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Common sense tells us unhappy customers don’t remain
customers for very long. But when you discover who is likely
to churn ahead of time, not only can you save the individual

customer, you can also:

Increase
loyalty

Reduce
complaints

Build
your brand

Maximize
CX ROI

Optimize
processes

Improve Improve
word-of-mouth N recovery

Direct and indirect voice of customer is a window into the attitude
of your customer base, from which you can identify potential churn
risks. But you might only get one chance to get it right.

For one of our Telco clients we learned:
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of churners only told the of them churned were still under contract,
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Customers who eventually defect:

Talk disproportionately about
“‘loyalty” and “value” rather than
staff-related

Are 85% more likely than

others to rate their likelihood

to recommend (LTR) at O — Spend less and less

money on the company’s
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