for the Win

Early Bird @ Night Owl

Personalized channel

@ In-App @ In-Browser

Personalized offers

& High-end Shopper e Discount Seeker Sw
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Campaign Types

The following 10 campaigns are used by successful
brands to develop the kind of individual, personal,
long-term relationships that retain engaged
customers long after their initial interaction.

BRAZE.COM
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Campaign Types

Onboarding/welcome campaigns Transactional campaigns

Educating new users on how to get the most out

of your app or website is the first, best opportunity
to help new customers understand your brand’s
long-term value proposition. Welcome emails have
the highest open rates of any email type—about
50%—making them a powerful tool for turning

new customers into long-term active users.

Password reset reminders,
order tracking updates, and
other purely functional
communications may not
be particularly creative, i FATSLASYRRON
but these messages
provide real immediate
value to customers,
encouraging future opens,
clicks, and purchases and
contributing to a general
sense that your brand is
helpful and considerate.

PantsLabyrinth PantsLabyrinth pantsLabyrinth pPantsLabyrinth

Congratulations!
You're seconds away from
exclusive deals on quite
possibly the world's best
selection of pants!

Success!
In less than a minute, ...and watch your Your new harem pants are on their way!
we'll help you set up your B o s collection of new
personal pants profile... P pAre B.9288 pants grow.
Track Delivery
Create Account
Login Login LogIn wew Order
[ TR LE LR ] LEE X ] LR L ]
BRAZE.COM 16
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Campaign Types

Promotional campaigns

Sending targeted, e

personalized messages o A
letting customers know Caetan moumhek1 e L pasis?
that a product or service

specific to them is newly
available makes it clear
to those customers that
you understand their
desires and habits, and
are actively working

Activity messaging campaigns

pantsLabyrinth

Link your account with friends

and family members, such as
your Kids or partner!

Link another account

Congratulations, you've hit a new

on th e | r be h 8 |f_ fashion milasto_na—th?i's 10 different
o Fiyles of pantein 10 clferent orders If your app or website has an active sharing
a critical component WAt osir syt st loveiof + " ted . that let friend
gayke. youl iy beret G Pl oo community, automated campaigns that let friends

of a long-term brand- Pt e g it -

: . | know when their friends have made a post, shared
customer relationship. : . : .

a picture, or carried out other key actions can

Learn More

provide a recurring set of compelling, personalized
reasons to re-engage again and again.

BRAZE.COM 17
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Campaign Types

Retargeting campaigns Active customer campaigns

Retargeting lets brands follow up with customers
across different messaging channels, allowing you
to keep testing the waters with your outreach and
providing a clearer picture of customer preferences. Make it a 10th day!

You've rated outfit options for the last 9 days.

“ Keep the streak going and qualify for a 1000
PantsPoints!

From: PantsLabyrinth
Build a PantsMetwork, Get PantsBenefits

3 PANTSLABYRINTH now

PantsLabyrinth

A key component of long-term retention is
making sure active customers keep you top of

bt emell eermipelign ean 92 seis mind. Active customer campaigns build on initial
to those who interact with the in- . N .
browser of inanp message (abovel Doar oon, engagement by offering motivation, exclusive
p p g Ready to connect to another PantsLabyrinth . . .
but do not complete the process of sccount?It could be your partne your K, discounts, loyalty rewards, and other incentives to
. . your mom, or you best friend from college. . .
linking aniaceount, — convert good customers into recurring customers
« Compile extra PantsPoints 1 1
oo P and keep their engagement streaks going.
« Receive exclusive pants
recommendations from connections
» Get discounted Pants-Of-The-Month
Club access
Get started today!

BRAZE.COM 18
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Campaign Types

Abandoned shopping cart campaigns n Lapsing customer campaigns
More than two-thirds “
of digital shopping carts 3 PANTSLABYRINTH now

g From: PantsLabyrinth
get fl”ed bUt CUStomerS Your pants await! Don't go pantless!

never complete the Come back to PantsLabryinth today and get
check-out process, PantsLabyrinth 30% off your next purchase.

amounting to $4 trillion
in lost sales. Sending
reminders or follow-

up offers of discounts
or customer-service

By using conversion, purchase, or engagement
data to segment customers who are beginning
to drift away, these campaigns can send targeted

assistance can help Risadifie Pk whaea i | se

recoup potential sales left off with your order? messaging reminding them of the value of your
. (After all, these salmon capris won’ o ° .

and give customers il ikl brand, highlighting new features that may be

a concrete reason to of more use to them, or simply asking them

come back to your what’s going on and how you can improve.

app or WebSite_ Choose a Different Color

KIDS WOMEN

BRAZE.COM : 19
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Campaign Types

From: PantsLabyrinth
Are you ready for long-pants season? (AKA Fall)

pPantsLabyrinth

We noticed that you haven’t ordered

any warm pants recently—you do know
that it's almost September, right?

Keep your bottom-half toasty with
exclusive deals on the warmest of the
warm. We're talking long underwear,
fleece, even electric pants!

Check Out The Collection

Re-engagement campaigns

Not every customer
who stops using your
app or visiting your
website will come back,
but careful targeting
and well-designed re-
engagement campaigns
can bring your former
“‘best customers”

back online, reducing
customer churn and
boosting retention—as
well as your bottom line.

Repermissioning campaigns

Have Pants FOMO?

Optin for push notifications.
and never miss another flash sale!

SOUHDS GOOD

NOT NOW

For your messages to resonate with customers,
they have to be able to receive them. If you have
customers you can’t reach with beyond-the-app
channels like push notifications or email because
they've opted out (or declined to optin), you can
leverage a repermission campaign to nudge
them to reconsider. This can be a powerful tool for
supporting a more robust re-engagement strategy
for lapsing users, helping to keep your retention
goals in sight.

BRAZE.COM
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TROUBLESHOOTING CHURN

BRAZE.COM

Troubleshooting Churn

It's long been common practice for companies to
focus on winning back disengaged customers.
Why? Because it's easier to sell to (or re-engage)
people who have been customers in the past than to
attract new prospects. But you don't need to wait for
customers to actually churn before intervening. Here

are six warning signs to look out for.

MODERN CUSTOMER RETENTION: WHAT YOU NEED TO KNOW
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of Churn (and How to Intervene)

They’re going, going...

Be on the lookout when customers...

1. No longer open push notifications or
emails as often as they once did

2. Make a habit of abandoning
their shopping carts

3. Letlonger periods pass between the times
they open your app, visit your website, use your
services, visit you in person, or make purchases

Troubleshooting: 6 Warning Sign:?(f((((

O S

It may not be too late, but take note when
people opt out of hearing from you on one
or more channels/platforms, such as:

4. Uninstalling your app

5. Unsubscribing from emails

6. Opting out of push notifications
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Troubleshooting: 6 Warning Signs
of Churn (and How to Intervene)

The Fix

For simple, straightforward ways to gather more
intel, figure out what’s not working and why, and

make amends to users who might be on the brink:

1. Diginto the data
2. Conduct testing
3. Ask about your customers’ preferences

4. Request feedback, checking in on how
things are going

If youre not doing so alreadly, it’s time to build in a
feedback loop, and listen to what people are willing
to share. For instance, when someone uninstalls an
app, you can trigger a follow-up via email to ask why.
If soneone opts out of push, but continues to use
your app, you can check in via in-app messaging to
learn how or why their preferences have changed.
This cross-channel approach can help improve things
for customers on the channels where they're still
engaging and may potentially uncover larger trends
or quality or relevance issues within certain channels.
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Predict Churn Before It’s Too Late

Powered by machine learning, the Braze Predictive Suite enables marketers to
effectively leverage and act on data seamlessly. With Predictive Churn, marketers
can define the parameters of what churn means for their business and generate
actionable predictions to increase retention. Brands that utilize this capability are better
equipped to re-engage users that are likely to fall off and boost overall retention.

TODAY'’S RETAINABLE USERS
H 100 Users most likely to churn

PAST RETAINABLE USERS . @ @ ® ®

@@

Machine
Learning Model

x
=
(-3

E

=
£
o

ORONONO)
QOOQO®

0 Users least likely to churn

(2 User Who Didn’t Churn
(2) User Who Churned

Training with historical data Predicting risk for future churn
Feed the model bi-monthly to learn patterns and trends Measure users with Churn Risk Score
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HelpAround Case Study

How a mobile health brand leveraged personalization to boost retention by 60%

Mobile health platform HelpAround guides
patients through their individual treatment
journeys with the help of 1:1 personalized
messaging that’s tailored to each user and
delivered at the precise moments they
most need support.

a
DL

Thursday, 14 November

a
22:283

Thursday, 14 November

@ Hewerround now
- Show off your space .

~ Jen, doing dialysis at home? Post a picture of
your setup.

) HeLearounp

Going Alright?
Hi, it's Vanessa, Just checking in - any
questions | can answer

BRAZE.COM

HIGHER USER RETENTION RATE IN
NEURA-SEGMENTED CUSTOMERS

HIGHER ENGAGEMENT RATEIN
NEURA-SEGMENTED CUSTOMERS

And it’s all possible thanks to HelpAround’s Al partner Neura
and the Braze platform’s cross-channel support, including
in-app messaging and push notifications. By using Neura

to understand when to engage and the Braze platform’s
messaging capabilities to deliver and personalize the outreach
at the right time, HelpAround has been able to deliver more
value to its users, resulting in a 60% uplift in overall customer
retention and 55% boost in engagement. And all without
sacrificing patient privacy or data security, thanks to the
Braze platform’s built-in HIPAA and GDPR compliance.

Read the full case study here.
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CONCLUSION

MODERN CUSTOMER RETENTION: WHAT YOU NEED TO KNOW

Conclusion

At the end of the day, retention is a measure of
how well brands are meeting customer needs.
These days, the challenge to meeting those
needs is two-fold.

On the one hand, there are fewer barriers keeping unhappy
customers from simply switching to a competing brand.

With overall customer loyalty and retention on the decline for many

brands, when poor experiences arise, customers can wield their
purchasing power and opt for another company. This new trend in
consumer behavior—known as switching—is a costly problem that
now adds up to the tune of $1.6 trillion in lost business annually.

And, on the other hand, consumer demands are rising.
Consumers expect more of brands.

They want empathy, reassurance, and comfort. They want
outreach and experiences that are thoughtful, responsive, happy,

and surprising. In short, consumers expect brands to treat them

with humanity. And the bar for how brands can demonstrate that
humanity is getting higher, having risen by about 5% between
2018 and 2019, according to two studies conducted by Forrester
Consulting on behalf of Braze, to determine what consumers want

from the brands they engage with.

The culmination of these two studies has resulted in a new index,
the Brand Humanity Index, that brands can use to understand
customer sentiment and dig into the specifics of what makes

for memorable, real, and human brand communication and

experiences. Get the full report, “Build Brand Humanity by

Mastering Empathy at Scale,” a ook at the latest findings from

these annual studies, to explore how the marketing approach taken
by successful brands and how to advance your company’s journey

to brand humanity.

BRAZE.COM
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Get in touch to learn more
BRAZE.COM/CONNECT-WITH-SALES
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