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1. Users are people first; health & wellness primary importance (> than product)

2. Lifestyles and working practices are changing

3. Lot of flux and uncertainty (jobs, workflows, budgets, planning)

4. Businesses are under cost-pressure

COVID has created real changes in ways of working



Let’s review how this shows up in 

SaaS subscription data from ProfitWell
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Customer retention is critical at this time.



So how do we improve retention?
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Let’s review how we can prevent and deflect 

active churn / product cancellations



3 key principles of product success

1. Know your customer

2. Understand product value

3. Connect customer to value



Principles (1/3): Know your customer

1. Know your customer

2. Understand product value

3. Connect customer to value

● Which persona has strongest PM Fit?

● Do you know the value (CLV) for this?

● Is ICP / persona clearly defined?

● Are you capturing persona data? Can you 

target based on this data?

● Do you have quant data for engagement?

● Do you have qual data for intent?



Principles (2/3): Understand product value

1. Know your customer

2. Understand product value

3. Connect customer to value

● Why do users come? Why do they stay?

● What are the key “aha” moments?

● What is your engagement metric?

● What actions (events) are tied to value?

● Can you identify which customers are not 

getting sufficient value today?

● Do you have a health dashboard?



Principles (3/3): Connect customer to value

1. Know your customer

2. Understand product value

3. Connect customer to value

● What prevents people getting to “aha”?

● Behavior = Motivation - Friction

● What are users motivated by?

● Product friction can take many forms; 

where does it exist?

● What is the best content and channel to 

remove / reduce product friction?

● This might vary based on persona!



Now how can we apply these principles in our 

products to reduce cancellations?



● Qualitative feedback (semi-structured or free-form) indicates the WHY behind 

what users are and are not doing

● Surveys → microsurveys

● Email → in-product

● Ad-hoc → event triggered

1: Employ in-product feedback throughout the user 
lifecycle



PeopleGrove asked users how they wanted help



HubSpot collects sentiment during key flows



2. Proactively signpost value in the product

● It’s not just about activating users, product tours or feature launches

● Self-serve learning is key

● You need to offer in-line education and in-product marketing (i.e. advertise your 

key features inside your product) to drive continued discovery



Airtable prioritizes learning resources in the nav



WordPress shows off key docs through a Launcher



Clearbit provides a self-serve log of product updates



LivePlan offers additional value through webinars



Mixpanel offers self-serve learning with product tours



3: Deflection within cancellation flows 

● Map the cancellation journey and all the decision points

● Understand the reasons for cancellation and mitigate against

● Offer a soft-landing where possible



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



PLACEHOLDER FOR PROFITWELL SLIDES ON 
CHURN AND ACTIVE CHURN



Let’s look at other examples of how companies 

are handling cancellation flows



Gusto proactively offers alternative payment options



Harvest offers a compelling alternative to cancelling



Zapier shows a high-contrast deflection modal



Ahrefs offers the option to chat



Algolia disables Delete until feedback is collected



Zoom pulls in attributes from the user's account



Now let’s briefly look at delinquent churn

(payment failures)
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Onboarding & activation Feature launches

Continuous feedbackSelf-serve support

Passive learning

Other

Use cases Chameleon enables for our customers



PLACEHOLDER FOR SLIDES ON INTRODUCTION 
TO PROFITWELL PRODUCT





Questions and more info

● Email questions to pa@trychameleon.com; patrick@profitwell.com 

● More examples at trychameleon.com/blog/reduce-customer-churn

● Data sourced from profitwell.com/index

mailto:pa@trychameleon.com
mailto:patrick@profitwell.com
https://www.trychameleon.com/blog/reduce-customer-churn
http://profitwell.com/index

