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Spreading the gospel





https://youtu.be/guj2gVEEx4s

https://youtu.be/guj2gVEEx4s
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Customer Acquisition • Use CLV forecasts to more efficiently allocate multichannel marketing dollars (e.g., CLV-based ad 
optimization)

• Increase ROI by running lookalike campaigns based on Zodiac customer lifetime value metrics
• Lead score new prospects and recently acquired customers and alter strategies (e.g., ad spend) accordingly
• Plan and optimize marketing budgets by acquisition channels and key consumer-facing channels

Customer Retention • Reactivate customers whose value has fallen in recent months
• Predict future churn and proactively take action to mitigate risk. Operationalize customer service 
• Create winback campaigns for customers with high churn risk. Optimize clienteling strategies
• Determine customers’ true brand loyalty and segment the customer base accordingly

Loyalty and Insights • Segment customers by expected number of future transactions to more accurately assess loyalty
• Utilize different marketing levers (e.g., incentives, branding, customer service) based on loyalty tiers
• Build stronger brand loyalty through customer-centric strategies. Focus on priority KPIs
• Within low value product categories, find customers with a high “probability active” to cross-sell

Strategic Development • Aggregate customer-level forecasts to the firm level for more accurate financial forecasts
• Leverage customer lifetime value to make business decisions that yield sustainable, longer-term profitable 

growth
• Calculate existing customer equity and track any changes over time
• Perform corporate valuation using a “bottoms-up,” customer-based approach

Sample Applications
Organizations use Zodiac’s platform to augment a variety of 
business processes including:
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https://www.thetaCLV.com/
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https://thetaclv.com/resource/warby-parker-while-the-stock-pendulum-swings-the-unit-economics-hold-steady/
https://thetaclv.com/resource/warby-parker-while-the-stock-pendulum-swings-the-unit-economics-hold-steady/



Hypothetical trading strategy 
(McCarthy 2020)

• Revisit seven “live” CBCV analyses
McCarthy and Fader (JMR 2018)

Every previously posted (but 
unpublished) CBCV analyses



Read it here: 
https://bit.ly/HBR_FASB

https://bit.ly/HBR_FASB


Other applications of BTYD models

Doctors Without 
Borders

Pediatric Asthma Animal Tracking Library Books

(See more in TEDxPenn talk: https://youtu.be/dHRoO4kbtug)







“Make everything as simple as possible, but not simpler”



Further resources

• Follow/connect with Dan McCarthy: daniel.mccarthy@emory.edu, @d_mccar
• (And me: faderp@wharton.upenn.edu, @faderp) 
• The two main CBCV  papers: http://whr.tn/CorpValPaper1 & http://whr.tn/CorpValPaper2

• Theta: https://www.thetaCLV.com/

mailto:daniel.mccarthy@emory.edu
mailto:faderp@Wharton.upenn.edu
http://whr.tn/CorpValPaper1
http://whr.tn/CorpValPaper2
https://www.thetaequity.com/

	From BTYD to CBCV: Praising a Remarkable Model of Repeat Purchasing
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	15 years of pretty much nothing…
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Spreading the gospel
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Hypothetical trading strategy (McCarthy 2020)
	Slide Number 33
	Other applications of BTYD models
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Further resources

