
A WHITE PAPER

IN C R E A S IN G 
T H E  L IF E T IM E 
VA L U E  O F  YO U R 
C US T O M E R S
ACQUIRE, CONVERT, 
DE VELOP, AND RE TAIN



HOW DOES YOUR 
COMPANY ACQUIRE, 
CONVERT, DE VELOP 
AND RE TAIN THE 
CUSTOMERS YOU 
WANT? 
The mantra of most marketing professionals is often 

summed up in four words: acquire, convert, develop 

and retain.

While the strategy may sound simple, executing it is 

far from easy.

Americans today are deluged with written and digital 

communications. Each day, a household receives 

hundreds of messages, but relatively few resonate. The 

challenge is to construct multichannel communications 

programs that break through the marketplace clutter 

and deliver the desired consumer behavior.

In a marketplace full of noise, the critical question 

is how marketers create acquire, convert, develop 

and retain highly profitable customer relationships. 

How can you learn about your customers and be in 

continual dialogue with them? How do you create a 

private and intimate conversation, like two people 

talking over coffee, so you can understand their 

needs and ultimately increase the lifetime value of 

that relationship?

The key to successfully executing this strategy is 

data. In fact, it’s all about the data. You need data 

to construct a customer profile and to create a 

compelling offer that moves people to action. You 

need data to understand your customer’s ongoing 

likes, dislikes and preferences. And, you need data to 

remarket to them again and again to identify and act 

upon each customer’s patterns of behavior.
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IMPUL SE-TO-ACTION 

The strategy to acquire, convert, develop and retain begins with analyzing the current data you have about 

your customers. Or, it means acquiring data from a trusted source, so you can target a new market segment and 

provide more valuable products and services to help existing consumers.

DEFINE BUSINESS OBJECTIVE
• What is the business goal?

• Acquire, convert, develop, 

retain customers

IDENTIF Y TARGE T AUDIENCE
• Use data to identify consumer 

characteristics and behaviors

• Model and target customers to 

engage

DE VELOP CAMPAIGN S TR ATEGY
• Identify micro-campaign 

measurement for segment, 

channel and location

• Create offers that move 

customers to action; develop 

creative and refine message

ME ASURE + REPORT RESULTS
• Analyze customer response

• Identify most effective calls-to-

action factors

• Apply behavioral insights to 

next campaign

ENGAGE TARGE T AUDIENCE
• Distribute call-to-action across 

all channels: direct mail, online, 

brick-and-mortar locations

• Mid-campaign review to adjust 

call-to-action
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Either way, you need data to do sophisticated 

customer segmentation to understand your target 

audience, provide offers that create and manage a 

genuine impulse to track activity once a consumer has 

engaged with you.

The data model must take into consideration key 

attributes about your customer’s geography, gender, 

buying patterns, etc. Likewise, it should include 

whether a customer prefers to shop online, in-store or 

on the phone. It should help you determine the most 

effective communication channel.

Each type of communication, whether a bank 

statement, a utility bill or marketing offer, performs 

differently for each consumer. Demographic and 

behavioral data help determine whether to send these 

over the web or through the mail—or both. Every 

communication should have a distribution strategy 

based on the customer profile.

DATA DRIVES THE S TR ATEGY

The profile derived from your data model should 

be used to create key messages and develop a 

compelling offer for the prospect or customer.

What do we mean by compelling? The offer must 

be entirely relevant and impactful. If a person has 

shopped at Home Depot, there’s a strong likelihood 

that individual might be interested in a home 

improvement loan from a bank. Or, if f irst-time parents 

are buying a crib or car seat from Target, they may 

also be interested in an offer from an automaker for a 

minivan. That’s relevancy. An irrelevant offer would be 

if this same shopper received an offer for snow tires.

The data set also helps shape the specif ic call-

to-action. Is it a straight $10 discount? Half off for 

spending more than $75? Is the offer redeemable 

online, in-store or via a call center? These are 

important questions that will be dictated by a data-

driven understanding of customer behavior.

The offers that are most valuable collect data on 

an opt-in basis twice. The f irst is upon activation of 

the offer. A consumer is required to provide some 

information to get the coupon or unlock the value in 

a discount card. The second data touchpoint is at the 

time of redemption—right at the cash register. When 

marketers can see into the basket, for instance, it is a 

gold mine of data.

Well-executed print offers can perform as well—or 

better than—digital offers. The reason is that printed 

materials can be held in your hand or sit on a desk or 

table until they are ready to be used. A digital offer 

can disappear into the ether.

Whatever the format, the overall goal is to create 

loyalty and lasting relationships that result in 

increased frequency of visits and repeated purchases 

of increasing size and value—not just a one-and-done 

transaction.

IF  FIRS T-TIME PARENTS ARE BUYING A CRIB 

OR CAR SE AT FROM TARGE T, THE Y MAY 

AL SO BE INTERES TED IN AN OFFER FROM 

AN AUTOMAKER FOR A MINIVAN. THAT ’S 

RELE VANCY.
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TES T-AND-ADJUS T

Once a compelling offer is developed, the test-and-

adjust process begins in earnest. Each offer should 

be sent to a test audience. The results from these 

“micro-campaigns” allow marketers to ref ine the 

offer and optimize it before a large-scale rollout. The 

benefit of a small sample size—a few thousand offers 

or even a few hundred—is that consumer response 

can be gauged effectively without a signif icant 

investment for each type, or segment, or consumer.

By testing and refining the offers from three or four 

micro campaigns, the larger marketing spend will 

deliver a greater ROI. The most important overall 

objective in these campaigns is increasing the 

lifetime value of customers you want. The goal isn’t 

getting just more customers, but rather landing highly 

profitable customers who come back again and again, 

while generating referrals to friends and family.

The importance of doing several micro-campaigns 

concurrently is to understand the most effective 

approach, but not be too quick to judge. For 

example, if f ive campaigns consisting of 20,000 

printed offers are delivered, and two over-perform, 

one underperforms and two do as expected, the 

aggregate results are less important than the results 

of each individual campaign. In other words, you can’t 

evaluate it as a campaign of 100,000 printed offers, 

but rather f ive separate campaigns.

Analysis of the campaign data is key to determining 

why one did well and another didn’t. The goal is to 

discard the losers and promote the winners. Then with 

each successive campaign, there is an opportunity 

to collect more information and further ref ine the 

customer offers, while building customer loyalty.

That was exactly the strategy used by one of the 

world’s largest retailers in one of its most successful 

new store openings. Using company data, mailers 

were sent to people living in close proximity to the 

new store. The mailers didn’t go to everyone, 

only those most likely to engage based on behavioral 

analysis. It worked just as planned. And, the data 

from the initial offer helped with the other part of 

the equation—developing and retaining profitable 

customers.

One of the key opportunities in this store opening 

was making sure that the offer f it the personality 

of the location. Many marketers often overlook the 

fact that each location has a unique profile defined 

by the demographics of the surrounding community. 

Just like an offer needs to be relevant to consumers, 

so, too does the call-to-action need to be defined 

within the context of each location’s unique presence 

in a community. CSG uses the same process with 

its clients today. It works for all industries and all 

products and services.

WITH E ACH SUCCESSIVE CAMPAIGN, THERE 
IS AN OPPORTUNIT Y TO COLLECT MORE 
INFORMATION AND FURTHER REFINE THE 
CUS TOMER OFFERS, WHILE BUILDING 
CUS TOMER LOYALT Y.
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THE BOT TOM LINE

Acquire, convert, develop and retain is a strategy 

that can be used for virtually any product, service 

or solution. If executed well, marketers can increase 

lifetime value of the customer and create brand 

champions that create high-quality referrals. The 

longer you retain that customer, the more profitable 

that customer will be. What are you waiting for?

CSG CUSTOMER 
ACQUISITION & 
DE VELOPMENT 
PROGR AMS
CSG’s customer acquisition and development 

programs increase the lifetime value of your 

customers. We use data analytics, predictive 

modeling and precision targeting to build marketing 

and communications programs that acquire, convert, 

develop and retain customers.

S TR ATEGIC BENEFITS

Whether it’s a product launch, an initiative to deepen 

relationships, or a customer retention campaign, CSG 

increases engagement and revenue by delivering 

world-class strategy, technology and fulf illment. CSG 

turns data into business intelligence to help your 

team understand consumer behavior. Then we create 

compelling offers and calls-to-action that motivate 

consumers to act and keep them coming back to you.

DEVELOP

ACQUIRE

INCREASING
THE LIFETIME

VALUE OF YOUR
CUSTOMERS

CONVERTRETAIN

THE S TR ATEGIC BENEFITS OF WORKING WITH CSG INCLUDE ASSIS TANCE TO:

  Acquire new customers

  Upsell a product or solution with more features

  Cross-sell products—offer new products to 

existing customers

  Increase the purchase frequency of your 

customers

  Identify and the most profitable and least 

profitable customers

  Raise the response rates of hard-to-reach 

consumer populations

  Reduce customer acquisition costs by 

increasing the effectiveness of your marketing 

communications efforts

  Build loyalty
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IMPLEMENTATION

  CSG is the single partner you need to achieve 

your strategic communications goals

  Multichannel message delivery

  Experienced program management approach

  State-of-the-art print and digital capabilities

  Exceptional quality that differentiates you in 

the marketplace

  Nationwide fulf illment and distribution 

facilities

WORLD-CL ASS S TR ATEGIC BUSINESS 
COMMUNICATIONS

CSG is a world-class provider of strategic business 

communication services that helps public and private-

sector organizations run and grow their business.

CSG creates and manages customized solutions using 

a data-driven technology platform that generates 

the right solution for the right audience. Every day, 

clients trust us to distribute critical, time-sensitive 

business communications at the right moment, 

whether information is sent through postal mail, email, 

online postings, or digital media. More than 500 

organizations across the U.S. depend on CSG for their 

strategic business communications.

GROW YOUR BUSINESS WITH US

Our teams create the strategy to increase revenue 

and market share.

  Acquire new customers

  Upsell products and solutions with more 

features

  Cross-sell products—offer new products to 

existing customers

  Build customer loyalty and renewals

  Accelerate customer response via digital and 

mobile channels

  Identify the most profitable and least 

profitable customers

  Raise the response rates of hard-to-reach 

consumer populations

  Use effective analytics and sophisticated 

models to accelerate marketing growth

  Reduce customer acquisition costs by 

increasing the effectiveness of your 

marketingcommunications efforts
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RUN YOUR BUSINESS WITH US

We deliver a wide range of cost-effective, 

high-quality solutions.

  Redundant IT servers and FTP 

communications with formal cybersecurity 

protocols to guard all data and processes

  Variable digital full-color imaging operations 

to personalize and customize communications

  Conventional offset 4-color printing 

operations

  ePresentment communications to accelerate 

payments

  Email communications and tracking

  Text communications and confirmation

  Intelligent inserting and mailing operations

  Automated kitting and fulf illment operations

  National distribution from coast-to-coast 

to speed delivery ensures no disription in 

business

  Tracking and auditing from receipt of data to 

mailbox

ABOUT CSG

CSG simplif ies the complexity of business 

transformation in the digital age for the most 

respected communications, media and entertainment 

service providers worldwide. With over 35 years of 

experience, CSG delivers revenue management, 

customer experience and digital monetization 

solutions for every stage of the customer lifecycle. 

The company is the trusted partner driving digital 

transformation for leading global brands, including 

Arrow, AT&T, Bharti Airtel, Charter Communications, 

Comcast, DISH, Eastlink, iFlix, MTN, TalkTalk, 

Telefonica, Telstra and Verizon. 

At CSG, we have one vision: f lexible, seamless, 

limitless communications, information and content 

services for everyone. For more information, visit 

our website at csgi.com and follow us on LinkedIn, 

Twitter, and Facebook.
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http://csgi.com
https://www.linkedin.com/company/csg-/
https://twitter.com/csgi
https://www.facebook.com/CSGculture/

