Measuring relationship at risk
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Introduction

* To ensure customer retention, CRM can be used to
identify the relationship that are at risk of churn.

e Customer attrition, also known as customer churn,

customer turnover, or customer defection, is the loss
of clients or customers.




Measures to identify the customer
that are at are risk of churn are:

1. Recency
2. Frequency

Customer Churn Prediction Accuracy




1. Recency

* By tracking the transactions with a particular
customer, the company should develop a profile
of customer with regard to the purchase.

* For eg- A customer who make purchase once a
week on average, but not has made any purchase
since month, means the relationship is at risk.

* So in such cases company should take proactive
steps in retaining customer back (offers,
discounts)



2. Frequency

* The frequency factor can be tracked by
through customer transaction.

* For eg- If a customer is taking the service of
the company twice in a month from the
company but, now it has reduced to one time
service.

* In such case through the CRM application, the
frequency of loyal customers is immediately
traced and necessary measures are taken.



Relationship commitment is a potential driver of
customer loyalty.

Companies should go beyond the basic
transactional relationship between buyer and
seller to establish customer loyalty and retention

This is what CRM seeks to achieve.

CRM enables customer satisfaction and customer
loyalty used to predict the customer retention.



