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Customer Marketing
The cheapest revenue a company can win sits in the customers
it already has.

T H E  Q U E S T I O N  I T
A N S W E R S How much expansion revenue is the installed base leaving on

the table?

T H E  M E T H O D Across the customer lifecycle

Stage 1

Adoption
Onboarding and content that
get customers to value fast.

Stage 2

Expansion
Cross-sell, upsell and pricing
plays into the base.

Stage 3

Retention
Renewal risk spotted early,
value made visible.

Stage 4

Advocacy
References, case studies
and peer proof.

W H AT  W E  D O

Size whitespace by account and
segment

Design cross-sell, upsell and
pricing plays

Build adoption and onboarding
content

Turn customers into references and
case studies

W H AT  Y O U  R E C E I V E

Whitespace map of the installed
base

Expansion playbook for sales and
customer success

Lifecycle programme from
onboarding to renewal

Customer proof library

M E T R I C S  M O V E D  →  E N T E R P R I S E
VA L U E

NRR: expansion revenue from
existing customers

GRR: fewer customers lost at
renewal

CAC: existing customers are the
cheapest revenue to win

T Y P I C A L  T I M E L I N E

8–12 weeks
P R O O F

GTT Marine: a cross-sell playbook between three legacy customer
bases, built on segmentation from customer economics.
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