SUAN SUNANDHA RAJABHAT
UNIVERSITY

CUSTOMER
PROFITABILITY ANALYSIS

Presented By:
KARDPAKORN NINAROON


https://www.google.com/search?q=Customer+Profitability+Analysis&rlz=1C1VDKB_enTH1186TH1186&oq=%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A7%E0%B8%B4%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B2%E0%B8%B0%E0%B8%AB%E0%B9%8C%E0%B8%9C%E0%B8%A5%E0%B8%81%E0%B8%B3%E0%B9%84%E0%B8%A3%E0%B8%A5%E0%B8%B9%E0%B8%81%E0%B8%84%E0%B9%89%E0%B8%B2+%E0%B8%A0%E0%B8%B2%E0%B8%A9%E0%B8%B2&gs_lcrp=EgZjaHJvbWUqBwgBECEYoAEyBggAEEUYOTIHCAEQIRigATIHCAIQIRigATIHCAMQIRigATIHCAQQIRiPAtIBCDM5ODBqMGo3qAIAsAIA&sourceid=chrome&ie=UTF-8&ved=2ahUKEwi_-szvpIqSAxUmT2cHHa0CI_gQgK4QegQIARAB
https://www.google.com/search?q=Customer+Profitability+Analysis&rlz=1C1VDKB_enTH1186TH1186&oq=%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A7%E0%B8%B4%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B2%E0%B8%B0%E0%B8%AB%E0%B9%8C%E0%B8%9C%E0%B8%A5%E0%B8%81%E0%B8%B3%E0%B9%84%E0%B8%A3%E0%B8%A5%E0%B8%B9%E0%B8%81%E0%B8%84%E0%B9%89%E0%B8%B2+%E0%B8%A0%E0%B8%B2%E0%B8%A9%E0%B8%B2&gs_lcrp=EgZjaHJvbWUqBwgBECEYoAEyBggAEEUYOTIHCAEQIRigATIHCAIQIRigATIHCAMQIRigATIHCAQQIRiPAtIBCDM5ODBqMGo3qAIAsAIA&sourceid=chrome&ie=UTF-8&ved=2ahUKEwi_-szvpIqSAxUmT2cHHa0CI_gQgK4QegQIARAB
https://www.google.com/search?q=Customer+Profitability+Analysis&rlz=1C1VDKB_enTH1186TH1186&oq=%E0%B8%81%E0%B8%B2%E0%B8%A3%E0%B8%A7%E0%B8%B4%E0%B9%80%E0%B8%84%E0%B8%A3%E0%B8%B2%E0%B8%B0%E0%B8%AB%E0%B9%8C%E0%B8%9C%E0%B8%A5%E0%B8%81%E0%B8%B3%E0%B9%84%E0%B8%A3%E0%B8%A5%E0%B8%B9%E0%B8%81%E0%B8%84%E0%B9%89%E0%B8%B2+%E0%B8%A0%E0%B8%B2%E0%B8%A9%E0%B8%B2&gs_lcrp=EgZjaHJvbWUqBwgBECEYoAEyBggAEEUYOTIHCAEQIRigATIHCAIQIRigATIHCAMQIRigATIHCAQQIRiPAtIBCDM5ODBqMGo3qAIAsAIA&sourceid=chrome&ie=UTF-8&ved=2ahUKEwi_-szvpIqSAxUmT2cHHa0CI_gQgK4QegQIARAB

CUSTOMER LIFETIME
VALUE (CLV)
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(CUSTOMER LIFETIME VALUE MODELS)

sUuuuvav CLV uuvlu 2 Tulaakdndo wuudaukav (Historic) Rlddoyamsiossviuada uas
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Objective Understands customer's past contributions  Forecasts customen's future value/behavior
Data used Historical (such as past transactions) Historical. demographic. and behavioral
Approach Retrospective Forward-looking

Gives understanding of customer's past Enables proactive strategy planning

behavior patterns tdentifies high-value customers for long-
Advantages - Identifies successful interactions tarm growth

Useful for short-term customer value Guides marketing campaigns and

RS ESSIMENT resource allocation

Requires advanced algorithms and data
analysis technigues

Meads regular updates ta maintain
AGCUraCY

Businesses with limited data or seekin Businesses alming to invest in long-term
Best-sulted for i g - g x g
InE.IghlE Oy p.EIEI DEFTEI-I‘I'I"‘-EHI.’!E CLEBTmer relaniion EIIFBIEQIES-

Limited by available historical data
Limitations May not account for future changes in

customer behavior or market trends
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(HISTORICAL CLV)
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(PREDICTIVE CLV)
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A1sAMuUdaU CLV Tkargdsavuatuvuvigluauavsusoun
doviglutaanivadd laends:uuztngasAudeu CLV LU
vi1a8vLlu Historic CLV

dasAiudau CLV
CLV=A0V x APF x ACL

lasi

o AOV (Average Order Value): yaAaaslunaisdvio
gas: s19ldnvkua / Srudufmdvdonvrua

e APF (Average Purchase Frequency): adwaLaastunisdvdo
gas: F1udUM&vEaNvKua / SuduanANbKUQ

e ACL (Average Customer Lifespan): Altadsorglunmistduanan
gas: (wasauvavargmsiuanmuavanmuciazAu)/ Sruduanmnokua

Watch video on YouTube
Error 153
Video player configuration error

K1ngInsNanMAuUU asomlistiisimiks awisalgaas

dasmudeumilsla
CLV (Profit) = CLV x Profit Margin (%)

lasn

e CLV (Customer Lifetime Value): yan1naaaswuav

anA AldAudeunoukiind

e Profit Margin: asiwasls (%) ildonaisavnu
sumA fls = s191d - dunu
uacruihukiWuwasidu sasiwadls = (fils/aunu)*100
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1. Stumuw A 2. STumuw B
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CLV =120 un = (4 ASY/1dou) x 24 1dau = 11,520 uIn (37udul) = 25,000uU1N
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3. mMsaunAsavIsnsdWauds
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dasniudeu:

CLV = 375 uan (goau181aag) x 12 (msdadall) x 4 (F1udu
U)=18,000 un

4. Aunud1KkuNgsasud
MunuFkuesasudiludoagivnduavssionidyaAins
ng10asgv udinnudlumsdad anA A asalkulusim
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szg:z1a1 15U

dasniudeau:

CLV = 750,000 u1n (gaauigtods) x 0.2 (Frudumsdade
U)x 15(91udud) =2,250,000 un
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35nddralkuusudiivioyatngdiudaym laua
e A1sn1 survey SuU feedback D1AanA
e AISSUUDLAUDUUDIANNLIUCIVC)
e A1SN1 social listening KSa15A reviews



naavisiK
CLV gvyu

e LduddawLAuye) lKkAuanA
WumisiauadawitAvLuUlawI:unna (Personalized) ©2©
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CLV gvyu
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e Up-sell ua: Cross-Sell
Up-sell ua: Cross-sell 1lHudn3skivAgdelk CLV goduldlu
1Gos1eldlagasy (ovain Up-sell ua: Cross-sell 10u3s
Mlkooadansdvioudaznsvvavanmiisusuuinu

Tips lun1s Up-sell ua: Cross-sell laua
e vnaWutéa
e L@U2Ms upgrade GIAS1I
o goluvautwouuzthdudivied
e USANSAVWS
o KAnLAOVSIazIdvadolauaited:=tauly
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(CUSTOMER PYRAMID MODEL)
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s:QuaIuAdIUgoYavyan [aun s:qu Lead
(3:1un31oAaa), Iron, Gold ua: Platinum (gaa
uuganiyadigoaa) WolkssAvldonusKis
AINAUWUS ua:nsSwanaslaagivinuizau
alualQuAduaIAgy

Least Profitable
Customers

What segment spends more with
you over time, costs less to
maintain, and spreads positive
word of mouth?

What segment costs us in time,
effort and money yet does not
provide the return you want?

What segment is difficult to do
business with?
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GOLD
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PLATINUM
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AISUSKISnauanAl
(CUSTOMER PORTFOLIO MANAGEMENT)

ASUSKISNauanA1 (CPM) AansuuvgiuanAINvKuaoan
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PORTFOLIO
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WolknisusSkis  Portfolio  1Aawadiés

lLLUSUGGYIFgLASOYUDILadUy 5 Us=As
laun:
e AISuUvAIUOalIa(Market Segmentation)
e AISWIIASUYDQUNY (Sales Forecasting)
e aunuznundassu (Activity-Based Costing - ABC)
e A1sUs:uIaUNaAI0NadauIvVEINanA1(CLV)
e A1sAKiidVUDa (Data Mining)




AISLLULIIUGOAIQ
(MARKET SEGMENTATION)

AoAs:uduMsSIUvaalaaantlunaugos NidAIU
AovAsIkidounu

AISWYIASAUYDQUIY
(SALES FORECASTING)
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(ACTIVITY-BASED COSTING - ABC)
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#HE aaMNOANNdAIAYLEVAAgNnS
(STRATEGICALLY SIGNIFICANT CUSTOMERS - SSCS)
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anAmnidyaA1aaaavdIvEdIaluaurnage

(High Future Lifetime Value Customers)
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AsauN:=asvmisurkiAmaniunmssosinauilaua  dlamatdulalu
msodaunngodu (Up-selling) kSakaiakaiedu (Cross-selling)
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(STRATEGICALLY SIGNIFICANT CUSTOMERS - SSCS)

anAnidgaataUsuraunn
(High volume customers)
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(Benchmark customers)
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#HE aaMNOANNdAIAYLEVAAgNnS
(STRATEGICALLY SIGNIFICANT CUSTOMERS - SSCS)
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(Inspirations)
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(Door openers)
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AAYNSAISUSKISDANISANAT
(THE CUSTOMER MANAGEMENT STRATEGIES)

AodunaudAry AwWasuwamnmsitasikiayalknarotdums
Jauaasy lagidumsaonluudsmsauaanmnuancivau tWolk
lKUIzduAuAAT  Lazwadnssuyavanmuaaznaulu Portfolio
msidonldnagnsnasvaa  d:ddrelRssAvuskIsnswennsldagv
AuAtazas1vANUIdWSgUMOYMISIWLLTU GV EVEU

lasidnagnskanlunisusSkisvanisann avl:

e Protect the relationship (UnUavad1uduwus)
« Re-engineer the relationship (USutlaguns:uduaisn21uduwus)
e Enhance the relationship (9as:aun>INdUWUS)
e Harvest the relationship (tAuvtAgonaus:lovu)
e End the relationship (ain>1wauwus)

« Win back the customer (n1sivanA1nauAuw)
o Start a relationship (n1sISUAUAINIUWUS)



PROTECT THE RELATIONSHIP
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RE-ENGINEER THE RELATIONSHIP
(JSsuwdasuns:=usunisAduduwus)
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ENHANCE THE RELATIONSHIP
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HARVEST THE RELATIONSHIP
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END THE RELATIONSHIP

(s WdUWUS)
Aonagns "msi@aWuanm” Asbudevrinboeanmsietuliul
Anenwlunsasivals  uazludnnudinegyisonagnsiusuinn
wWa:daAuANSEAUaLIguIe  LdMSAaAUEUWUSTEIoTR
wsudawnsakgamsdeyldonswenns  Lazaadunuigayilan
Wounswenasikadu  [UuskisdamsanAindunnunw
uINAI




WIN BACK THE CUSTOMER
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START A RELATIONSHIP
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