
Customer retention used to be a service 
problem. Now, with consumer expectations 
of brand interactions at an all-time high, 
there is a hyperfocus by marketers and 
customer experience practitioners to improve 
overall customer experiences. And rightfully 
so. Preventing customer churn is critical to 
that mission. Delivering relevant, timely, 
and contextually appropriate personalized 
experiences is critical to preventing customer 
churn. So, how can brands across industries 
achieve this?  The answer is a mix of utility, 
usability, value, accountability, and empathy.  
This doesn’t happen overnight, or by accident;  
it’s built through relationships over time. 

Exceed 
expectations. 
Create lasting 
customer 
relationships.

Why reducing churn is key to 
driving customer lifetime value.



The gap between 
customers and brands  
is growing.
The gap between customer expectations and actual 
experience is growing larger every day. While a few 
leading brands have succeeded by adopting AI-driven 
solutions – building connections that bring them 
closer to customers – most brands haven’t made that 
leap yet. Ultimately, the organization that knows the 
customer, demonstrates that it cares about them, and 
makes it simple to do business, wins.

Most customers encounter dozens of marketing 
messages daily across a variety of channels. And 
while those programs are often personalized, they 
still aren’t relevant enough to cut through the noise. 
Demonstrating that your company understands and 
empathizes with customers’ needs is paramount; and 
that requires real-time, one-to-one personalization. 
Personalizing at the one-to-one level is vitally 
important when it comes to keeping customers happy 
in the long term – and long-term loyalty translates 
directly into customer lifetime value (CLV). Increasing 
the value of existing customers is the only way for 
organizations to ensure sustainable growth over the 
next 3–5 years.*

*In June 2022, Pega surveyed 750+ senior marketers across 11 
different countries. Sixty percent of respondents noted that the 
importance of CLV will grow the most of any key performance 
indicator (KPI) in the next 3–5 years.  

Most marketers are familiar with the kinds of 
messages seen in the first two columns of the 
picture below – they’re the kinds of sales offers 
and messages that dominate most of today’s 
marketing programs. Unfortunately, they’re 
also the kind of communication that fatigue 
people very quickly, leading to disengagement 
and, ultimately, to customer churn. To fix this, 
it’s critical that marketing programs include 
more of the “high empathy” types of messages 
included in the columns on the right, which are 
focused on servicing, retaining, and nurturing 
customers, instead of simply pushing products. 
Aligning the message with an individual 
customer’s context is the key to improving KPIs 
like customer satisfaction, lifetime value, Net 
Promoter Score, and retention rate.

But this can be difficult to achieve when 
enterprises have dozens of applications in 
their customer engagement stacks, most of 
which don’t communicate with each other, rely 
on different sources of insight, and have data 
lags that can last for hours. They simply can’t 
keep up in a digital ecosystem where customer 
clicks are measured in milliseconds, individuals 
regularly navigate across applications, and 
audiences interact in multiple channel channels 
at the same time.  

The right action is critical  
to customer satisfaction



3 tips for customer 
retention success
        Prioritize a preemptive approach  

to retention. 

Traditional retention strategies tend to be 
reactive. A reactive strategy engages the customer 
only after something has gone wrong. Instead, 
think about applying a pre-emptive retention 
strategy. To build and maintain great customer 
relationships, you need to be able to anticipate 
and resolve “moments of need” with intelligence, 
speed, and agility. 

       Calculate the next best action. 

Once you know there’s a problem (or a need), 
then what? What’s that customer’s value to your 
business? What will satisfy them? When do they 
need it? And how much are you willing to invest to 
fix that problem? 

The goal is to lean into the moment, leveraging 
data from the current experience to calculate 
that customer’s next best action: one that will 
best balance their needs as a consumer with 
your own needs as a business. Retention pros 
are leveraging AI to predict which service tasks, 
retention plans, and sales offers a customer is 
most likely to want, based on their propensity 
to take action – and then delivering those to the 
customer, before they even think about leaving.

       Real-time context is king.

While we want to be as proactive as possible, 
the truth is that some customer problems will 
always slip through the cracks, and you’ll have to 
solve that issue on the spot if you want to retain 
your customer’s business. The key is doing it 
in real time, rather than trying to decide what’s 
best hours or days beforehand. The real-time 
approach requires constant redecisioning – 
meaning that you’re constantly taking data from 
the current experience and using it to decide what 
to say next. That requires a lot of precision and 
advanced analytics, but organizations that do it 
right increase their save rates by more than 85%.*
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*https://www.pega.com/customers/achmea-marketing
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The time to act  
is now.
To learn more about how you can 
use next best action to retain your 
customer relationships – including 
a proven formula for success – 
download our whitepaper. 
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Etisalat has been the dominant telecom provider in the United Arab 
Emirates since 1975, with 120% wireless market penetration. Etisalat 
uses Pega Customer Decision Hub™ as its centralized decisioning 
engine. Leveraging built-in predictive and adaptive machine learning 
models, Etisalat can identify each customer’s unique context, understand 
what offers and actions would add value in the moment, and provide 
personalized experiences across inbound, outbound, and agent-assisted 
channels. Etisalat was able to achieve:
•   3X increase in conversion rate
•   20% increase in incremental revenue
•   15% reduction in customer churn 

Founded in 1811, Achmea is the largest insurance company in the 
Netherlands for health and non-life, serving 10 million customers 
across 11 brands. Achmea’s goal is to transform itself into its customers’ 
personal assistant during all major life events, delivering unique advice 
and tailored solutions to make their lives easier, which in turn increases 
calling efficiency.
Using Pega Customer Decision Hub, Achmea has unified its inbound, 
outbound, owned, and paid channels with one central brain. The 
company has shifted from a product-centric approach to having dynamic 
customer dialogues with all of its customers and has achieved:
•   85% save rate when using next-best-action recommendations
•   27% increase in online upsell and cross-sell
•   41% web to call center conversion rate

“   With Pega, we’ve moved from 
a focus on sales, to a focus on 
incremental value. For us, it’s 
about doing the right thing to 
drive value in the long run, and 
that approach has led to a 20% 
increase in incremental value  
in the last year alone.“

    –  Dr. Esra Taylor 
Sr. Director, SMB Marketing, Etisalat

https://www.pega.com/always-on-engagement

