[bookmark: _8tadojuw2hix]RFM Customer Segmentation Matrix Template
This template helps you categorize customers based on three key metrics:
· Recency (R): How recently did they purchase?
· Frequency (F): How often do they purchase?
· Monetary (M): How much do they spend?

[bookmark: _uecyhrbmrtol]1. The Scoring System (1-5 Scale)
Assign a score from 1 to 5 for each metric, where 5 is the best and 1 is the lowest.
	Score
	Recency (Days since last purchase)
	Frequency (Total transactions)
	Monetary (Total spend)

	5
	Very Recent (e.g., 0–30 days)
	Very High (e.g., 10+ times)
	Very High (e.g., Top 20% of spenders)

	4
	Recent (e.g., 31–90 days)
	High (e.g., 6–9 times)
	High

	3
	Average (e.g., 91–180 days)
	Average (e.g., 4–5 times)
	Average

	2
	Old (e.g., 181–365 days)
	Low (e.g., 2–3 times)
	Low

	1
	Very Old (e.g., 365+ days)
	Very Low (e.g., 1 time)
	Very Low



[bookmark: _cgfsud3dgegg]2. The Segmentation Matrix
Once you have calculated the RFM scores (e.g., R=5, F=5, M=5), map them to these segments to determine your strategy.
	Segment Name
	RFM Profile Characteristics
	Description
	Marketing Strategy

	Champions
	**R: 5
	F: 5
	M: 5**

	Loyal Customers
	**R: 3-4
	F: 4-5
	M: 4-5**

	Potential Loyalists
	**R: 4-5
	F: 2-3
	M: 2-3**

	New Customers
	**R: 5
	F: 1
	M: Any**

	Need Attention
	**R: 3
	F: 3
	M: 3**

	At Risk
	**R: 2-3
	F: 4-5
	M: 4-5**

	Can't Lose Them
	**R: 1-2
	F: 5
	M: 5**

	Hibernating
	**R: 2-3
	F: 2-3
	M: 2-3**

	Lost
	**R: 1
	F: 1
	M: 1**



[bookmark: _hpk0tmkea600]3. Execution Plan (Next Steps)
1. Export Data: Pull your transaction history (Date, Order ID, Customer Email, Order Value) from your CRM or POS.
2. Define Thresholds: Adjust the "Scoring System" ranges (e.g., 0-30 days) to fit your specific business cycle.
3. Assign Scores: Give every customer their R, F, and M score (e.g., 555, 155, 211).
4. Target: Filter your email list by segment and send the corresponding campaign.

