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Capturing the Evolution of Customer-Firm Relationships:

How Customers Become More (or Less) Valuable Over Time
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Conclusion

In this research, we develop a dynamic segmentation model
to assess the impact of marketing activities on purchase inci-
dence as well as the number of orders. We believe that our model
provides new insights into customer—firm relationship dynamics
and adds to the growing body of research on customer manage-
ment. Overall, our model enables retailers to understand how
marketing activities vary by segment and suggests how to tailor
activities for each segment so as to increase the effectiveness of
and improve the return on their investments.
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