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Most brands react to performance after the numbers arrive. But
in reality, your next month’s retention, movement shifts, and
revenue outcomes are already influenced by the campaigns
you plan this month.

Every first of the month, customer movement data gets
refreshed. By using eWards, you can use that data to map out
the blueprint for the next 30 days of execution, and the impact
shows up exactly in the following month'’s report.

This monthly rhythm is predictable, measurable, and
backed by data. According to Bain’s 2025 CX and
Retention report, Indian brands using predictive
churn models saw a 19% higher customer retention
rate every year compared to their counterparts using
only old-school post-sale engagement metrics.




Monthly Planning Cycle Overview

Customer movement data is refreshed monthly, ensuring that campaigns reflect the most current insights. By
adopting a monthly rhythm, companies can avoid short-term fluctuations and focus on consistent, long-term
customer engagement.

Analysis & Planning (Days 1-7)

Input: Fresh customer movement report ,
. ege This first week serves as the
Activities:

cornerstone of your strategy, relying

» Analyze movement patterns from last month. foch data to inf docis q
on fresh data to inform decisions an
P Identify 1-2 priority movements to focus on. b , o
ensure that campaigns are aligne
» Plan campaigns to address these movements for the , PEI9 J
, " with current trends.
upcoming month.

p Set success metrics that will be evaluated next month.



Execution & Monitoring (Days 8-28)

Activities:

) Execute campaigns based on the plans created in Week 1.

» Continuously monitor real-time engagement and adjust
tactics accordingly.
» Document learnings for future refinement.

Measurement & Learning
Input: New customer movement report
Activities:
p Assess the impact of campaigns on targeted customer
movements.
» Measure ROl and customer retention results.
» Document insights to refine the next planning cycle.

This stage is centered on action.

Campaigns are rolled out,
performance is tracked, and
adjustments are made to enhance

results.

The final step is crucial for

continuous improvement. By

understanding what worked and

what didn’t, businesses can fine-tune
future efforts.




Campaign Planning Framework

Step 1: Movement Analysis (Day 1-2)

Review these key movements from your customer data:
Engaged 2 Disengaged: |dentify early signs of at-risk customers.
Disengaged 2 Drop-Off: Act before customers completely
disengage.

Drop-Off > At-Risk: Last chance to re-engage with high-value

customers.
At-Risk > Lost: Consider strategies for win-back.

These movements will help you focus

your resources on areas with the highest

potential for positive impact.




Step 2: Campaign Selection (Day 3-4)

A
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Choose campaigns based on the movement priority:

High-Priority Movements (e.q., Engaged >
'9 Ty oV (e.g 949 Medium-Priority Movements (e.g., Drop-Off

> At-Risk)
p Test budget allocation.

Disengaged):
p Allocate budget for immediate action.

» Leverage multiple channels to ensure

. , » Focus on asingle channel to gather
comprehensive outreach (Email, SMS,

actionable insights.
etc.).

, P Use moderate offers to assess
» Implement stronger offers to drive

effectiveness.
urgency.

This process ensures that the most critical customer movements receive immediate attention,

while providing space for experimentation in lower-priority areas.
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Set the following success metrics to evaluate

next month's report:

Reduction in targeted movement %
Success = + |ncrease in reverse movement
+ Positive ROl calculation

These metrics should be clearly defined at

the start of the month to provide focus

and alignment for campaign execution.




Campaign Templates for

Monthly Planning

Here are suggested templates for addressing different customer
movements:

Template A: Engagement Rescue Campaign

Target Movement: Engaged > Disengaged
Goal: Reduce disengagement by 15-25% in the next report

Action Plan:

Week 2: Personalized "We miss you" email series.

Weel 5: Targeted product recommendations. Next Month's Measurement:

Engagement trends and disengagement

Week 4: Loyalty reward announcements. rates.

-

—



Template B: Churn Prevention Campaign

Target Movement: Drop-Off > At-Risk
Goal: Retain 20-30% of drop-off customers

Action Plan:

Week 2: Value reinforcement emaiils.

Week 3: Final-chance messaging.

Next Month's Measurement:

At-Risk percentage changes and

retention rates.

Immediate: Urgent retention offers via SMS.

Template C: Win-Back Initiative

Target Movement: At-Risk > Lost
Goal: Reactivate 8-12% of lost customers

Action Plan:

Week 1: Aggressive win-back offers.

Week 2: Success stories and social proof.

Week 3: Final opportunity messages.

Next Month's Measurement:
Reduction in lost customers and
reactivation rate.




Table 1:
Monthly
Budget

Allocation by
Movement
Priority

Priority
Level

Criticadl

High

Medium

Low

AN E
Type

Drop-Off > At-Risk

Engaged >
Disengaged

At-Risk = Lost

Strategic tests

Budget
Allocation

40-50%

25-35%

15-25%

5-10%

Expected Next
Month Impact

20-30%
movement

15-25% movement
Improvement

8-12% reactivation
rate

Learning for future
months



Mon-l-hly Pla nning Execution Weeks:
o € Launch Week 2 campaigns.
CheCkI Is.l. € Monitor engagement metrics.
€ Execute Week 3 follow-up actions.

& Implement Week 4 final attempts.
€ Record tactical learnings.

First Week of the Month:

€ Review customer movement data.
€ Identify 1-2 priority movements. Measurement Next Month:

€ Allocate retention budgets accordingly. @ Compare movement changes vs. previous

€ Choose relevant campaign templates. onth.

€9 Set success metrics for next month's @ Calculate campaign ROI.

performance. & Adjust campaign templates based on results.

€ Establish campaign execution timelines. @ Plan improvements for the next cycle.



Case Study:
Monthly
Planning in

Action

This case study is a hypothetical
example designed to illustrate how
the monthly planning framework
works in practice. It demonstrates
the potential impact of targeted
campaigns on customer behavior
and retention.

Scenario: Brand X

Month 1 Findings:
P 22% increase in Engaged 2 Disengaged movement.
P 650 customers showing disengagement signals.

Month 1 Action Plan:

P Week 2: "We miss you" email series to 650 customers.
» Week 3: Personalized product recommendations.

» Week 4: Exclusive loyalty offers.

Month 2 Results:

» Disengagement movement reduced to 14% (8% improvement).

» 143 customers retained who would have otherwise disengaged.

» ROI: 26,38,012 recovered revenue vs. 21,60,618 campaign spend.



Table 2: Success

Measurement Framework

Primary Metrics Secondary Metrics

Movement percentage ,
Campaign engagement rates.

change.

Customer retention rate ,
Offer redemption rates.

Improvement.

Revenue impact of retained Customer feedback and
customers. responses.



Common Monthly Planning Mistakes

Here are some common mistakes that can happen during monthly planning:

Mistake I: Mistake 2:

Trying to address every customer movement at
ying Y Lack of clear success metrics for the next report.

once.
Solution: Focus on 1-2 high-impact movements

Solution: Define measurable movement

percentage targets.

per month.

Mistake 3: Mistake 4:

Not documenting execution learnings. Overlooking smaller wins that can add up over
Solution: Keep a monthly campaign journal for time.

continuous improvement. Solution: Celebrate and scale successful tactics.



Assignment for This Month:

Day 1: Identify your most pressing customer movement.

Day 3: Select one campaign template.

Your First
M On'l'h Iy Day 35: Define your success metrics for next month's

S This Month: Execute the planned campaigns.
Planning i Paig

CYCIQ Next Month: Measure and apply the learnings.

Execute one targeted campaign this month with

Success

. ene measurable impact in the next customer movement
Definition




Continuous Improvement Cycle

This month’s data This month’s
informs next execution
month’s campaign produces

strategies. actionable results.

By adhering to this

structured monthly rhythm,
organizations create a
continuous learning loop
that enables incremental
Improvements over time:

. . Next month’s data
Learnings drive

validates the
future

effectiveness of
enhancements.

your campaigns.

This iterative
approach ensures
that each
campaignis
optimized for
better customer
retention and
long-term
revenue growth.



Conclusion

This planning process can be complemented by advanced tools and techniques that ensure the most effective
application of insights. With a clear focus on data and continuous improvement, businesses can refine their

strategies month by month and build stronger customer relationships over time.
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DISCLAIMER

The presentations are created merely to guide the delivery of the products of
eWards. The content includes indication about the product offered by eWards. The
content presented are free from any plagiarism and copyright violations under

copyright act.
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