
Strengthening 
customer lifetime value 
in wealth management

Thailand Wealth Management Forum

24th May 2023, Bangkok

Senior Business Consultant

Anna Sacha



Theory



Customer lifecycle
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Market voice



Cost of customer aquisition



Cost of customer aquisition



Cost of customer aquisition



Probability of selling…



Increase in customer retention -> boost of profitability



When wealth comes into the game…



When wealth comes into the game…



Value loop methodologies



Long-term relationships

Short-term revenues







Customer lifetime value
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#1
Personalized investment ideas







#2
Gamification







#3
Personalized videos





of users watch personalized 
video till the very end85%

*compared to 15% 
for non personalized video

Click Through Rate
(CTOR)*

*compared to personalized 
text emailing

>2x

Higher conversion when sales 
process was supported by 

personalized video 
240%



Key takeaways



Things to remember

Customer acquisition is expensive but 
retention is the key to gain a better ROI 

Engaging your customers is crucial
to achieving continues sales

Wealth offering prolongs
customer life within a FI

Personalized proposition and communication
is the key to activate and engage customers

Gamification and loyalty mechanisms
are driving customer retention



Meet the team



Developing the future
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