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approximately 3:1

For a typical subscription or recurring revenue-based operation, a
healthy CLV:CAC ratio is approximately 3:1.
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CALCULATING

Lifetime Value

A CASE STUDY >» One way to analyze acquisition strategy and estimate marketing
costs is to calculate the Lifetime Value (“LTV”) of a customer. Roughly
defined, LTV is the projected revenue that a customer will generate
during their lifetime. In this graphic we’ll briefly cover how to calculate
LTV and how to use LTV to help solidify your marketing budget.
Special thanks to @avinash.

Case Study: Starbucks

»> Despite the shaky economy, Starbucks is opening new stores around the world. In 2012, Starbucks
expects to open 600 new locations internationally, about 25 percent of which will be in China. It’s no
secret that Starbucks’ acquisition strategy is closely scrutinized and routinely copied. Using rough
sales figures from 2004, we're able to estimate the LTV of an average Starbucks customer. The sales
data from Starbucks may not reflect current marketing trends, and is only provided to illustrate the e —
steps necessary to calculate LTV.

Step 1: Average Your Variables
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https://blog.kissmetrics.com/wp-content/uploads/2011/08/calculating-ltv.pdf
https://blog.kissmetrics.com/wp-content/uploads/2011/08/calculating-ltv.pdf
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Y. Revenue

ARPU = .
Y Active Users
ARPPU (Average Revenue Per Paying User)
ARPDAU (Average Revenue Per Daily Active User)
Average margin per user (AMPU)
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Facebook Average Revenue per User (ARPU) .. AEKSTng
Q2 2012 - Q2 2017 seees Charts
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ARPU based on advertising ($18.93 in the US and Canada in Q2 2017) and payments and other fees (50.45)
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Chart 20: Comparison of ARPU for most recent 8 quarters prior to IPO: Twitter, Facebook, Snap
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*Twitter reports MAUs only, therefore, ARPU was calculated as quarterly revenue divided by quarterly average MAUs with a 50% MAU to DAU adjustment (i.e., DAUs are 50% of MAUs),
while Facebook and Snap’s ARPU is calculated as quarterly revenue divided by quarterly average DAUs; no data available for the 8th month prior to Twitter’s IPO.

Source: Company filings and earnings presentations Qtoptal
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Pinterest's ARPU 2018-2019
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Total customers churned this time period

Churn Rate = — -
Total customers at the start of this time period
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February

Net Churn Rate: 0%
Gross Churn Rate: 50%
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Users' App Retention Retention & Churn

1 Month, 2 Monthsand 3 Months After Download
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Total clicks Total impressions Average CTR
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Net profit margin
ROI
CLV/LTV

CAC
o CPA/CPI/CPM/CPE/CPF/CPO/CPC

o CPI: cost per install
o CPA or CPS: cost per action, cost per acquisition, or cost per sale
o CPL: cost per lead
o CPC: cost per click
o CPM: cost per thousand View
ARPU/ARPA
Churn Rate
Gross Margin
Burn Rate

DAU/MAU Ratio
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ARPU
= Revenue:(#Customers)

CL=100:(Churnrate)

CLV=ARPUXCL
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GrOWth 5% / Week (Revenue or active users)
30% Monthly Users

Engaged Visitors | o aiyusers

Time on Site 17 Minutes

Page Ioad time < 5 Seconds
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Fl‘ee tO paid 2% of free users
Chul‘n 2% / Month
Mobile filesize @ -sovs

CLV:CAC 3:1
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SESSiOI‘IS per User 1.4 sessions per user
Bounce Rate between 26% and 40%

Returning Visitors >30%

Average Session Duration | 2-4 minutes



LOYALTY BY APP CATEGORY (ANDROID)

6 T
Cards & Casino Games
® Weather
)
i
E Finance @
1
o 4
L
q— Photography
L(}J) Sl G - @ Productivity
orts Games
Puzzles
- 5 * ‘—Messaging & Social Health & Fitness @
LL
o) |Action Music & @ @® News & Magazines
[Games Medla @ Eclucation
5 Earmib Books & Reference
amily ,
Z Entertamment 8 Lifestyle @ PBusiness
w 2 Travel & Navigation
2
L
[0 d
L
1
(o}
10% 20% 30% 40%
RETENTION OVER 30 DAYS

FLURRY

== YAHOO!

50%
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www.DavoodDehghan.ir

Slam s 39913
t.me/Davooddehghan65 u 99

instagram.com/Davooddehghan65.pv

Pachim.sh JaSiLosen

linkedin.com/in/davooddehghan65
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