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Copyright Notice 
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storage and retrieval system, without permission in writing from the Publisher. Requests 
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Legal Notices 

While all attempts have been made to verify information provided in this publication, 
neither the Author nor the Publisher assumes any responsibility for errors, omissions, or 
contrary interpretation of the subject matter herein. 

This publication is not intended for use as a source of legal or accounting advice. The 
Publisher wants to stress that the information contained herein may be subject to varying 
state and/or local laws or regulations. All users are advised to retain competent counsel to 
determine what state and/or local laws or regulations may apply to the user’s particular 
situation or application of this information. 

The purchaser or reader of this publication assumes complete and total responsibility for 
the use of these materials and information. The Author and Publisher assume no 
responsibility or liability whatsoever on the behalf of any purchaser or reader of these 
materials, or the application or non- application of the information contained herein. We 
do not guarantee any results you may or may not experience as a result of following the 
recommendations or suggestions contained herein. 

Any perceived slights of specific people or organisations is unintentional. 
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Introduction 

Reactivating lost customers is one of the most cost-effective strategies for driving 

growth. Disruptors understand that previous customers are easier to convert than new 

leads because they already recognise the brand and have shown buying intent. Brands 

like Netflix, Amazon, and Spotify excel in re-engaging lapsed customers through 

personalised campaigns and timely offers. 

This guide will show you how to: 

• Identify and segment lost customers 

• Understand why customers churn 

• Implement proven reactivation campaigns 

• Craft compelling offers and messaging 

• Measure success and refine strategies 

By following these actionable steps, you’ll regain valuable customers and boost long-

term revenue. 
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Step 1: Identify and Segment Lost Customers 

Define "Lost" Customers 

Determine what qualifies as a lost customer based on your business model: 

• Subscription Businesses: Customers who have cancelled or not renewed. 

• E-Commerce: Customers who haven’t made a purchase within a specific 

timeframe. 

• Service Providers: Clients who haven’t booked a session or renewed a contract. 

Segmentation Strategies 

• By Purchase History: Frequency, value, and types of purchases. 

• By Engagement Level: Past interaction with emails, apps, or support. 

• By Reason for Leaving: Price, product dissatisfaction, or service issues. 

PRO TIP: 

Use CRM tools to automate segmentation and personalise outreach based on customer 

profiles. 
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Step 2: Understand Why Customers Churn 

Common Reasons for Customer Churn 

• Poor Customer Experience: Slow service or lack of support. 

• Perceived Lack of Value: Customers don’t see ongoing benefits. 

• Better Alternatives: Competitors offering superior products or pricing. 

• Lack of Engagement: Customers forgot or lost interest. 

Conduct Exit Surveys 

Send quick surveys or feedback forms to lapsed customers to identify churn reasons. 

Offer incentives for completing the survey. 

CASE STUDY: 

An online retailer recovered 35% of lost customers by addressing shipping issues 

highlighted through feedback surveys. 
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Step 3: Design High-Impact Reactivation Campaigns 

Proven Campaign Types 

1. Win-Back Email Series: 

o Personalised messages reminding customers of previous purchases. 

o Exclusive offers or discounts to incentivise return. 

o Highlight new products or services. 

2. Special Incentives: 

o Time-limited discounts, free shipping, or bonus rewards. 

o Example: "We miss you! Enjoy 20% off your next purchase—expires in 48 

hours." 

3. Personalised Recommendations: 

o Suggest products based on purchase history or browsing behaviour. 

o Example: "Since you loved [Product], you’ll adore our new [Related 

Product]." 

4. Re-Engagement Campaigns: 

o Social media ads targeting inactive customers. 

o Retargeting campaigns via Google and Facebook. 

PRO TIP: 

Focus on emotional connections in messaging. Remind customers why they chose your 

brand initially. 
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Step 4: Craft Compelling Messaging and Offers 

Key Messaging Principles 

• Personalisation: Address customers by name and reference past interactions. 

• Urgency: Use time-sensitive offers to prompt immediate action. 

• Value Reinforcement: Remind customers of your product’s unique benefits. 

• Apology and Incentive: For service issues, apologise and offer compensation. 

Optimising Communication Channels 

• Email: The most cost-effective channel for reactivation. 

• SMS: High open rates and ideal for time-sensitive offers. 

• Direct Mail: Useful for high-value or premium customers. 

• Phone Calls: Effective for B2B clients or high-ticket items. 

CASE STUDY: 

A SaaS company regained 45% of churned customers by offering personalised 30-day 

free trials via email. 
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Step 5: Measure Results and Optimise 

Key Metrics to Track 

• Reactivation Rate: Percentage of lost customers who re-engage. 

• Cost Per Reactivated Customer: Compare to customer acquisition cost (CAC). 

• Revenue Contribution: Track sales generated from reactivated customers. 

• Engagement Levels: Monitor clicks, opens, and response rates. 

Continuous Improvement Strategies 

• A/B Testing: Test different offers, messaging, and channels. 

• Customer Feedback Loops: Collect feedback post-reactivation to understand 

motivators. 

• Lifecycle Analysis: Identify patterns in when and why customers churn. 

CASE STUDY: 

An e-commerce brand increased reactivation success by 60% after testing personalised 

email subject lines and segmenting offers by purchase history. 
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Case Study: Spotify's Win-Back Campaign 

Spotify reactivates lapsed users through highly personalised win-back emails offering 

free trials of premium subscriptions. These emails include personalised playlists and 

listening statistics, reminding users of the value they experienced. This approach has 

significantly boosted re-subscription rates and engagement. 

 

KEY TAKEAWAY: 

Personalisation and clear demonstrations of value are essential for effective 

reactivation campaigns. 
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Conclusion 

Reactivating lost customers offers a high-return, low-cost pathway to revenue growth. 

By segmenting audiences, understanding churn reasons, designing compelling offers, 

and measuring outcomes, disruptors can successfully regain valuable customers and 

deepen brand loyalty. 

 

TAKE ACTION: 

Identify a segment of lost customers today, deploy a targeted reactivation campaign, 

and track performance for continuous optimisation. 
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