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17 Million dollars 
increase in 

Revenue

4x increase in 
Customer 

Satisfaction of Top 
Spenders

34% increase in 
retention of high 

lifetime value 
customers

 

How World Wildlife Fund’s eCommerce division now uses 
Customer Future Value metric to allocate marketing 
resources and prioritize customer support

13%
The WWF is the world’s leading conservation organization.  They work in 100 countries and are supported by over 

1 million members in the United States and six million globally. WWF’s unique way of working combines global 

reach with a foundation in science and involves action and partnership at every level from local to global to ensure 

the delivery of innovative solutions that meet the needs of both people and nature.

 

The WWF e-commerce department sells various animal’s soft toys and apparel. These are very popular amongst 

wildlife lovers and nature conservationists. People buy this merchandise mostly thinking they are contributing 

towards conserving the world's biological diversity.

 

When somebody buys this merchandise, they often choose a recurring plan. Such as a panda soft toy every 6 

months, making this e-commerce business more like a subscription-based business. Very few customers are just 

one-off. 

 

For the past few years, WWF has been seeing a drop in revenues from the Gift Center department. So they wanted 

us to figure out why that is happening and what can be done about it. With very limited resources (reps and ae’s in 

the marketing team), they wanted to figure out a way to reallocate marketing spending and prioritize resources. For 

instance, right now anybody who calls in has a wait time of an average of 14 minutes, irrespective of their spending 

or their potential. Everyone is given the same amount of attention and resources. 

 

In short, the company’s marketing efforts are not geared toward its high-dollar customers or enhancing customer 

lifetime value.

About WWF and the big Problem
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Calculate Customer Future Value (CFV) for each and deploy it organization-wide.

Create a strategy around future profitability rather than historical revenues. 

Reallocate resources (mainly customer support) based on CFV rather than on past spending history. 

Identify high lifetime value from the very start and nurture personal and closer relationships with them. 

Understand the attributes of high-value customers and acquire more such customers in marketing 

campaigns. 

Determine the number of direct mail, telesales, e-mail, and catalogues for each customer.

Make a plan for low CLV customers. 

Goals

Challenges and Implementation

This was one of the projects, where management had a broad set of questions but didn’t know how exactly to go 

about it. After a few rounds of discussions with stakeholders, we quickly came to the conclusion that the right 

strategy can only come from a metric called Customer Future Value.

 

Customer Future value tells us how much profits we will be getting from the customer from today onwards until 

they churn. It is a forward-looking metric and focuses on future profits then past spending history.

 

Once we started looking into the data, we realized we could not include all the customers in the analysis because 

the offerings were different from a few years ago. We e wanted uniformity in the current offerings and customer 

behaviour, so we decided to take the customers who subscribed over the last 5 years. 
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Our automated feature engineering was then able to address inconsistencies in data, make it uniform, break down complex variables          

(transcripts, email addresses, dates) into smaller subset variables and in the end, convert all the information into information that 

Machine Learning models are able to process.

 

Originally the dataset had 800 variables. Our code created 5x more permutations and then ran combinations of variables to figure out the 

most important data points.

 

Automated Feature Engineering allowed us to spend days instead of months just in data cleaning.  Additionally, it led to a significant 

uptick in the machine learning model’s accuracy.

 

For CFV calculations, it’s key to look at not only revenue per client, but who is providing the highest profitability. For the profit margins, we 

had to take all the costs/money spent on customers per year on average. We didn’t have readily available information from the given 

dataset. For example, the cost of manpower hours devoted to every customer wasn’t available as a pre-created field. We had to 

consume data from other applications, in this case, Intercom. What we found, was the 2nd largest expense to WWF (after customer 

acquisition cost) is Customer Support. 

 

 

 

We set to build Survival Analysis models then. We built a dozen models 

under this technique and finally got everybody’s mean residual lifetime 

(MRL). MRL stands for the remaining expected time. It's an important 

measure of how long you have left before a customer cancels a 

subscription. 

 

We then divided customers into low-clv, mid-clv and high-clv customers 

and came up with a strategy for each to increase their value. We also 

analyzed the attributes of high CLV customers, so in future marketing 

campaigns, we can target more of them.
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Optimization
If we just take the whole project as a one-off 

project and build a model and handover to the 

team, it will soon start losing accuracy and in a 

matter of a few months, models will become 

redundant as you will be better off guessing. So 

we set up an infrastructure for automatic 

updates on data. The moment a customer’s field 

changes, he/she is assigned a new CLV score 

and every few days, the models run again with 

new data. 

 

As more data is continually added, the scoring 

becomes more accurate.

 

We were able to create an integration with their 

custom CRM to update the CFV scores every 

time a field was updated.  This is done using a 

combination of webhooks and APIs.  While their 

Account Executives were able to prioritize their 

accounts based on an easy to consume CFV 

score. 

 

 

 

Solutions
Provided a unique Customer Future Value for every customer in the 

database. 

Specifically tailored plan for each individual to increase CLV score.

The company’s 50% of the resources will now be spent on the top 20% of 

customers, sorted by the highest CFV values. We call them VIP customers.

The VIP customers will have no waiting time in the customer care centre, 

while the others will be prioritized on the basis of the order they call in.  

Free shipping and returns for VIP customers moving forward.

At the time of renewals, the high lifetime value customers will be sent 

catalogues, contacted on one on one basis.

The mid-value customers will be sent direct mail and emails and asked to 

upgrade gifts. 

The low-value customers will be just sent emails and asked only to renew 

their current subscription. 

27% of the customers who are currently middle-tier could see their value 

increase if WWF upsells or cross-sells to them without having any additional 

work put into retention.

The bottom 10% have negative profitability and will be given no customer 

care support. Furthermore, in another 2 years, if they continue to show 

negative profitability, WWF won’t renew their subscriptions. 

Segmentation of VIP Clients based on demographics (such as income, age, 

credit card spend, lead source, etc) and communication habits ( such as how 

and when they’re more likely to respond) helped craft the right marketing 

campaign for optimal response and engagement.
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Learn more about 
Cliently 

https://www.cliently.com

Cliently is the first truly AI-based Revenue 

Intelligence Application.

 

Create custom Recipes (Views) to understand the 

entire Sales Journey from all of your sources in one 

place.

 

Automatically generate customized Real-Time AI 

predictions that tell reps which accounts and contacts 

to engage with and which action to take in order to 

maximize sales and save countless hours. Reps get 

insights, recommendations, and predictions from data 

in a very consumable way.

 

Create engaging automated outreach playbooks for 

your Sales team with an omnichannel approach using 

everything from email, to videos, to gifts. Reps can 

take action directly from Cliently’s UI.

ROI

Projected increase in revenue of 
approximately  $17 million annually 
without any changes in marketing 
spend. 
34% increase in retention of high 
lifetime value customers.
4x Increase in customer satisfaction 
of VIP customers. 
Eliminating negative future 
profitability customers will save the 
organisation $50k a year. 

info@cliently.com
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