
 

 
 



Advance Research Journal of Multidisciplinary Discoveries (ARJMD)   I  Vol.88  I  Issue-1   I  Chapter-2   E-ISSN : 2456-1045 

   

Fully Open access, Peer-review and Indexed journal (www.journalresearchijf.com)                                           Page | 1 
 

 

 
 
 

 

 
 

Navigating the Future of Retention Marketing: A Comprehensive 
Guide to Enhancing Customer Lifetime Value and Engagement  

ORIGINAL RESEARCH ARTICLE NAME OF THE AUTHOR(s) 
 

 

ISSN : 2456-1045 (Online) 
ICV Impact Value: 74.80 
GIF- Impact Factor: 5.194 
IPI Impact Factor: 3.56 
Publishing Copyright @ International Journal Foundation 
Article Code: BM-V88-I1-C2-AUG-2023 
Category :  BUSINESS MANAGEMENT 
Volume : 88.0   
Issue: 1(One) 
Chapter : 2 (Two) 
Page :  08-14 
Journal  URL: www.journalresearchijf.com 
Paper Received: 17TH AUG 2023 
Paper Accepted: 26TH AUG 2023  
Date of Publication: 15TH SEP 2023 

DOI: 10.5281/zenodo.8352602 

  

* Dr Raja Roy Choudhury1  
Mayur Phatak2  

Isha Joshi3  
  

 1Dean PG Campus & Director Department of Law, Prestige 
Institute of Management and Research  

Indore 
 

2Independent Technology Consultant,  
Mumbai, India 

 
3Senior Lecturer, Department of Law,Prestige  

Institute of Management and Research,  
Indore.  

 

 
 
 

 

ABSTRACT 
 

   This research paper provides a comprehensive exploration of retention marketing strategies within the context 

of online consumer businesses. As the digital marketplace becomes increasingly competitive, the importance of 
retaining existing customers has become a critical success factor for businesses. This paper delves into the concept of 
retention marketing, its significance in the current market scenario, and the various strategies that businesses can 
employ to enhance customer loyalty and repeat business. Through an extensive review of existing literature, case 
studies, and analysis of potential challenges, this paper aims to provide a detailed understanding of effective 
retention marketing strategies and their implementation. The findings of this research could serve as a valuable 
resource for online consumer businesses seeking to improve customer retention and profitability. 
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I. INTRODUCTION 
 
 

In today's dynamic and competitive business 
landscape, customer acquisition is only the first step 
towards success. The true value lies in nurturing and 
retaining those customers over the long term. In an era 
marked by hyper-connectivity and abundant choices, 
customer loyalty is more challenging to secure than 
ever before. Retention marketing has emerged as a 
strategic imperative for businesses aiming to build 
lasting relationships and maximize profitability 
(Gupta et al., 2006, Venkatesan and Kumar, 2004). 

 
In the realm of online consumer businesses, 

marketing strategies have undergone a significant 
transformation over the years (Bleier and Eisenbeiss, 
2022). Traditionally, the primary focus of marketing 
was to enhance the visibility of a product or brand. 
This approach, often referred to as acquisition 
marketing, aimed at reaching as many potential 
customers as possible to increase the user base. The 
underlying assumption was that a larger user base 
would naturally lead to higher sales and revenue. 
However, this approach has shown its limitations in 
the face of evolving market dynamics. The digital age 
has ushered in an era of intense competition, with 
numerous businesses vying for the attention of 
consumers. Simultaneously, the attention span of users 
has been on a steady decline, making it increasingly 
challenging for businesses to capture and retain their 
interest (Chaffey and Ellis-Chadwick, 2019). 

 
In this context, the traditional acquisition-focused 

marketing strategies have proven to be less effective. 
Businesses have found that while they may be 
successful in attracting users initially, retaining them 
over a longer period is a more significant challenge 
(Bowman and Narayandas, 2004). Users often engage 
with a product or service once and then move on to 
the next offering without forming any long-term 
loyalty or connection with the brand. This realization 
has led to a paradigm shift in marketing strategies, 
with an increasing emphasis on retention marketing. 
Retention marketing is a customer-centric approach 
that prioritizes keeping existing customers engaged 
and loyal to the brand, rather than solely focusing on 
acquiring new ones (Bowden, 2009). It is based on the 
understanding that engaged and satisfied customers 
are more likely to return to the business, leading to 
repeat purchases and higher lifetime value. The shift 
towards retention marketing signifies a more 
profound change in the way businesses perceive their 
relationship with customers. It recognizes that 
customers are not merely one-time buyers but are 
valuable assets who, if nurtured correctly, can 
contribute to the business's growth and success over 
time (Abdolvand, 2015). 

 

In the following sections of this research article, we 
will delve deeper into the concept of retention 
marketing, its importance in online consumer 
businesses, and the strategies and tools that can help 
businesses effectively implement it. 
 

II. THE SHIFT FROM ACQUISITION TO 
RETENTION 

 
The traditional marketing funnel, which has been 

the cornerstone of marketing strategies for many 
years, primarily focused on acquiring as many users as 
possible. This acquisition-centric approach was based 
on the premise that the more users a business could 
attract, the higher the chances of converting them into 
customers, thereby increasing sales and revenue. 

In this model, businesses would invest heavily in 
various marketing activities to increase their product 
or brand's visibility and reach. These activities could 
range from mass advertising campaigns to 
promotional offers aimed at enticing potential 
customers to try out the product or service. The 
ultimate goal was to 'fill the funnel' with as many 
users as possible, in the hope that a significant 
percentage of them would eventually become paying 
customers. 

However, over time, it became increasingly clear 
that this approach had its limitations. While it was 
successful in attracting users initially, it often failed to 
retain them over the long term. Users would try out a 
product or service once, driven by the initial 
promotional offer or the novelty factor, but would not 
necessarily stick around to become long-term 
customers. This led to a situation where businesses 
were continually having to acquire new users to 
replace those that were lost, a process often likened to 
'filling a leaky bucket'. 

This realization led to a significant shift in 
marketing strategies, from acquisition to retention. 
Businesses began to understand that acquiring a 
customer was just the first step in the customer 
journey. To truly reap the benefits of their marketing 
efforts, they needed to retain these customers over the 
long term. This meant not just selling to them once, 
but keeping them engaged and satisfied so that they 
would continue to buy from the business over time. 

This shift towards retention marketing was also 
driven by the understanding that retaining existing 
customers was often more cost-effective than acquiring 
new ones. According to a study by Harvard Business 
Review, increasing customer retention rates by 5% can 
increase profits by 25% to 95%. This is because existing 
customers are more likely to buy from a business 
again, spend more on each purchase, and recommend 
the business to others. 
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In the new retention-focused approach, the 
marketing funnel is no longer just about attracting 
users and converting them into customers. It now 
includes post-purchase stages, where businesses 
engage with customers to ensure their satisfaction and 
encourage repeat purchases. This approach recognizes 
that the customer journey does not end with the first 
purchase but continues as long as the customer 
remains engaged and satisfied with the business 
(Lemon and Verhoef, 2016). 

In the following sections of this research article, we 
will explore the new marketing funnel in more detail, 
discuss the differences between B2B and B2C retention 
strategies, and examine the challenges businesses face 
in implementing retention strategies and how they can 
overcome them. 

III. NEW MARKETING FUNNEL 
 

The marketing funnel is a model that illustrates the 
theoretical customer journey towards the purchase of a 
product or service. In the traditional marketing funnel, 
the customer journey was viewed as a linear process 
that started with awareness and ended with a 
purchase. However, with the shift from acquisition to 
retention, a new marketing funnel has emerged that 
presents a more holistic view of the customer lifecycle. 
The new marketing funnel merges the pre-purchase 
and post-purchase stages, recognizing that the 
customer journey does not end with the first purchase. 
Instead, it continues as businesses engage with 
customers to ensure their satisfaction and encourage 
repeat purchases. This approach requires marketers to 
own the complete customer lifecycle journey to 
maximize Customer Life Time Value (CLTV). 

The stages of the new marketing funnel are as 
follows: 

Awareness: This is the stage where potential 
customers first become aware of a product or service. 
Businesses need to identify the kind of customers that 
will be interested in their product or service and reach 
out to them. 

Engagement and Product Discovery: Once potential 
customers are aware of the product or service, 
businesses need to engage with them and guide them 
towards discovering the product. This could involve 
providing more information about the product, 
answering queries, or offering trials or demos. 

Purchase and Adoption: This is the stage where 
potential customers become actual customers by 
making a purchase. However, the journey doesn't end 
here. Businesses need to ensure that customers adopt 
the product or service and find value in it. 

Retention: After the purchase, businesses need to give 
customers reasons to come back. This could involve 
offering excellent customer service, providing regular 
updates or new features, or offering loyalty programs 
or incentives for repeat purchases. 

Expansion and Advocacy: The final stage of the new 
marketing funnel involves turning customers into 
advocates for the business. Satisfied customers can 
become ambassadors for the brand, recommending it 
to others and contributing to its growth. 

The new marketing funnel represents a 'Customer 
First' approach to retention. It emphasizes the 
importance of communicating with the user to make 
them come back to the product or service. The main 
goal is to guide users to become avid customers and, 
ultimately, ambassadors for the brand. 

 
Figure 1: Stages of New Marketing Funnel 

In the following sections of this research article, 
we will delve deeper into the differences between B2B 
and B2C retention, the challenges in implementing 
retention strategies, and the role of marketing 
automation in facilitating effective retention 
marketing. 

IV. B2B VS B2C RETENTION 
 

The strategies and approaches for retention 
marketing can vary significantly depending on the 
nature of the business and its target audience. In 
particular, there are distinct differences between 
Business to Business (B2B) and Business to Consumer 
(B2C) retention strategies. B2B businesses sell their 
products or services to other businesses. These 
transactions are often larger in scale, more complex, 
and involve longer sales cycles compared to B2C 
transactions. The decision-making process in B2B 
purchases is typically more rational and logic-based, 
involving multiple stakeholders and a careful 
evaluation of the value proposition. 

In contrast, B2C businesses sell directly to 
consumers. These transactions are usually simpler, 
involve smaller amounts, and the decision-making 
process is often more emotional and impulse-driven. 
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Consumers make purchases based on their personal 
needs, preferences, and desires, and the buying 
process is often more straightforward and quicker. 

Given these differences, the retention strategies for 
B2B and B2C businesses also vary: 

B2B retention strategies often involve building 
strong relationships with the client businesses, 
understanding their needs and challenges, and 
providing solutions that add value to their operations. 
This could involve offering personalized service, 
providing ongoing support and training, and regularly 
updating and improving the product or service based 
on the client's feedback. The goal is to become an 
indispensable partner to the client business, thereby 
ensuring their continued patronage. 

B2C retention strategies, on the other hand, often 
focus on enhancing the customer experience, building 
brand loyalty, and encouraging repeat purchases. This 
could involve offering excellent customer service, 
providing regular updates or new features, or offering 
loyalty programs or incentives for repeat purchases. 
The goal is to create a strong emotional connection 
with the customer, making them feel valued and 
appreciated, and thereby encouraging them to 
continue choosing the brand. 

It's also worth noting that the term 'Retention 
Marketing' came into play in early 2015, primarily in 
the context of B2B companies using strategies to 
reduce their customer churn. However, the principles 
of retention marketing are equally applicable to B2C 
businesses, albeit with different tactics and 
approaches. 

In the following sections of this research article, 
we will explore the challenges faced by businesses in 
implementing retention strategies and how they can 
overcome them, as well as the role of marketing 
automation in facilitating effective retention 
marketing. 

V. CHALLENGES IN IMPLEMENTING 
RETENTION STRATEGIES 

 
While the shift from acquisition to retention has 

been recognized as a necessary and beneficial move 
for businesses, implementing effective retention 
strategies is not without its challenges.  

Traditionally, a significant portion of the 
marketing budget has been allocated to user 
acquisition. Shifting the focus to retention may require 
a re-evaluation of budget priorities and convincing 
stakeholders of the long-term value of investing in 
retention. A substantial percentage of users remain 
unknown to businesses, especially in the online space. 
Without their contact information or a clear 

understanding of their behavior and preferences, it 
becomes challenging to engage with them effectively. 
Today's consumers often switch between multiple 
devices, such as mobiles, tablets, and desktop 
computers. Tracking user behavior and engagement 
across these different touch-points can be complex and 
requires sophisticated tracking and analytics 
capabilities. Once businesses are able to connect with 
users across all touch-points, they need to ensure that 
their communication is coherent and consistent. Users 
should not feel spammed or overwhelmed by 
messages from the business. 

As the user base grows, one-on-one engagement 
strategies can become difficult to scale. Businesses 
need to find ways to personalize their communication 
and engagement without overwhelming their 
resources. The attention span of users has become 
much shorter, making it more challenging to capture 
and retain their interest. Businesses need to constantly 
innovate and reinvent their engagement strategies to 
stay relevant and engaging. Every user action on a 
business's platform signals their intent. For instance, 
the size of a shopping cart or inquiries about a specific 
product can indicate a user's intent to make a 
purchase. Identifying these markers is crucial for 
effective retention marketing. Implementing effective 
retention strategies often requires the use of advanced 
technologies, such as marketing automation platforms. 
Identifying the right technology that fits the business's 
needs and capabilities can be a challenging task. 

Despite these challenges, businesses can 
successfully implement retention strategies with the 
right approach, tools, and commitment. In the 
following sections of this research article, we will 
explore how marketing automation can help 
businesses overcome these challenges and effectively 
engage, retain, and monetize their users (Singh and 
Jain, 2013). 

VI. ROLE OF MARKETING AUTOMATION 

 
Marketing automation plays a pivotal role in 

implementing and scaling retention strategies 
effectively. It is a technology that allows businesses to 
automate, streamline, and measure marketing tasks 
and workflows, enhancing operational efficiency and 
growing revenue faster. Marketing automation 
platforms can track and analyze user behavior across 
multiple touchpoints. They can identify both 
anonymous and known users, providing valuable 
insights into their preferences, habits, and engagement 
with the business. This information is crucial for 
personalizing communication and engagement 
strategies. Marketing automation allows businesses to 
create and manage a coherent marketing 
communication plan across multiple channels. It 
ensures that users receive consistent and relevant 
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messages, enhancing their engagement and experience 
with the business.  

One of the key features of marketing automation is 
the ability to schedule and control the frequency of 
communication. This prevents over-communication 
and ensures that users do not feel spammed or 
overwhelmed by messages from the business. 
Marketing automation platforms can automate 
complex engagement workflows, saving time and 
resources. This allows businesses to focus more on 
designing and optimizing campaigns rather than 
executing them. Marketing automation platforms 
provide tools for A/B testing and campaign analysis. 
This allows businesses to experiment with different 
strategies, measure their effectiveness, and scale up 
successful experiments. As the user base grows, 
marketing automation platforms can help businesses 
scale their engagement strategies without 
overwhelming their resources. They can automate 
personalized communication for thousands or even 
millions of users, ensuring that each user feels valued 
and engaged (Gummesson, 2011).  

In conclusion, marketing automation is a powerful 
tool that can help businesses overcome the challenges 
associated with implementing retention strategies. It 
enables businesses to communicate, engage, retain, 
and monetize their users more successfully and with 
less effort. As such, it is an essential component of any 
successful retention marketing strategy. 

VII. IMPORTANCE OF PERSONALIZATION  
IN RETENTION STRATEGIES 

 
Personalization plays a crucial role in retention 

strategies. It involves tailoring communication and 
experiences to individual users based on their 
preferences, behaviors, and past interactions. By 
making users feel understood and valued, 
personalization can significantly enhance user 
engagement and loyalty, leading to higher retention 
rates. 

 
Personalization enhances the user experience by 

making it more relevant and engaging. When users 
receive content or offers that align with their interests 
and needs, they are more likely to engage with them 
and view the business more favorably. Personalized 
communication and experiences can significantly 
increase user engagement and loyalty. Users who feel 
that a business understands and values them are more 
likely to stay engaged, make repeat purchases, and 
become loyal customers. 

 
Personalization can lead to higher conversion 

rates. By presenting users with offers and content that 
are relevant to them, businesses can increase the 
likelihood of users taking the desired action, such as 
making a purchase or signing up for a service. 

Personalization can increase the Customer Lifetime 
Value (CLTV) by encouraging repeat purchases and 
long-term loyalty. By continuously providing value 
through personalized experiences, businesses can keep 
customers engaged over the long term, leading to 
higher CLTV. 

Example of Personalization in Retention Strategies: 

Consider an online clothing retailer that uses 
personalization in its retention strategy. Based on a 
customer's past purchases and browsing behavior, the 
retailer sends personalized product recommendations 
via email. For instance, if a customer has previously 
purchased summer dresses, the retailer might send 
them an email showcasing their new collection of 
summer dresses. Additionally, the retailer could offer 
personalized discounts or rewards based on the 
customer's shopping habits. For instance, if a customer 
frequently purchases items from a particular brand, 
the retailer could offer them a special discount on that 
brand. By personalizing its communication and offers, 
the retailer makes the customer feel valued and 
understood. This enhances the customer's experience, 
increases their engagement and loyalty, and 
encourages them to make repeat purchases, thereby 
increasing their lifetime value to the retailer. 

 

VIII. THE IMPACT OF RETENTION MARKETING 
ON CUSTOMER LIFETIME VALUE (CLTV) 

 
Customer Lifetime Value (CLTV) is a prediction 

of the net profit attributed to the entire future 
relationship with a customer. It's an important metric 
as it gives an understanding of the total amount of 
revenue a business can reasonably expect from a single 
customer account. It considers a customer's revenue 
value and compares that number to the company's 
predicted customer lifespan (Fader and Hardie, 2015, 
Kumar and Reinartz, 2012). Retention marketing plays 
a crucial role in enhancing CLTV. By focusing on 
keeping existing customers engaged and making 
repeat purchases, retention marketing can significantly 
increase the revenue a business earns from each 
customer over their lifetime.  

 
One of the primary goals of retention marketing 

is to encourage customers to make repeat purchases. 
Customers who make repeat purchases contribute 
more to the business's revenue over their lifetime, 
thereby increasing their CLTV. Retention marketing 
also aims to increase the customer's lifespan by 
keeping them engaged and satisfied over the long 
term. A longer customer lifespan means more 
opportunities for the business to earn revenue from 
the customer, thereby increasing their CLTV. 
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Retention marketing often involves efforts to 
enhance customer satisfaction, such as providing 
excellent customer service, personalized experiences, 
and valuable content. Satisfied customers are more 
likely to stay with the business and make repeat 
purchases, thereby contributing more to their CLTV. 
By making customers feel valued and understood, 
retention marketing can increase customer loyalty. 
Loyal customers are more likely to make repeat 
purchases and less likely to switch to competitors, 
thereby increasing their CLTV. 

Example of the Impact of Retention Marketing on 
CLTV: 

Consider a subscription-based streaming service. 
Without retention marketing, a customer might 
subscribe to the service for a few months, then cancel 
their subscription and switch to a competitor. In this 
case, the CLTV of the customer would be relatively 
low. However, with effective retention marketing, the 
streaming service could keep the customer engaged 
and satisfied over the long term. They could do this by 
providing personalized content recommendations, 
excellent customer service, and special offers or 
incentives for long-term subscribers. As a result of 
these retention efforts, the customer might continue 
their subscription for several years instead of just a 
few months. They might also upgrade to a higher-
priced subscription plan or purchase additional 
services, further increasing the revenue they generate 
for the business. In this case, the CLTV of the customer 
would be significantly higher, demonstrating the 
impact of retention marketing on CLTV. 

IX. STRATEGIES FOR EFFECTIVE 
CUSTOMER ENGAGEMENT 

 
Customer engagement is the ongoing interaction 

between a company and its customers, offered by the 
company, chosen by the customer (Libair et al., 2010). 
Effective customer engagement strategies can help 
businesses build strong relationships with their 
customers, enhance customer satisfaction and loyalty, 
and increase customer lifetime value (CLTV). 

Personalization involves tailoring communication 
and experiences to individual customers based on 
their preferences, behaviors, and past interactions. By 
making customers feel understood and valued, 
personalization can significantly enhance customer 
engagement. Today's customers interact with 
businesses across multiple channels, including 
websites, mobile apps, social media, and email (Lemon 
and Verhoef, 2016). Businesses should strive to 
provide a consistent and seamless experience across all 
these channels to enhance customer engagement. 

 Providing valuable content, such as informative 
blog posts, how-to guides, and educational videos, can 

help businesses engage their customers and establish 
themselves as trusted experts in their field. 

Excellent customer service is crucial for customer 
engagement. Businesses should strive to respond to 
customer inquiries and issues quickly and effectively, 
and to proactively communicate with customers about 
updates, issues, and solutions. Loyalty programs, 
which reward customers for making repeat purchases 
or engaging with the business in other ways, can 
significantly enhance customer engagement and 
loyalty. Encouraging customers to create and share 
their own content, such as product reviews, 
testimonials, and social media posts, can enhance 
customer engagement and provide valuable social 
proof. 

By implementing these strategies, businesses can 
effectively engage their customers, build strong 
customer relationships, and enhance their retention 
efforts. By implementing these strategies, businesses 
can effectively engage their customers, build strong 
customer relationships, and enhance their retention 
efforts. 

X. FUTURE TRENDS IN RETENTION 
MARKETING 

 
As businesses continue to recognize the 

importance of customer retention for their long-term 
success, new trends are emerging in retention 
marketing. These trends reflect the evolving needs and 
expectations of customers, as well as advancements in 
technology. 

Personalization is already a key strategy in 
retention marketing, but it is set to become even more 
advanced in the future (Malthouse and Blattberg, 
2005). Businesses are increasingly using artificial 
intelligence (AI) and machine learning to analyze 
customer data and deliver highly personalized 
experiences. This can include personalized product 
recommendations, content, and offers, as well as 
personalized customer journeys. For example, an 
online retailer could use AI to analyze a customer's 
browsing and purchase history, as well as their 
interactions with the website, to deliver highly 
personalized product recommendations. The retailer 
could also use this data to personalize the customer's 
journey on the website, showing them relevant content 
and offers at each stage of their journey. 

As customers continue to use multiple channels to 
interact with businesses, omnichannel engagement is 
becoming increasingly important. This involves 
providing a consistent and seamless customer 
experience across all channels, from websites and 
mobile apps to social media and email. For example, 
abank could provide a seamless customer experience 
across its website, mobile app, physical branches, and 
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customer service channels. This could include 
allowing customers to start a transaction on one 
channel and complete it on another, providing 
consistent information and services across all channels, 
and using customer data to personalize the experience 
on each channel. 

Predictive analytics involves using data, statistical 
algorithms, and machine learning techniques to 
identify the likelihood of future outcomes based on 
historical data. In the context of retention marketing, 
businesses can use predictive analytics to identify 
customers who are at risk of churning and take 
proactive steps to retain them (Malthouse and 
Blattberg, 2005). For example, a subscription-based 
streaming service could use predictive analytics to 
identify customers who are at risk of cancelling their 
subscription, based on factors such as their usage 
patterns, interaction with the service, and feedback. 
The service could then take proactive steps to retain 
these customers, such as reaching out to them with 
personalized offers or content. 

As products and services become increasingly 
complex, customer education is becoming a key 
retention strategy. This involves providing customers 
with the information and resources they need to 
understand and get the most value from a product or 
service. For example, a software company could 
provide a comprehensive library of resources, 
including how-to guides, video tutorials, and 
webinars, to help customers understand and use its 
software. The company could also offer personalized 
training and support to help customers overcome 
specific challenges or achieve specific goals with the 
software. 

These trends reflect the ongoing evolution of 
retention marketing, as businesses strive to meet the 
changing needs and expectations of their customers 
and leverage new technologies to enhance their 
retention efforts. 
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