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Customer lifetime value (CLV) insights for strategic marketing
success and its impact on organizational financial performance
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Faculty of Business, Al-Zaytoonah University of Jordan, Amman, Jordan

ABSTRACT

This paper delves into the intricate interplay among Customer Lifetime Value (CLV),
strategic marketing practices, and their impact on organizational financial performance.
Aimed at informing strategic decision-making for marketers and business leaders, the
study employs a mixed-methods research approach, combining quantitative and
qualitative methods. Of the 375 participants invited to partake, 332 questionnaires were
deemed valid for analysis. Quantitative data from customer transaction records and
qualitative insights from a customized questionnaire reveal positive customer
perceptions regarding CLV factors. Respondents show moderate to high agreement
with statements related to product alignment, long-term outlook, repeat purchases,
loyalty rewards, and customer-oriented services. The results underscore the pivotal role
of CLV in influencing financial metrics, notably market valuation (P/E ratio).
Recommendations include enhancing customer service, refining marketing strategies,
and maintaining financial stability to bolster customer confidence.
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1. Introduction

In today’s highly competitive business landscape, organizations are constantly seeking effective strategies
to maximize their marketing efforts and drive sustainable growth. Amidst this pursuit, understanding and
leveraging the concept of Customer Lifetime Value (CLV) has emerged as a critical component for stra-
tegic marketing success (Jasek et al., 2019). CLV represents the total value a customer generates over
their entire relationship with a company, encompassing not only immediate transactions but also the
potential for long-term loyalty and profitability. (Kumar & Reinartz, 2016).

It is impossible to exaggerate the significance of Customer Lifetime Value (CLV) and strategic market-
ing techniques in modern business settings. A crucial research issue still remains, notwithstanding the
wealth of studies conducted in this field: a thorough comprehension of the complex interactions between
CLV, strategic marketing techniques, and their effects on the financial performance of organizations. By
examining the complex dynamics of CLV and strategic marketing, this study seeks to close this knowl-
edge gap and offer crucial insights to practitioners in the field as well as scholars. Fragmented knowl-
edge and theoretical inconsistencies impede academic understanding in this field, underscoring the need
for a comprehensive analysis of CLV’s influence on marketing strategies and financial outcomes.

Furthermore, practically speaking, companies are realizing how crucial CLV is to decision-making
regarding resource allocation, CRM tactics, and overall business performance. Therefore, this study not
only adds to academic scholarship but also provides actionable insights that can enhance business com-
petitiveness in today’s dynamic market landscape and inform strategic decision-making by clarifying the
complex relationship between CLV, strategic marketing practices, and financial performance.
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This research paper delves into the multifaceted realm of CLV and its pivotal role in shaping market-
ing strategies. By unlocking the treasure trove of CLV insights, organizations can gain a deeper under-
standing of their customers, tailor marketing initiatives, and make informed decisions that fuel long-term
customer value creation. Through an exploration of various dimensions within the CLV-Marketing nexus.

The foundation of this research lies in establishing a conceptual framework for CLV. This research
begins by defining CLV and examining its theoretical underpinnings. By exploring the core components
of CLV, including customer acquisition cost, retention rate, and average revenue per customer, this
research lay the groundwork for understanding its intricate calculations and implications.

Within this context, a critical aspect of this research is an in-depth analysis of the different method-
ologies and approaches used to measure CLV. Traditional methods, such as historic CLV and customer
segmentation-based CLV, will be explored alongside more advanced techniques, including predictive
modeling and machine learning algorithms (Kubacka, 2020; Sunder et al., 2016). Through a comparative
evaluation of these methods, this research aims to shed light on their respective strengths, limitations,
and practical applications. Moreover, this research endeavors to examine the diverse factors that shape
CLV, such as customer behavior, satisfaction, loyalty, and engagement. By exploring the dynamic inter-
play between marketing strategies and the creation of customer value over the customer lifecycle.
Moreover, the financial implications of CLV on an organization’s bottom line cannot be overlooked. By
harnessing the potential for enhanced profitability, return on investment (ROI), and long-term sustainable
growth, organizations can capitalize on the power of CLV to drive superior financial performance.

However, while the benefits of CLV are evident, its practical implementation comes with challenges.
This research addresses these challenges, including data availability, accuracy, and integration across
organizational functions. Furthermore, as marketing landscapes evolve, exploring CLV in the context of
digital marketing, social media, and Omni-channel strategies presents an exciting avenue for future
research.

The structure of this paper is as follows. Section 1 the introduction. Section 2 the relevant literature.
Section 3 Methodology. Section 4 presents the results. Finally, section 5 presents the conclusions.

2. Literature review
2.1. Conceptual framework

Customer Lifetime Value (CLV) serves as a vital metric for understanding the long-term value that
customers bring to a business. It represents the total economic value generated by a customer over their
entire relationship with a company, encompassing both their initial purchase and subsequent transac-
tions. CLV provides insights into customer profitability, guiding marketing strategies and resource alloca-
tion decisions (Chen et al., 2018; Gupta et al.,, 2021).

CLV is composed of several key components that collectively contribute to its calculation and inter-
pretation. One such component is the Customer Acquisition Cost (CAC), which represents the expenses
incurred in acquiring a customer. It encompasses marketing and sales costs associated with lead gener-
ation, advertising, promotional activities, and sales efforts (Reinartz & Kumar, 2022). The CAC is an essen-
tial factor in determining the profitability of acquiring new customers and should be weighed against
their CLV.

The concept of Customer Lifetime Value (CLV) has its roots in marketing theory, where it serves as a
fundamental metric for assessing the long-term profitability of customer relationships (Rust et al., 2004).
CLV is grounded in the economic theory of customer valuation, which posits that customers contribute
varying levels of value to a firm over their lifetime based on their purchase behavior, loyalty, and profit-
ability (Berger & Nasr, 1998). From a strategic marketing perspective, CLV is integral to the formulation
of effective customer acquisition, retention, and development strategies (Blattberg et al., 2001).

Strategic marketing theories provide valuable insights into the drivers of CLV and the development of
marketing strategies aimed at maximizing customer lifetime value. The Resource-Based View (RBV) of the
firm emphasizes the importance of leveraging firm-specific resources and capabilities to create and sus-
tain competitive advantage (Barney, 1991). In the context of CLV, RBV suggests that firms can enhance
customer value by investing in resources that improve customer satisfaction, loyalty, and retention
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(Homburg et al., 2017). Additionally, Relationship Marketing theory emphasizes the significance of build-
ing long-term, mutually beneficial relationships with customers through personalized interactions,
trust-building, and value co-creation (Dandis et al., 2022; Gronroos, 1994),

Furthermore, financial theories provide insights into the financial implications of CLV for organizational
performance. The Market-Based View (MBV) of the firm focuses on the impact of market conditions and
investor perceptions on firm value (Castéran et al., 2021; Wernerfelt, 1984). In the context of CLV, MBV
suggests that firms with higher CLV may command higher market valuations due to their ability to gen-
erate sustainable cash flows and achieve superior financial performance (Rust et al., 2004).

Drawing on these theoretical foundations, our conceptual framework integrates key constructs such
as customer value, loyalty, satisfaction, and retention to elucidate the drivers and outcomes of CLV. By
synthesizing insights from marketing, finance, and strategic management theories, our study aims to
provide a comprehensive understanding of the complex relationship between CLV, strategic marketing
practices, and organizational financial performance. This theoretical framework guides the development
of our research hypotheses and informs our empirical analysis, thereby contributing to both theoretical
advancement and practical implications in the field of CLV and strategic marketing. Damm & Rodriguez
Monroy, 2011).

Retention rate is another crucial component of CLV. It measures the likelihood that a customer will
continue their relationship with the company over a specified period. Higher retention rates indicate
stronger customer loyalty, longer-lasting relationships, and increased CLV (Lemon & Verhoef, 2021). By
focusing on improving customer retention, organizations can cultivate profitable, long-term customer
relationships and enhance CLV.

Average Revenue per Customer is an additional component of CLV. It represents the average amount
of revenue generated by a customer during their relationship with the company. This metric captures
both the frequency of purchases and the value of each transaction. By increasing the average revenue
per customer, businesses can boost their overall CLV and drive sustainable growth (Lew, 2017; Winer, 2021).

Based on the conceptual framework Figure 1 illustrate the study model.

The theoretical underpinnings of CLV are rooted in the concept of customer-centricity and relationship
marketing. CLV recognizes that customers are not uniform entities; they have different characteristics,
preferences, and lifetime behaviors. By incorporating these aspects into CLV calculations, organizations
can tailor their marketing efforts to specific customer segments, providing customized experiences and
targeted value propositions (Venkatesan & Kumar, 2021).

The relevance of CLV for marketing decision-making cannot be overstated. It guides strategic market-
ing planning, budget allocation, and customer acquisition strategies. By identifying high-value customers
and focusing on cultivating long-term relationships with them, businesses can optimize their marketing
investments and maximize customer lifetime profitability (Berger & Nasr, 2021).

In summary, CLV serves as a crucial metric for understanding customer value and profitability over the
course of the customer relationship. Its components, including Customer Acquisition Cost, Retention

Dependent Variable

Independent Variable
Financial

Performance

ROA

E——)

ROE

P/E

Figure 1. Study model.
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Rate, and Average Revenue per Customer, contribute to a comprehensive assessment of CLV. The theo-
retical foundations of customer-centricity and relationship marketing underscore the importance of CLV
in guiding marketing decisions and optimizing long-term customer value.

2.2. CLV Measurement methods

Calculating Customer Lifetime Value (CLV) involves employing various approaches and methodologies
that consider different aspects of customer behavior, purchase patterns, and future revenue potential
(Wang et al.,, 2019). Traditional methods such as historic CLV and customer segmentation-based CLV
provide a foundation, while more advanced techniques like predictive modeling and machine learning
algorithms offer enhanced accuracy and predictive capabilities (Chamberlain et al., 2017; Jasek et al.,
2019; Su et al, 2023).

Historic CLV is a widely used method that estimates CLV based on past customer transaction data. It
considers the historical purchase behavior, average transaction value, and frequency of purchases to pre-
dict future revenue potential (Reinartz & Kumar, 2022). This method is relatively straightforward to imple-
ment and does not require complex data analysis. However, it assumes that past behavior is a reliable
indicator of future behavior, which may not always hold true.

Customer segmentation-based CLV takes a more granular approach by dividing customers into dis-
tinct segments based on shared characteristics, preferences, or behaviors. Each segment is assigned a
specific CLV based on its unique purchase patterns and revenue potential (Gupta et al., 2021). This
method allows for personalized CLV calculations and enables targeted marketing strategies. However, it
requires robust data collection and segmentation capabilities, which may pose challenges for organiza-
tions lacking sufficient data infrastructure (Sunder et al., 2016).

Predictive modeling techniques employ statistical models to forecast future customer behavior and
estimate CLV. These models consider a range of variables, such as demographics, purchase history, cus-
tomer interactions, and external market factors, to predict future revenue potential (Fader & Hardie,
2021). Predictive modeling allows for more accurate and dynamic CLV calculations, capturing the evolv-
ing nature of customer behavior. Nevertheless, it requires sophisticated data analysis techniques, sub-
stantial data sets, and expert modeling capabilities (Gadgil et al., 2023).

Machine learning algorithms offer further advancements in CLV estimation by leveraging complex
algorithms to analyze large volumes of customer data and identify patterns and trends. These algorithms
can identify non-linear relationships, uncover hidden insights, and make accurate predictions (Kumar &
Reinartz, 2022). Machine learning-based CLV models can consider a wide range of factors and deliver
highly accurate forecasts. However, their implementation requires substantial computational resources,
extensive data preprocessing, and expertise in machine learning techniques.

Each CLV measurement method has its strengths and limitations. Historic CLV is straightforward to
calculate and provides a baseline estimation. Customer segmentation-based CLV allows for personalized
insights and targeted marketing efforts. Predictive modeling techniques provide enhanced accuracy and
dynamic forecasting capabilities. Machine learning algorithms offer sophisticated analysis and uncover
complex relationships within the data (Gadgil et al., 2023)

The practical application of CLV measurement methods depends on various factors, including the
availability and quality of data, organizational resources, and the desired level of precision (Safari et al.,
2016). For organizations with limited data infrastructure and resources, traditional methods may be more
feasible and provide valuable insights. On the other hand, organizations with robust data capabilities and
analytical expertise can explore advanced techniques to gain a competitive edge and refine their mar-
keting strategies (Dandis et al., 2022)

In summary, CLV measurement methods encompass a range of approaches, from traditional methods
like historic CLV and customer segmentation-based CLV to advanced techniques such as predictive mod-
eling and machine learning algorithms. Each method offers distinct advantages and considerations in
terms of accuracy, complexity, and practical implementation. Organizations should select the appropri-
ate method based on their data capabilities, resources, and the desired level of precision for CLV
estimation.
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2.3. Factors Influencing CLV

Customer Lifetime Value (CLV) is influenced by a multitude of factors that shape customer behavior,
satisfaction, loyalty, and engagement. Understanding these factors and their interplay with marketing
strategies is crucial for organizations seeking to optimize CLV and drive long-term customer value cre-
ation (Chamberlain et al., 2017).

Customer behavior plays a significant role in CLV. Factors such as purchase frequency, average trans-
action value, and product/service preferences impact the revenue potential of individual customers. By
analyzing historical transaction data and identifying patterns in customer behavior, organizations can
tailor marketing strategies to encourage desirable behaviors and increase CLV (Reinartz & Kumar, 2022).

Customer satisfaction is another critical factor that influences CLV. Satisfied customers are more likely
to make repeat purchases, exhibit higher levels of loyalty, and engage in positive word-of-mouth recom-
mendations. By delivering exceptional products, services, and customer experiences, organizations can
enhance customer satisfaction and cultivate long-term relationships, ultimately driving higher CLV (Lemon
& Verhoef, 2021).

Customer loyalty is closely linked to CLV. Loyal customers not only contribute to recurring revenue but
also tend to have higher CLV due to their longer tenure and increased purchase frequency. Effective
loyalty programs, personalized communications, and superior customer service can foster loyalty and
enhance CLV by incentivizing repeat purchases and strengthening the emotional connection between
customers and the brand (Rane et al., 2023).

Engagement is a key driver of CLV, encompassing customer interactions, brand affinity, and active
participation. Engaged customers are more likely to explore additional offerings, provide feedback, and
advocate for the brand. By implementing targeted engagement strategies, such as personalized market-
ing communications, social media interactions, and community-building initiatives, organizations can fos-
ter stronger customer relationships and boost CLV (Kumar & Reinartz, 2022).

Marketing strategies and initiatives play a vital role in influencing these factors and ultimately affect-
ing CLV. By aligning marketing efforts with customer needs and preferences, organizations can enhance
customer satisfaction, encourage desired behaviors, and foster loyalty. Targeted marketing campaigns,
personalized recommendations, and relationship-building activities can strengthen customer engage-
ment and increase CLV throughout the customer lifecycle (Venkatesan & Kumar, 2021).

Moreover, the interplay between marketing efforts and customer value creation is critical for maximiz-
ing CLV. Effective marketing strategies not only drive initial customer acquisition but also focus on nur-
turing customer relationships over time. By continuously delivering value, addressing evolving customer
needs, and adapting marketing tactics to different stages of the customer lifecycle, organizations can
enhance CLV by increasing customer retention and expanding revenue opportunities (Berger & Nasr,
2021; Yassin, 2017).

In summary, multiple factors influence CLV, including customer behavior, satisfaction, loyalty, and
engagement. Marketing strategies and initiatives play a significant role in shaping these factors and ulti-
mately affecting CLV. By understanding customer needs, delivering exceptional experiences, fostering
loyalty, and promoting active engagement, organizations can optimize CLV and drive long-term customer
value creation.

2.4. Marketing strategies for CLV optimization

Maximizing Customer Lifetime Value (CLV) requires the implementation of effective marketing strategies
and tactics that foster long-term customer relationships and drive revenue growth (Jasek et al., 2019). By
leveraging personalized marketing approaches, customer relationship management (CRM), customer
retention programs, and upselling/cross-selling techniques, organizations can enhance CLV and create
sustained value for customers (Chamberlain et al, 2017; Yaseen et al, 2023). Personalized marketing
approaches play a pivotal role in CLV optimization. By tailoring marketing communications and offers
to individual customer preferences, organizations can deliver targeted messages that resonate with cus-
tomers on a personal level. This approach enhances customer engagement, satisfaction, and loyalty, lead-
ing to increased CLV (Venkatesan & Kumar, 2021). For example, Amazon utilizes personalized
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recommendations based on customer browsing and purchase history, effectively driving cross-selling and
increasing CLV.

Customer relationship management (CRM) systems provide a framework for managing customer inter-
actions and fostering long-term relationships. Through CRM, organizations can capture and analyze cus-
tomer data, gain insights into individual preferences and behaviors, and develop targeted marketing
strategies (Venkatesan & Kumar, 2021). CRM systems enable personalized communication, effective seg-
mentation, and proactive customer service, all of which contribute to improved customer satisfaction,
loyalty, and ultimately, increased CLV. Salesforce is a prime example of a CRM platform that helps orga-
nizations optimize CLV by centralizing customer data, automating processes, and facilitating personalized
interactions.

Customer retention programs are instrumental in driving CLV by reducing customer churn and extend-
ing customer lifetimes. Loyalty programs, VIP memberships, and exclusive benefits incentivize customers
to stay engaged with the brand and continue making repeat purchases. By rewarding customer loyalty,
organizations cultivate stronger relationships and increase the likelihood of future revenue streams
(Kumar & Reinartz, 2022; Shaban et al., 2023). The Starbucks Rewards program is a notable example,
where customers accumulate points with each purchase, leading to enhanced customer retention and
increased CLV.

Upselling and cross-selling techniques also contribute to CLV optimization. Upselling involves encourag-
ing customers to upgrade or purchase higher-priced products or services, thereby increasing the average
transaction value and CLV. Cross-selling, on the other hand, entails suggesting complementary products or
services to customers, expanding their purchase portfolio and driving incremental revenue (Reinartz &
Kumar, 2022). For instance, online retailers like Amazon excel in cross-selling by recommending related
products based on customers’ purchase history, leading to increased CLV through additional purchases.

To align these marketing strategies with CLV goals, organizations must have a deep understanding of
customer needs and preferences. By leveraging customer data, behavior analytics, and segmentation
techniques, organizations can identify customer segments with high CLV potential and tailor marketing
strategies accordingly (Berger & Nasr, 2021). It is crucial to ensure that marketing initiatives focus not
only on short-term transactions but also on cultivating long-term relationships and customer loyalty.

Successful implementation of these strategies requires a customer-centric mindset and continuous
evaluation of their effectiveness. Regularly monitoring customer satisfaction, retention rates, and CLV
metrics allows organizations to refine their approaches, identify opportunities for improvement, and
adapt marketing strategies to evolving customer needs and preferences (Huang et al, 2023; Lemon &
Verhoef, 2021).

In summary, marketing strategies for CLV optimization encompass personalized marketing approaches,
CRM systems, customer retention programs, and upselling/cross-selling techniques. By aligning these
strategies with CLV goals and leveraging customer data, organizations can foster long-term customer
relationships, drive revenue growth, and maximize CLV.

2.5. Financial implications of CLV

The financial impact of Customer Lifetime Value (CLV) on an organization’s bottom line is significant. CLV
insights provide valuable information that can inform resource allocation, budgeting, and marketing
investment decisions, ultimately leading to enhanced profitability, return on investment (ROI), and
long-term sustainable growth (Wang et al.,, 2019).

Resource allocation is a critical aspect of CLV management. By understanding the value that each
customer segment brings to the organization, companies can allocate resources more effectively. CLV
insights enable organizations to prioritize high-value customer segments and allocate resources accord-
ingly, focusing on activities that have the greatest potential to drive long-term profitability (Kumar &
Reinartz, 2022). This targeted resource allocation approach ensures that limited resources are utilized
optimally, resulting in improved overall financial performance (Bauer & Jannach, 2021; Bolton, 2004).

Budgeting decisions can be significantly influenced by CLV insights. CLV provides organizations with
a forward-looking perspective, enabling them to forecast revenue potential and allocate budgets accord-
ingly. By considering the expected future value of customers, organizations can make informed decisions
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about marketing budgets, customer acquisition costs, and customer retention programs. CLV-driven bud-
geting helps align expenditures with expected returns, enhancing cost-effectiveness and maximizing
financial outcomes (Ascarza et al., 2018).

Marketing investment decisions are also heavily impacted by CLV insights. CLV allows organizations to
evaluate the profitability of different marketing initiatives and channels (Bolton, 2004). By assessing the
CLV generated from different marketing campaigns, organizations can identify the most effective strate-
gies and channels that yield the highest returns. CLV-driven marketing investment decisions ensure that
resources are allocated to activities that generate the greatest long-term customer value and deliver a
positive impact on the organization’s financial performance (Bauer & Jannach, 2021).

The effective management of CLV has the potential to enhance profitability and ROI. By focusing on
high-value customer segments and implementing targeted marketing strategies, organizations can
increase customer retention, drive repeat purchases, and stimulate cross-selling and upselling opportuni-
ties. This leads to a higher customer lifetime value and improved profitability as the revenue generated
from loyal and high-value customers outweighs the costs associated with acquiring and serving them
(Kanchanapoom & Chongwatpol, 2023; Venkatesan & Kumar, 2021).

Moreover, effective CLV management supports long-term sustainable growth. By nurturing strong cus-
tomer relationships, organizations can foster customer loyalty, reduce churn rates, and generate consis-
tent revenue streams over an extended period. CLV-driven strategies focus on building customer lifetime
value rather than short-term gains, enabling organizations to establish a foundation for sustainable
growth and maintain a competitive advantage in the market (Berger & Nasr, 2021).

In summary, CLV has significant financial implications for organizations. CLV insights inform resource
allocation, budgeting, and marketing investment decisions, enabling organizations to optimize their
financial performance. By focusing resources on high-value customer segments, aligning budgets with
revenue potential, and investing in strategies that maximize CLV, organizations can enhance profitability,
ROI, and long-term sustainable growth.

2.6. Challenges and future directions

While Customer Lifetime Value (CLV) provides valuable insights for organizations, its implementation and
measurement present several challenges. Addressing these challenges is crucial for organizations seeking
to harness the full potential of CLV and adapt to evolving marketing landscapes.

One key challenge is data availability and accuracy. CLV calculations require comprehensive and accu-
rate data on customer transactions, interactions, and preferences (Yilmaz Benk et al., 2022). Organizations
often face obstacles in obtaining complete and clean data, as data may be fragmented across various
systems and departments. Data quality issues, such as missing or inconsistent information, can affect the
accuracy of CLV calculations (Reinartz & Kumar, 2022). Overcoming these challenges requires robust data
collection processes, data integration efforts, and data governance practices to ensure reliable and com-
prehensive data availability for CLV measurement.

Integration of CLV across organizational functions is another challenge. CLV should be integrated into
marketing, sales, customer service, and other relevant departments to drive coordinated efforts and opti-
mize customer value. However, organizational silos and a lack of cross-functional collaboration can hin-
der the effective integration of CLV insights into decision-making processes (Yilmaz Benk et al., 2022).
Overcoming this challenge requires a cultural shift towards a customer-centric mindset and the estab-
lishment of collaborative frameworks that facilitate the sharing of CLV insights across departments.

Emerging trends and advancements in CLV research offer opportunities for addressing these chal-
lenges and unlocking the full potential of CLV. One significant trend is the increasing importance of
digital marketing and omnichannel strategies. As customer interactions occur across multiple touchpoints
and channels, incorporating digital data sources into CLV calculations becomes essential. Advanced ana-
lytics techniques, such as machine learning and artificial intelligence, can help organizations leverage
large volumes of digital data to gain deeper insights into customer behavior and enhance CLV predic-
tions (Gupta et al., 2021).

Another future direction is the integration of CLV with customer experience management (CEM). By
combining CLV insights with customer feedback and sentiment analysis, organizations can gain a holistic
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understanding of customer value and the factors influencing it. This integration allows organizations to
identify and prioritize investments in areas that enhance the overall customer experience and drive CLV
growth (Lemon & Verhoef, 2021).

Furthermore, exploring CLV in the context of emerging technologies, such as blockchain and Internet
of Things (loT), presents new avenues for research. These technologies offer opportunities to enhance
data security, traceability, and customer engagement, potentially leading to more accurate CLV calcula-
tions and personalized marketing approaches (Amendah et al., 2023; Venkatesan & Kumar, 2021).

To overcome the challenges associated with CLV implementation and measurement, organizations
should invest in advanced analytics capabilities, data management infrastructure, and organizational
alignment. Collaboration between data scientists, marketers, and business leaders is crucial for develop-
ing robust CLV models, ensuring data accuracy, and aligning CLV insights with business goals.

In summary, challenges related to data availability, accuracy, and organizational integration pose hur-
dles in CLV implementation. However, emerging trends and advancements in CLV research, including the
incorporation of digital marketing, omnichannel strategies, and integration with customer experience
management, provide opportunities for overcoming these challenges. Exploring CLV in the context of
emerging technologies further expands the potential for improving CLV measurement and application in
marketing strategies.

Based on the review of the literature, the study can generate the main hypothesis:

« HO1: CLV has no significant impact on an organization’s financial performance (ROA, ROE and P/E Ratio)

3. Method

This study used a mixed-methods research approach. This approach combines quantitative and qualita-
tive methods to gather data, analyze it, and draw meaningful conclusions. A mixed-methods research
design is suitable for this study as it allows for a comprehensive analysis of CLV and marketing. By com-
bining quantitative and qualitative approaches, this design provides a more holistic understanding of the
topic, capturing both numerical data and rich insights from customer perspectives. While the qualitative
analysis explores the complex experiences, attitudes, and perceptions of customers, the quantitative anal-
ysis allows for the statistical examination of relationships and patterns. The integration of both methods
allows for a deeper exploration and validation of the findings, enhancing the overall rigor and validity
of the study (Komulainen & Natti, 2023; Leone et al., 2018).

Qualitative data was gathered through a customized questionnaire exclusively designed for this study.
Respondents were requested to rate their agreement or disagreement with each statement on a 5-point
Likert scale, with options ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). The questionnaire
examined customers’ perceptions, preferences, and experiences with Customer Lifetime Value (CLV) and
marketing strategies.

The optimal number of respondents for this research depends on the scale and diversity of the cho-
sen companies; however, a sample size that allows for meaningful representation across industries and
ensures statistical reliability could range from 300 to 400 respondents. In this research a total of 375
participants were invited to take part, and 332 questionnaires were deemed valid for analysis. The sam-
ple size of 332 is often considered sufficient for statistical analysis, particularly if it meets the minimum
requirements for the chosen analytical techniques. Statistical power analysis can be conducted to deter-
mine if the sample size is adequate to detect meaningful effects with a certain level of confidence. We
can ensure that the sample is representative of the population under study, thereby increasing the gen-
eralizability of our findings. Techniques such as random sampling or stratified sampling may have been
employed to ensure a diverse and representative sample. The response rate, i.e. the percentage of indi-
viduals who completed the questionnaire out of those who were invited to participate, can be consid-
ered. A high response rate indicates a higher likelihood that the sample is representative and that the
findings are reliable.

Quantitative data were collected through customer transaction records to gather quantitative data on
CLV. Quantitative data were analyzed utilizing techniques, such as standard deviation, the mean scores,
percentages and descriptive statistics.
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The optimal number of purchase or transaction records that allows for meaningful representation
across industries and ensures statistical reliability were 600 purchase observations for the loyal customers
of the company’s sample. The CLV formula employed in this study is adapted from Berger and Nasr
(1998, Donkers et al. 2007), and is defined as follows:

T Profiti,t +r
CLV = ZVZOW

Where:

«  CLVi: Customer Lifetime Value for customer i.

« r: Time periods into the future
Profit i,t+r: Profit generated by customer i at time t+r
d: Discount rate.

This data are obtained through online surveys, customer databases, and financial reports (ROA, ROE,
and E/P artio). Quantitative data were analyzed utilizing various statistical techniques (the regression and
correlation analysis).

3.1. Ethical approval statement

This study received ethical approval from the Faculty of Business Ethics Committee (Approval Reference:
10/04/2023-2024). The approval was obtained following review of the research proposal and question-
naire items by the committee.

3.2. Human participants a statement

Prior to participation in this study, all human participants provided informed consent. The nature and
purpose of the study, as well as the rights and responsibilities of participants, were explained in detail.
Informed consent was obtained in written form from each participant before any data collection proce-
dures were initiated. Participants were assured of confidentiality and anonymity, and they were informed
that they had the right to withdraw from the study at any time without consequence.

4, Results
4.1. Reliability test

In this study, the reliability and trustworthiness of the research instrument were evaluated using the
Cronbach Alpha test. The questionnaire consisted of five study fields: Customer Lifetime Value (CLV),
Marketing Strategies, Factors Influencing CLV, Financial Performance, and Marketing Decision-Making,
each comprising five Likert-scale questions. The obtained reliability coefficients for each study field were
0.782 for CLV, 0.724 for Marketing Strategies, 0.801 for Factors Influencing CLV, 0.756 for Financial
Performance, and 0.714 for Marketing Decision-Making. Overall, the questionnaire demonstrated satisfac-
tory internal consistency, with most of the study fields surpassing the commonly accepted threshold of
0.7 for reliability (Sekaran & Bougie, 2016). The calculated overall average of all factors was approximately
0.7554, indicating a generally consistent measurement of constructs throughout the questionnaire.
However, researchers should consider other validity indicators alongside Cronbach Alpha to ensure the
overall rigor and quality of the research instrument. Table 1 illustrate the results of the reliability and
trustworthiness of the study.

4.2. Demographic variables

The demographic characteristics of the study community are illustrated in Table 2. The demographic
features of the respondents were as follows:
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Table 1. Values for reliability coefficients.

Study fields No. of Questions  Alpha Coefficient
Customer Lifetime Value (CLV) 5 0.782
Marketing Strategies 5 0.724
Factors Influencing CLV 5 0.801
Financial Performance 5 0.756
Marketing Decision-Making 5 0.714
Total 25 0.7554
Table 2. Demographic characteristics.
Variable Group Frequencies %
Sex Male 226 68
Female 106 32
Total 332 100%
Age 18-24 28 8
25-34 76 23
35-44 118 36
45-54 52 16
55-64 34 10
Over 65years 24 7
Total 332 100%
Education Level High School or Below 30 9
Bachelor’s Degree 205 62
Master’s Degree 69 21
Ph.D. Degree 28 8
Total 332 100%
Monthly Income Below 500 JD 73 22
501- 1000 JD 198 60
1001- 1500 JD 38 1
1501- 2000 13 4
Over 2000 JD 10 3
Total 332 100%

The demographic characteristics of the study were assessed among a total of 332 respondents. The
participants consisted of 68% males and 32% females. Regarding age distribution, the majority of respon-
dents were between 35 to 44years old (36%), followed by those aged 25 to 34years (23%), and 45 to
54years (16%). The remaining age groups constituted smaller proportions, with 8% between 18 to
24years, 10% between 55 to 64years, and 7% over 65years. In terms of education level, the study
encompassed participants with diverse educational backgrounds. The largest group had a Bachelor’s
degree (62%), followed by Master’s degree holders (21%), and those with a Ph.D. degree (8%). Respondents
with a High School education or below accounted for 9%. Concerning monthly income, the majority of
respondents had incomes ranging between 501 to 1000 JD (60%), while 22% reported incomes below
500 JD. Smaller proportions fell into higher income brackets, with 11% earning between 1001 to 1500
JD, 4% earning between 1501 to 2000 JD, and 3% having incomes over 2000 JD. These demographic
variables provide a comprehensive overview of the participants’ characteristics, facilitating a better under-
standing of their diverse perspectives and experiences in the study on Customer Lifetime Value (CLV)
and marketing.

4.3. Questionnaires outcomes

Tables 3-7, present the results of the questionnaires’ perspectives Customer Lifetime Value (CLV),
Marketing Strategies, Factors Influencing CLV, Financial Performance, and Marketing Decision-Making.

The results of Table 3 illustrated the mean scores, standard deviations, percentages, and order of
importance for each item in the Customer Lifetime Value (CLV) study. The items were rated on a 5-point
Likert scale.

First question received a mean score of 3.50, indicating that, on average, respondents moderately
agreed that the company meets their needs and preferences. The standard deviation of 0.57 suggests
that the responses were relatively consistent around the mean. Approximately 70.28% of respondents
agreed with this statement, ranking it as the fifth most important item in the study. The second question
showed a slightly higher agreement with this statement, with a mean score of 3.52. The standard
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Table 3. Customer lifetime value (CLV).

A. S.

No Means Deviation % Order

1 The company consistently offers products/services that align with 3.50 0.57 70.28 5
my needs and preferences.

2 | have a positive outlook on the long-term value | will receive from 3.52 0.77 70.30 4
the company.

3 | am willing to make repeat purchases from the company in the 3.55 0.57 70.85 3
future.

4 | believe the company values and rewards its loyal customers. 3.64 0.68 72.56 2

5 | perceive the company’s customer service as effective and 3.68 0.64 73.72 1
customer-oriented.

Table 4. Marketing strategies.

A. S.

No Means Deviation % Order

1 The company effectively communicates its brand message through 3.42 0.51 68.58 4
marketing campaigns.

2 | find the company’s marketing efforts to be relevant and engaging. 3.42 0.51 68.56 5

3 The company uses multiple marketing channels to reach its target 3.64 0.56 72.56 3
audience.

4 | am exposed to the company’s marketing efforts on a regular basis. 3.68 0.57 73.70 1

5 The company’s marketing campaigns influence my purchasing 3.67 0.65 73.15 2
decisions.

deviation of 0.77 suggests some variability in responses. About 70.30% of respondents expressed agree-
ment, ranking it as the fourth most important item. The third question received a mean score of 3.55,
indicating a slightly higher level of agreement compared to the previous two items. The standard devi-
ation of 0.57 suggests consistent responses. Around 70.85% of respondents agreed with this statement,
ranking it as the third most important item. The fourth question indicated a relatively high level of
agreement. The standard deviation of 0.68 suggests moderate variability in responses. Approximately
72.56% of respondents agreed with this statement, ranking it as the second most important item. The
last question of this group received the highest mean score of 3.68, indicating that, on average, respon-
dents agreed that the company’s customer service is effective and customer-oriented. The standard devi-
ation of 0.64 suggests relatively consistent responses. Around 73.72% of respondents agreed with this
statement, ranking it as the most important item in the study.

Overall, the results suggest that respondents generally held positive perceptions related to Customer
Lifetime Value (CLV) factors. The top-rated item was the perception of the company’s customer service,
which appears to be highly valued by the respondents. These findings provide valuable insights into the
customers’ perspectives and experiences concerning the studied CLV components and can guide market-
ing decision-making and customer-focused strategies.

In Table 4, which presents the results of the Marketing Strategies section, respondents rated their
agreement with five statements related to the effectiveness of the company’s marketing efforts. Here’s
the main key finding:

In the first question the respondents moderately agreed with its statement, giving it a mean score
of 3.42. Approximately 68.58% of respondents agreed with this statement, ranking it as the fourth
most important item. In the second question the respondents also moderately agreed with this state-
ment, resulting in a mean score of 3.42. About 68.56% of respondents expressed agreement, making
it the fifth most important item in the study. In the third question the respondents showed a higher
level of agreement with this statement, with a mean score of 3.64. Around 72.56% of respondents
agreed with this statement, ranking it as the third most important item. The fourth question received
the highest mean score of 3.68, indicating that respondents highly agreed that they regularly encoun-
ter the company’s marketing efforts. Approximately 73.70% of respondents agreed with this statement,
making it the most important item in the study. In the last question of this group the respondents
indicated a relatively high level of agreement with this statement, giving it a mean score of 3.67.
About 73.15% of respondents agreed with this statement, ranking it as the second most import-
ant item.
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Table 5. Factors influencing CLV.

A. S.

No Means Deviation % Order

1 The company’s loyalty program incentivizes me to make repeat 3.52 0.77 70.28 5
purchases.

2 | feel a sense of emotional connection with the brand, leading to 3.62 0.64 72.56 4
brand loyalty.

3 Positive customer experiences encourage me to remain loyal to the 3.73 0.67 74.85 3
company.

4 The company’s personalized offers and recommendations enhance 3.78 0.61 75.44 2
my shopping experience.

5 | actively refer friends and family to the company based on my 3.91 1.01 78.29 1
positive experiences.

Table 6. Financial performance.

A. S.

No Means Deviation % Order

1 The company’s financial stability influences my confidence in its 3.68 0.57 73.72 1
long-term success.

2 | believe the company is profitable and financially sound. 3.55 0.86 70.87 3

3 The company’s financial performance positively reflects its customer 3.58 0.66 71.42 2
value proposition.

4 Positive financial results encourage me to maintain a long-term 332 0.67 66.28 5
relationship with the company.

5 | perceive the company as a financially secure and trustworthy 341 0.66 68.00 4
brand.

In summary, the results suggest that respondents generally have positive perceptions of the compa-
ny’s marketing strategies. They perceive the company’s marketing campaigns as engaging, influential in
their purchasing decisions, and effectively communicating the brand message. Additionally, the use of
multiple marketing channels appears to be positively recognized by respondents. These insights provide
valuable guidance for marketing decision-making and can help refine marketing strategies to further
engage the target audience and boost overall brand performance.

Table 5 presents the results of the Factors Influencing CLV section, where respondents rated their
agreement with five statements related to factors that influence their Customer Lifetime Value (CLV).
Here'’s the main key finding:

In the first question the respondents moderately agreed that the company’s loyalty program incentiv-
izes them to make repeat purchases, with a mean score of 3.52. Approximately 70.28% of respondents
agreed with this statement, ranking it as the fifth most important item. In the second question the
respondents displayed a higher level of agreement with this statement, resulting in a mean score of 3.62.
About 72.56% of respondents expressed agreement, making it the fourth most important item in the
study. The third question received a higher mean score of 3.73, indicating that respondents agreed that
positive customer experiences contribute to their loyalty to the company. Approximately 74.85% of
respondents agreed with this statement, ranking it as the third most important item. In the fourth ques-
tion the respondents indicated a relatively higher level of agreement with this statement, giving it a
mean score of 3.78. About 75.44% of respondents agreed with this statement, making it the second
most important item in the study. The fifth question of this group received the highest mean score of
3.91, indicating that respondents highly agreed that they actively refer friends and family to the com-
pany based on positive experiences. Approximately 78.29% of respondents agreed with this statement,
making it the most important item in the study.

In summary, the results suggest that respondents’ Customer Lifetime Value (CLV) is influenced by var-
ious factors. The most influential factors include positive customer experiences, personalized offers, and
a strong emotional connection with the brand. Additionally, the presence of a loyalty program and the
likelihood of customers referring friends and family based on positive experiences play significant roles
in enhancing CLV. These insights provide valuable information for businesses to strengthen customer
loyalty, enhance customer experiences, and optimize their marketing strategies to maximize CLV.

Table 6 presents the results of the Financial Performance section, where respondents rated their
agreement with five statements related to the company’s financial performance and its impact on their
perceptions and behaviors. Here's the main key finding:
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The first question received the highest mean score of 3.68, indicating that respondents highly agreed
that the company’s financial stability affects their confidence in its long-term success. Approximately
73.72% of respondents agreed with this statement, making it the most important item in the study. In
the second question the respondents moderately agreed with this statement, giving it a mean score of
3.55. Around 70.87% of respondents expressed agreement, ranking it as the third most important item.
The third question received a mean score of 3.58, indicating that respondents agreed that the company’s
financial performance is linked to its customer value proposition. Approximately 71.42% of respondents
agreed with this statement, making it the second most important item in the study. In the fourth ques-
tion the respondents showed a relatively lower level of agreement with this statement, resulting in a
mean score of 3.32. About 66.28% of respondents agreed with this statement, ranking it as the fifth most
important item. The fifth question received a mean score of 3.41, indicating that respondents agreed that
they perceive the company as financially secure and trustworthy. Approximately 68.00% of respondents
agreed with this statement, making it the fourth most important item in the study.

In summary, the results suggest that respondents’ perceptions of the company’s financial performance
influence their confidence in its long-term success and their commitment to a long-term relationship
with the brand. Positive financial performance is associated with their perception of the company’s cus-
tomer value proposition, which contributes to the perception of the brand as financially secure and
trustworthy. These insights highlight the significance of financial performance in shaping customer per-
ceptions and their relationship with the company, indicating that financial stability is a key driver of
customer loyalty and trust. Businesses can leverage these findings to strengthen their financial perfor-
mance and communicate their financial stability to enhance customer trust and loyalty.

Table 7 presents the results of the Marketing Decision-Making section, where respondents rated their
agreement with five statements related to the company’s marketing decision-making process. Here's the
main key finding:

The first question of this group received the highest mean score of 3.68, indicating that respondents
highly agreed that the company’s marketing decisions are aligned with customer needs and preferences.
Approximately 73.73% of respondents agreed with this statement, making it tied for the first most
important item in the study. In the second question the respondents moderately agreed with this state-
ment, giving it a mean score of 3.47. Around 69.13% of respondents expressed agreement, ranking it as
the fifth most important item. The third question received a mean score of 3.55, indicating that respon-
dents agreed that the company’s marketing investments positively impact customer satisfaction and loy-
alty. Approximately 70.87% of respondents agreed with this statement, ranking it as the fourth most
important item. In the fourth question the respondents highly agreed with this statement, resulting in a
mean score of 3.78. About 75.44% of respondents agreed with this statement, making it tied for the first
most important item in the study. The fifth question received a mean score of 3.68, indicating that
respondents highly agreed that the company’s marketing strategies are well thought out and data-driven.
Approximately 73.72% of respondents agreed with this statement, making it the third most important
item in the study.

In summary, the results suggest that respondents highly value a customer-centric approach in the
company’s marketing decision-making process. They believe that the company’s marketing decisions are
aligned with customer needs and preferences and are well thought out and data-driven. Trust in the
marketing team’s ability to make effective decisions and the positive impact of marketing investments

Table 7. Marketing decision-making.

A. S.

No Means Deviation % Order

1 The company’s marketing decisions are aligned with customer needs 3.68 0.69 73.73 2
and preferences.

2 | trust the company’s marketing team to make effective decisions. 347 0.62 69.13 5

3 The company’s marketing investments positively impact customer 3.55 0.62 70.87 4
satisfaction and loyalty.

4 The company’s marketing decisions demonstrate a customer-centric 3.78 0.76 75.44 1
approach.

5 | believe the company’s marketing strategies are well thought out 3.68 0.57 73.72 3

and data-driven.
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on customer satisfaction and loyalty are also significant factors. These insights highlight the importance
of customer-centricity and data-driven strategies in shaping customers’ perceptions of marketing
decision-making and can guide businesses to optimize their marketing strategies to better meet cus-
tomer needs and preferences.

4.4. Hypothesis outcomes

The regression analysis performed to understand the relationship between CLV and financial perfor-
mance metrics is illustrated as follows:

Financial Metrici = 0 + 1 xCLVi+¢€i
Where:

«  Financial Metric i is the financial performance metric for observation i.

«  CLViis the calculated CLV for observation i.

« B0 is the intercept term.

«  B1 is the coefficient representing the impact of CLV on financial performance.
« € is the error term.

The regression results suggest a relationship between Customer Lifetime Value (CLV) and the financial
performance metrics (Return on Assets - ROA, Return on Equity - ROE, and the Price-to-Earnings - P/E
ratio). Table 8 illustrate the key aspects of the results:

The R-squared value is 0.0299, indicating that the model explains a small but measurable proportion
of the variance in the dependent variable (financial performance metrics). The adjusted R-squared is
slightly lower, suggesting that the inclusion of CLV as a predictor may be contributing to the model’s fit.

The intercept represents the estimated value of the financial performance metrics when all predictors
are zero. The highly significant p-value (< 0.001) indicates that the model is not meaningful when all
predictors are zero. The coefficients for ROA, ROE, and P/E are -15.0890, 2.2969, and 3.6075, respectively.
ROA has a p-value of 0.5511, suggesting that it is not significantly associated with CLV in this model.
ROE has a p-value of 0.6185, indicating that it is also not significantly associated with CLV. P/E has a
highly significant p-value (< 0.001), suggesting a significant association with CLV.

The ANOVA table indicates that the overall model is statistically significant, with a p-value of 0.0004
associated with the F-statistic. This suggests that the model as a whole is providing a significant improve-
ment in explaining the variance in financial performance metrics.

In summary, the results suggest that, based on the current dataset, Customer Lifetime Value (CLV) is
significantly associated with the Price-to-Earnings (P/E) ratio. However, there is no significant association
between CLV and Return on Assets (ROA) or Return on Equity (ROE) in this model. The overall model is
statistically significant, indicating that, collectively, the predictors contribute to explaining the variance in

Table 8. Regression analysis.
Regression Statistics

Multiple R 0.172791
R Square 0.029857
Adjusted R Square 0.024974
Standard Error 297.42
Observations 600
ANOVA
Type Degree of freedom  Sum of Squares Mean Square F-statistic Significance F
df
Regression 3 1622538 540846.1 6.114113 0.000423
Residual 596 52721351 88458.64
Total 599 54343889
Variables Coefficients Standard Error t Stat P-value Lower 95% Upper 95%
Intercept 1185.176 36.57 3240 1.4E-133 11133 1257.008
ROA —15.089 25.29 —-0.59 0.551088 —64.77 34.5934
ROE 2.296 4.609 0.498 0.618463 —6.756 11.34988

P/E 3.607 0.985 3.660 0.000274 16718 5.54304
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Table 9. Correlation analysis.

cLv ROA ROE P/E
v 1
ROA —0.08963 1
ROE —-0.0811 0.884808 1
P/E 0.171105 —0.45483 —0.46962 1

financial performance metrics. Careful consideration of practical significance, model assumptions, and the
context of the study is crucial for a comprehensive interpretation of these findings.

4.5. Correlation analysis

The correlation matrix provides insights into the relationships between Customer Lifetime Value (CLV),
Return on Assets (ROA), Return on Equity (ROE), and Price-to-Earnings ratio (P/E). Here are some obser-
vations. Table 9 illustrate the correlation analysis.

It is noticed that there is a weak negative correlation between CLV and ROA (-0.0896), suggesting a
slight tendency for higher CLV to be associated with lower ROA. However, the correlation is close to zero,
indicating a limited linear relationship. Similarly, there is a weak negative correlation between CLV and
ROE (-0.0811). This implies a marginal tendency for higher CLV to be associated with lower ROE. As with
CLV and ROA, the correlation is relatively small.

The correlation between CLV and P/E is positive (0.1711), indicating a slight tendency for higher CLV
to be associated with higher P/E ratios. Again, the correlation is modest, suggesting a limited linear
relationship.

There is a strong positive correlation between ROA, ROE and P/E (0.8848), (-0.4548) respectively. This
indicates a robust linear relationship, suggesting that companies with higher ROA tend to have higher ROE.

5. Conclusions
5.1. Conclusions

The findings of this study hold significant theoretical and managerial implications for both academia and
industry practitioners.
Theoretical Implications:

« Advancing CLV Theory: By elucidating the complex relationship between CLV, strategic marketing
practices, and organizational financial performance, this study contributes to the theoretical under-
standing of CLV dynamics. The integration of insights from marketing, finance, and strategic manage-
ment theories provides a holistic framework for understanding the drivers and outcomes of CLV.
Filling Knowledge Gaps: This study addresses important knowledge gaps in the literature by provid-
ing empirical evidence on the influence of CLV factors on customer perceptions and financial per-
formance metrics. Theoretical inconsistencies and fragmented knowledge are addressed, paving the
way for future research in this area.

«  Enhancing Methodological Approaches: The mixed-methods research approach utilized in this study
showcases the benefits of combining quantitative and qualitative methods for a comprehensive anal-
ysis of CLV and strategic marketing. This methodological approach can serve as a model for future
research in similar domains.

Managerial Implications:

Strategic Decision-Making: The insights generated from this study can inform strategic decision-making
processes for marketers and business leaders. By understanding the drivers of CLV and their impact
on financial performance, organizations can develop more effective marketing strategies and resource
allocation decisions.
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«  Customer Relationship Management: Practitioners can leverage the findings of this study to enhance
customer relationship management practices. Strategies aimed at improving customer satisfaction,
loyalty, and perceived value can contribute to higher CLV and overall business success.

«  Financial Performance Enhancement: Organizations can use the insights from this study to enhance
their financial performance by focusing on CLV-driven strategies. By optimizing customer acquisition,
retention, and development efforts, firms can improve key financial metrics such as market valuation
and profitability.

Key findings:

« The qualitative results provide valuable insights into customer perceptions and preferences across
key dimensions, including Customer Lifetime Value (CLV), Marketing Strategies, Factors Influencing
CLV, Financial Performance, and Marketing Decision-Making.

«  Respondents generally hold positive perceptions of CLV factors, with the highest-rated item being
the effectiveness of the company’s customer service, including insights that highlight the signifi-
cance of customer service in influencing customer loyalty and lifetime value.

«  Positive perceptions of the company’s marketing strategies are observed, emphasizing the effective-
ness of marketing campaigns, relevance, engagement, and the use of diverse channels. Moreover,
continued emphasis on effective communication and diverse marketing channels is recommended
to maintain positive customer perceptions.

« Respondents associate the company’s financial stability with confidence in its long-term success.
Moreover, positive financial performance is linked to perceptions of customer value proposition,
emphasizing the importance of financial stability in building customer trust and loyalty.

« Trust in the effectiveness of marketing decisions, alignment with customer needs, and data-driven
strategies are crucial for positive customer perceptions.

« The regression analysis provides insights into the relationship between CLV and financial perfor-
mance metrics, including Return on Assets (ROA), Return on Equity (ROE), and Price-to-Earnings (P/E)
ratio. Moreover, the model, collectively, is statistically significant in explaining the variance in finan-
cial performance metrics.

«  CLV is significantly associated with the Price-to-Earnings (P/E) ratio, as indicated by a highly signifi-
cant p-value, but no significant associations are found between CLV and Return on Assets (ROA) or
Return on Equity (ROE) in this model. In other words, the results suggest that, within the current
dataset, the P/E ratio is a meaningful predictor of financial performance, whereas ROA and ROE do
not significantly contribute to the model.

«  The correlation analysis shows that the relationships between CLV, ROA, ROE, and P/E are not strongly
linear based on the correlation coefficients provided. Other factors and nonlinear relationships might
influence the dynamics between these financial and customer-related metrics. Further analysis and
consideration of additional variables could provide a more comprehensive understanding of these
relationships.

5.2. Recommendations

« Enhancing customer service excellence by strengthening efforts to consistently offer effective and
customer-oriented services, as it emerged as the top-rated CLV factor, and by adopting a regular
mechanism to assess and improve customer service strategies to maintain high levels of customer
satisfaction.

«  Optimizing marketing communication throughout continuous and effective communication of brand
messages through marketing campaigns, and investing in strategies that enhance relevance, engage-
ment, and multichannel presence, ensuring sustained positive perceptions of marketing efforts.

« Leveraging influential CLV factors throughout capitalizing on factors influencing CLV, such as positive
customer experiences, personalized offers, and emotional connections. Moreover, implementing and
enhancing loyalty programs, personalized marketing, and strategies to foster emotional connections.
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«  Emphasizing financial stability throughout communicating and highlighting the company’s financial
stability to build customer confidence. Moreover, aligning financial performance with the perceived
customer value proposition, emphasizing transparency and trust.

« Investing in employee training programs for employees, especially those involved in customer ser-
vice and marketing. In addition to equipping employees with the skills and knowledge necessary to
deliver exceptional customer experiences and effectively communicate the brand message.

« Adopting a regular update customer feedback mechanism, and incorporating customer opinions and
preferences to adapt strategies and offerings to evolving customer expectations.

« As a contribution to future research, exploring additional variables and conducting longitudinal stud-
ies could provide a more comprehensive understanding of the dynamic interplay between CLV, mar-
keting strategies, and financial performance. The findings of this study offer a robust foundation for
marketers and business leaders to strategically align their efforts with customer expectations, ulti-
mately fostering enduring customer relationships and organizational prosperity.
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Appendix. Questionnaire

Dear Participant,

Thank you for participating in this research study. Your valuable insights will contribute to a better understanding

of Customer Lifetime Value (CLV) and its relationship with marketing strategies. The purpose of this questionnaire is
to gather your perceptions and experiences related to the topics discussed.

Please be assured that all your responses will be treated with the utmost confidentiality and used only for re-

search purposes. The questionnaire will take approximately [estimated time] to complete. Your participation is vol-
untary, and you may choose to withdraw at any time without any consequences.

Part 1: Demographic information

1.

Age:

18-24 25-34 35-44 45-54 55-64 65+
Gender:

Male Female

Education Level:

High School or Below Bachelor’s Degree

Master's Degree

Ph.D. or Above

Employment Status:

Employed Unemployed Student Retired Other (Please specify)
Monthly Income:
Below 500 JD 501- 1000 JD 1001- 1500 JD 1501- 2000 Over 2000 JD

Part 2: Customer lifetime value (CLV)

Please rate your level of agreement with the following statements on a scale of 1 to 5, where 1 represents ‘Strongly
Disagree’ and 5 represents ‘Strongly Agree’

No 1 2 4 5
1 The company consistently offers products/services that align with my
needs and preferences.
2 | have a positive outlook on the long-term value | will receive from the
company.
3 I am willing to make repeat purchases from the company in the future.
4 | believe the company values and rewards its loyal customers.
5 | perceive the company’s customer service as effective and
customer-oriented.
Part 3: Marketing strategies
No 1 2 4 5
1 The company effectively communicates its brand message through
marketing campaigns.
2 | find the company’s marketing efforts to be relevant and engaging.
3 The company uses multiple marketing channels to reach its target
audience.
4 | am exposed to the company’s marketing efforts on a regular basis.
5 The company’s marketing campaigns influence my purchasing decisions.
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Part 4: Factors Influencing CLV

No 1 2 3 4 5
1 The company’s loyalty program incentivizes me to make repeat
purchases.
2 | feel a sense of emotional connection with the brand, leading to
brand loyalty.
3 Positive customer experiences encourage me to remain loyal to the
company.
4 The company’s personalized offers and recommendations enhance my
shopping experience.
5 | actively refer friends and family to the company based on my positive

experiences.

Part 5: Financial performance

No 1 2 3 4 5
1 The company’s financial stability influences my confidence in its
long-term success.
2 | believe the company is profitable and financially sound.
3 The company’s financial performance positively reflects its customer
value proposition.
4 Positive financial results encourage me to maintain a long-term
relationship with the company.
5 | perceive the company as a financially secure and trustworthy brand.

Part 6: Marketing decision-making

No 1 2 3 4 5

1 The company’s marketing decisions are aligned with customer needs
and preferences.

2 | trust the company’s marketing team to make effective decisions.

3 The company’s marketing investments positively impact customer
satisfaction and loyalty.

4 The company’s marketing decisions demonstrate a customer-centric
approach.

5 | believe the company’s marketing strategies are well thought out and
data-driven.

Thank you for your participation! Your input is invaluable in advancing our understanding of Customer Lifetime
Value (CLV) and marketing strategies. If you have any additional comments or insights you would like to share,
please feel free to do so in the space provided below.
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