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The Relational Paradigm Shift

The Transactional Model

Focuses on single-point conversions.

Revenue ends at the point of sale. _.

Customer interactions are purely
reactive.

The Relationship-Driven Model

Focuses on continuous value delivery.

Revenue grows post-sale through
retention.

Interactions are proactive and data-
driven.
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Key Takeaway: Success metrics are the quantitative and qualitative indicators

that bridge product delivery with customer expectations, driving aqgility,
continuous improvement, and overall business growth.
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The Friction Layer: Support & Effort

The Support Crisis Timeline

(O First Response Time (FRT) @=> Support Ticket Resolution (STR)

Customer . : :

neldent Sentiment Degradation / Effort Accumulation
*

FRT =©  STR & CES 2
First Response Time Support Ticket Resolution Rate Customer Effort Score (Friction)
Measures how quickly teams % of tickets resolved within Evaluates ease of interaction.
respond. timeframe.
Impact: Short FRT demonstrates Impact: Low rates signal process Impact: Lower effort scores indicate
attentiveness, directly boosting inefficiencies or poor resource frictionless navigation.

satisfaction. allocation.
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The Customer Sentiment Matrix

CSAT NPS CES
(Customer Satisfaction) 1 (Net Promoter Score) 1 (Customer Effort Score) )
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The Net Promoter Score (NPS) Mechanics

[% PI'OITIOtEI'S] o NPS

[% Detractors]
(Yields a score from -100 to +100)

The NPS Teeter-Totter

[ Passives (7-8) ]

V

[ Detractors (0-6) ] @

Satisfied but vulnerable to
competition.

Unhappy customers requiring
proactive follow-up.

{ Promoters (9-10) ]

4

... ...
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Satisfied advocates driving
organic referral growth.

Actionable Insight: High NPS indicates organic growth potential. Low NPS necessitates follow-up
interviews to uncover pain points and implement targeted improvements.




The Behavior Layer: Active Engagement

Social Media
Interactions

Website
Visits

Loyalty
Program
Participation

Email Open

Rates

Customer Engagement Score

An aggregated score tracking how actively
customers interact with a brand across
various touchpoints. High engagement
correlates strongly with increased loyalty
and satisfaction.

Strategic Utility

Analyze CES to identify high-performing
channels. If social media engagement is low
compared to email, pivot strategy or invest in
targeted content creation.
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The Outcome Layer: Retention vs. Churn

Customer Retention
Rate (CRR)

Loyalty Metrics

CRR: % of customers retained
over a period. Vital for
subscription sustainability.

RPR: % of customers making

multiple purchases. High RPR
proves product value.

Diagnostic Action

1

The Churn Leakage Funnel
==

7

Repeat Purchase
Rate (RPR)

Attrition Metrics

Churn Rate: % of customers who
discontinue their relationship.

Formula: [Customers Lost] + [Total
Customers at Period Start| = Churn
Rate

If analysis shows churn spikes after month three, intervene by enhancing onboarding or offering engagement incentives during that critical window.
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The Financial Apex: Customer Lifetime Value (CLV)

Aver
Pureclfa?see Purchase Customer CLV
Vall.le x Frequency x Llfespan (Total Esj[imated revenue
(Transactions per period) (Total time retained) from a single customer)

(Spend per transaction)

Strategic Utility: A high CLV justifies investments in Customer Success. It guides resource allocation, acquisition
strategies, and marketing investments toward high-value demographic segments.
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The Metrics Ecosystem: Leading vs. Lagging Indicators

Proactive / Early Warning Mid-funnel Sentiment Reactive / Final Outcomes
(Inputs) (Outputs)
.
CES (Activity) Retention Rate '-
CES (Friction) S
STR - o CSAT~ NPS .
> (Friction) | * Churn Rate
@
FRT
@
What customers are experiencing right How customers feel based on What customers have already done.
now. Optimization happens here. operational inputs. The financial results.

Master Takeaway: World-class Customer Success teams live on the left side of the curve, managing leading indicators

to organically produce lagging financial outcomes.




