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LIFE CYCLES OF CONSUMERS AS
A TOOL FOR MAXIMIZING THE
POTENTIAL PROFITABILITY
OF THE BRAND

Summary. Introduction. A critically important aspect of strategic
operations in terms of planning, shaping and obtaining the economic
and financial effect of a business is the effective management of the
consumer life cycle. The ability to navigate every stage of the life cycle
provides business with opportunities to improve the customer expe-
rience and, as a result, maximize potential profitability. Understand-
ing and measuring LTV and CLV correctly (depending on the business
model) provides an opportunity to help business actors adapt market-
ing efforts, optimize the costs of attracting and retaining consumers,
identify and develop high LTV (CLV) segments, ensuring growth and
sustainable brand success in a competitive market and allowing in-
formed and strategic decisions.

Purpose. The purpose of the presented study is to analyze the life
cycles of consumers in order to maximize the potential profitability of
the brand.

Materials and methods. The study used analytical and evaluation
studies by Growth Marketing Metrics [6], FirstPageSage [5,13], The
American Customer Satisfaction Index [12,14] and scientific studies by
Joosten David [9], Leblanc D. [10] and Taddeo J. [11], which can be the
basis for analyzing consumer life cycles to maximize potential brand
profitability and understanding further brand development. In the pro-
cess of research, scientific methods of theoretical generalization and
grouping were used (to systematize methods and methodologies); for-
malization, analysis and synthesis (for interpretation of analytical ma-
terials); logical generalization of results (formulation of conclusions).

Results. The scientific article examines the issue of the peculiar-
ities of the analysis of consumer life cycles in order to maximize the
potential profitability of the brand and proves that focusing on the
vital value of regular consumers is focusing mainly on strategies fo-
cused on profit maximization. The conducted research shows that by
increasing LTV, businesses have the opportunity to increase the bud-
get in order to attract new consumers, outperform competitors and
gain more market share coverage, which as a result allows them to
retain consumers longer and leads to an overall increase in LTV.

Discussion. In further scientific research, there is a need to focus at-
tention on the analysis and features of the use of conversion-oriented
channels, and the attraction of potential consumers and retention
that exists, as well as on algorithms for the formation of brand loyalty.

Key words: consumer life value (cost) (LTV and/or CLV), consumer
engagement cost (CAC), brand effectiveness, brand loyalty, business
strategy, brand strategy.

resentation of the main material. Main reason for
declining business profitability and sometimes bankrupt-
cy is to underestimate the importance of measuring critical
metrics such as cost of consumer engagement (CAC) and re-
verse LTV monetization (CLV), the calculation and tracking
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of which would enable business actors to discover that each new consumer who was attracted was actually
bringing them closer to bankruptcy and understand what needs to be changed what behavior models to focus
on and how to plan and make sales.

Analysis of recent research and publications. The study used analytical and evaluation research by
Growth Marketing Metrics [6], FirstPageSage [5,13], The American Customer Satisfaction Index [12,14] and
scientific studies by Joosten David [9], Leblanc D. [10] and Taddeo J. [11], which can be the basis for analyzing
consumer life cycles to maximize potential brand profitability and understanding further brand development.

The purpose of the article is to analyze the life cycles of consumers in order to maximize the potential
profitability of the brand.

Materials and methods. In the process of research, scientific methods of theoretical generalization and
grouping were used (to systematize methods and methodologies); formalization, analysis and synthesis (for
interpretation of analytical materials); logical generalization of results (formulation of conclusions).

In the process of research, scientific methods of theoretical generalization and grouping were used (to sys-
tematize methods and methodologies); formalization, analysis and synthesis (for interpretation of analytical
materials); logical generalization of results (formulation of conclusions).

Business uses the stages of the consumer life cycle to adapt both the overall business strategy and brand
strategies; improving interaction with consumers; increasing satisfaction and ultimately stimulating income
growth through effective relationship management throughout the life cycle (Table 1).

Table 1
Tools for achieving brand efficiency by stages of the consumer life cycle

Stage Tools for achieving efficiency

Awareness Content marketing
SEO

Social Media Marketing
Data-based targeting

Paid instant impact advertising

Multi-channel presence
Cold outreach
Market segmentation

Consideration Assessment of potential consumers

Targeting and personalized communication

Interfunctional interaction between sales and marketing departments

Product demonstration and interactive educational events

Feedback and practical research to build trust

Feedback for personalized interaction

Maximization of conversion Optimized sales process

Offer of individual pricing and adapted packages

Clear message of value proposition

Tools and resources to support sales

Integration of consumer brand loyalty

Interfunctional interaction between sales and marketing departments

Supporting brand loyalty through | Providing comprehensive information about products and/or services
strategic engagement Proactive support (to maximize consumer life value (LTV)

Brand loyalty programs

Feedback to retain consumers

Optimizing the consumer experience

Brand Loyalty/Advocacy Creating a dynamic community around the brand (to expand and increase LTV)

Referral programs (for expansion)

Coverage of brand loyalty stories

Systematic identification of potential brand lawyers

Personalized gratitude to brand loyal consumers

User-generated content

Source: summarized by author based on [1-5; 8; 12; 14]
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Summarizing the information presented in Table 1, it is possible to note that the stages of the consumer
life cycle provide an opportunity to understand the process of consumer evolution from passive viewers to
brand advocates, who are the embodiment of effective life cycle management and a consistent strategy. Open
and continuous communication and personalization is the leitmotif that connects the different stages of the
consumer’s life cycle with the brand, ensuring a smooth transition from one stage to the next.

Understanding and optimizing milestones through technology and automation investments, data analysis,
and strategic vision enable efficient scaling and customization of lifecycle management, providing flexibility
and responsiveness.

Effective consumer life cycle management is a delicate interaction between consumer engagement and di-
rect impact on the financial well-being of businesses, and the combination of carefully selected strategies and
technological solutions and the optimization of each stage of the life cycle is the key to increasing brand loyalty,
sustainable growth and increasing business profitability.

The vital value indicator (LTV and/or CLV) helps to define a plateau in the relationship between business
and the consumer, the qualitative calculation of which makes it possible to identify changes and improvements
that can increase brand loyalty, consumer satisfaction and costs, and a comprehensive approach to understand-
ing and optimizing key interrelated indicators that determine business profitability (lifetime value (cost) of
consumers (LTV), the cost of consumer engagement (CAC), consumer outflow ratio (CCR), cost of service (CTS),
etc. can help identify opportunities to increase target audience brand loyalty and profit margins.

The LTV indicator is vital for business because it measures the contribution of consumers to a relationship
with a specific business over the entire time of being a consumer and is applied to the entire consumer popu-
lation, helps to make business decisions about the total customer base and is calculated as the ratio of annual
sales revenue to the number of sales by various methods, such as historical LTV, predictive LTV, life expectancy
LTV, cohort analysis and individual LTV.

The CLV or CLTV (Customer Lifetime Value) measure estimates the total value (value) (often revenue) that
a particular business can expect from one customer over the entire duration of a relationship and takes into
account purchase frequency, average order value and retention rate, providing a complete picture of the value
of the customer base and each consumer, especially in e-commerce (is one of the important indicators of KPI).
CLV (CLTV) is applied to specific consumers, helps rank individual consumers by different segments, and is
calculated for individual (individual) consumers (a) (average costs over a certain period of time (usually a year).

LTV and CLV may be the result of past relationships or a projected estimate of future costs, and the way
they are calculated may vary depending on the type of product (service), but is usually the product of the av-
erage annual cost of costs, their frequency and the duration of the consumer’s relationship with the business
entity in years.

The methods for calculating LTV and CLV (CLTV) are similar and include the average annual cost to the
consumer and the average duration of his relationship with the business entity (in years). The key difference
is how costs and scale are calculated (CLV — one customer, LTV — all customers).

One of the good reasons for declining business profitability and sometimes bankruptcy is to underestimate
the importance of measuring critical indicators such as cost to Acquire a Customer (CAC) and monetization
(LTV), the calculation and tracking of which would enable business actors to discover that each new customer
they attracted was actually bringing them closer to bankruptcy and understand what needs to be changed
what behavior models to focus on and how to plan and implement sales (Fig. 1).

The broken business model The profitable business model

m Cost to acquire a customer (CAC)

m Cost to acquire a customer (CAC) Monetization (LTV) Monetization (LTV)

Fig. 1. The structure of the effectiveness of consumer involvement and their vital value (cost)
according to business models
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Understanding and measuring LTV and CLV correctly provides an opportunity to help business actors
adapt marketing efforts, optimize the costs of attracting and retaining consumers, identify and develop high
LTV (CLV) segments, ensuring growth and sustainable success in a competitive market and allowing informed
and strategic decisions.

The ratio LTV: CAC is the main indicator of brand profitability, growth potential and overall business con-
dition and “consumer quality”.

Calculation, monitoring and optimization of the LTV: CAC ratio (Table 2) is crucial for brand success, as it
determines the effectiveness of marketing efforts and provides an opportunity to predict the long-term profit-

ability of the brand.
Table 2
LTV: CAC coefficients and their characteristics
k LTV Key Accents | Caution
CAC = (marketing costs + sales costs) /number of new consumers
LTV = CAC levels (1:1) | may seem like the brand is breaking even, | the brand losing money when it takes into account
the cost of purchase is | when in fact it means that it is likely to lose | taxes, shipping and other costs considered an un-
equal to the consum- |money, because LTV: CAC only takes into | sustainable business model because profits are still
er’s lifetime value |account the marketing costs of the brand | missing
LTV is lower than |[1:1.25 = a brand spends more on acquiring | high CAC damages long-term growth
CAC a customer than it will ever do from that |jow LTV makes brand profitability difficult and can
customer, even if only marketing costs are | caygse a sharp decline in the share price
considered
2:1 a low-profit model, in which it is worth reviewing
the channels of attraction and getting rid of inef-
ficient ones
LTV is higher than |if a brand has a 2:1 or 3:1 ratio, it can ex-
CAC (for example, |pect to earn 2 or 3 times more than it spent
2:1-4:1) on acquiring a consumer
3:1 ratio is a general positive benchmark | optimal ratio at the initial stage of business
for investing in venture capital businesses | 4 ratio below this value can negatively affect busi-
gbeneﬁts may be higher or 1ower. depend- | pegg profitability and growth potential
ing on the industry and the duration of the 7~ i dored dard indi - ks of
brand (business entity) it is considered a standard indicator, it speaks o
effective marketing and payback of invested efforts
4:1 ratio may indicate the possibility of |optimal correlation is on the stage of increase of
sustained growth and the possibility of in- | business
creased marketing costs
LTV is much higher |can be a great opportunity to expand adver- | optimal correlation is on the stage of down-scaling
than CAC (for exam- |tising and marketing efforts of business
ple, 5:1+)

Source: summarized by author based on [6-7; 9-11]

The increasing density of the competitive environment, especially the industry environment, is driving
brands to protect their customer base, especially for brands with high CACs relative to their LTV [13] (Table 3).

The data specified in Table 4 cover the period 2019-2024 and were obtained by FirstPageSage from organic
marketing channels (68%) and from B2B firms (74%) [5].

When estimating the ratio ratio of LTV: CAC, it is worth noting that business entities (management) evaluate
growth priority differently. While SaaS companies can grow without increasing physical infrastructure costs
or inventory, resource-dependent industries cannot adjust to a similar growth pattern. If business is growing
significantly and is concentrated on gross margins, the high ratio of LTV to CAC may be an allusion to the need
to streamline business before expansion.

Instead, more mature business entities (managers) prefer to increase LTV (by expanding the range of
products and services, improving or adding features and strengthening their reputation in the industry) and
lower CAC (need to deliberately count on an annual basis (ideally as an annual moving average) to account for
seasonal fluctuations.

In the absence of a time criterion, the value of LTV (CLV) may be inaccurate for classic e-commerce compa-
nies in the presence of the fact that the consumer withdraws from the application for unknown reasons (both
objective and subjective), as a result of which an excessive number of averages of indicators strongly smoothes
the final value, so LTV (CLV) in e-commerce, as a rule, is evaluated on the basis of gross profit.



ISSN (Online): 3083-7782
Ne 5(109), 2026 EnexktpoHHun HaykoBum skxypHan «“EKOHOMIYHA MAPAOUTMA»

Table 3
Comparative measures of the ratio of LTV to CAC by 29 main industries
for the period 2019-2024 [13]

Industry LTV Benchmark CAC Benchmark LTV: (.JAC

Ratio

Commercial insurance 2,975 595 5:1

Education (higher education & colleges) 7,118 1,424

Pharmaceutical industry 890 178

Aerospace & Defense 3, 249 722 4,5:1

PCB (Printed Circuit Board) design & production 2,223 491

Legal services 4,117 915

Real estate 3,160 791 4:1

SaaS (B2B) 956 239

Biotechnology 2,774 694

Business consulting 2, 622 656

Construction 1, 396 349

Cyber security 1,712 429

Financial services 3, 692 923

Industrial TioT (Industrial Internet of Things) 2, 680 673

Medical equipment 2,512 628

Software development 3, 042 763

Aviation 2,721 778 3,5:1

Engineering 1,972 566

IT and managed services 2,039 583

Automotive 2,076 692 3:1

Electronic commerce 255 84

Environmental services 1,485 495

HVAC (Heating, Ventilation, and Air Conditioning) ser- 1, 140 380

vices

Production 2,351 784

Oil and gas 2,570 857

Transport and logistics 1, 752 584

Entertainment 823 329 2,5:1

SaaS (B2C) 583 233

Sunny energy 1,178 471

Consequently, the CAC is maintained within sectoral benchmarks and its increase could significantly affect
the overall rate of return, which highlights the need for these two indicators to be considered continuously in
combination.

FirstPageSage’s research also indicates that significant improvements in the ratio of LTV to CAC in the
long term are observed when organic marketing is used dominantly to create potential customers, while using
a combined approach (organic and paid marketing channels) is generally appropriate for the short-term period
at the beginning of the product (service) life cycle [5].

Calculation, monitoring and optimization of the LTV: CAC ratio is critical to brand success, as it determines
the effectiveness of marketing efforts and provides the ability to predict long-term brand profitability, and the
LTV: CAC ratio is the main indicator of brand profitability, growth potential and overall business status and
“consumer quality”.

When estimating the ratio ratio of LTV: CAC, it is worth noting that business entities (management) evaluate
growth priority differently. While SaaS companies can grow without increasing physical infrastructure costs
or inventory, resource-dependent industries cannot adjust to a similar growth pattern.

Conclusions and prospects of further researches (discussion). Focusing on the vital value of regular
consumers is a focus mainly on profit-maximizing strategies.

According to Growth Marketing Metrics, the probability of selling to a new potential consumer is 5-20%,
but the probability of selling to an existing consumer is 60-70%.
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Since CAC is an indicator of business investment in consumer relations (attracting a new consumer), LTV
helps measure and maximize the return on such investment (ROI), the LTV: CAC ratio gives a clear idea of the
return on such investment and the identification of the most valuable consumers in relations with whom it is
worth investing more resources to increase the level of satisfaction and loyalty, defining strategic and tactical
approaches, advertising campaigns (promotions) to increase customer loyalty and retention and test methods
to improve consumer interaction with lower LTVs. Identifying consumers with lower LTV allows for a targeted
effort to improve their experience, retention rates, to use LTV as a variable to create marketing segments.

Open and continuous communication and personalization is the leitmotif that connects the different stages
of the consumer’s life cycle with the brand, ensuring a smooth transition from one stage to the next.

Effective consumer life cycle management is a delicate interaction between consumer engagement and di-
rect impact on the financial well-being of businesses, and the combination of carefully selected strategies and
technological solutions and the optimization of each stage of the life cycle is the key to increasing brand loyalty,
sustainable growth and increasing business profitability.

JJOJATKOBA IHDOOPMAIIIA
DOIHAHCYBAHHSA: AsTopu He oTpuUMyBaIu (DiHAHCYBAHHA [JIA IIHOTO TOCTIKeHHA.
3AABA ITPO JOCTYIIHICTB JAHMX: He 3acT0COBYETHCA.
KOH®JIIKT IHTEPECIB: ABTopu 3asABJIAIOTE IIPO BiACYTHICTh KOHQJIKTY iHTEpECIiB.
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Yemesmenko Amxerika Muxaiurisaa
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douenm rkagedpu mapremumnzy
JeporcasHuti mopzosenbHo-eKOHOMIYHILLL
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XUTTEBI UMKAN CNOXUBAUIB

AK IHCTPYMEHT MAKCUMI3AUII

NOTEHLINHOI MPUBYTKOBOCTI
BPEHAY

AHoTauis. BcTyn. KpUTUYHO BAXIMBUM ACNEKTOM CTPATE2iYHNX
onepawiii WwWogo riaHyBaHHS, popMyBaHHS Ta OTPUMAHHS eKOHOMIYHO20
Ta PiHaHCOBO20 edekTy Bi3HeCy € edeKTUBHe yrPaBiHHS KUTTEBUM Lin-
KJIOM CMOXXMBAYIB. BMIHHSA OPIEHTYBATUCA HA KOXKHOMY €Tari XUTTEBO2O
LMKy Hagae Gi3HeCy MOXJIMBOCTI /il MOKPALLIEHHS! KNIEHTCbKO20 gOCBIgy
Ta, SIK HACNIGOK, MaKcMMI3auii noTeHwi¥iHoi NpubyTKOBOCTI. PO3yMiHHS
11 KopekTHe BuMiptoBaHHs LTV Ta CLV (3anexHo Big mogeni 6i3Hecy)
gae MOX/MBICTb gornomo2Tu cyb'ekTam bGizHecy aganTyBatu Mapke-
TUHROBI 3yCUJ/IIA, OMTUMI3YBATH BUTPATM HA 3A/Ty4eHHS 1 YTPUMAHHSA
CrOXX1BAYIB, BUSBASTH Vi PO3BUBATY Ce2MeHTH 3 BUCOKuUM LTV (CLV),
3abe3neyytoyn 3pOCTaHHS Ta CTikikuii ycrix 6peHgy Ha KOHKYPeHTHOMY
PMHKY Ta gO3BO/SIE NPMtMATi 06]PyHTOBAHI Ta CTpATe2i4Hi pillieHHs.

Meta. MeToto npegcTasnieHo20 qoCaigxKeHHs € AHANI3 KUTTEBUX
UMKANIB CMIOXMBAYIB 30gA5 MAKCUMI3ALi MOTeHUiViHOI mpubyTKOBOCTI
OpeHgy.

Martepianun i metogu. Y gocaig>keHHi BUKOPUCTAHO aHAITHY-
Hi Ta oyiHBANbHI gocnigkeHHs Growth Marketing Metrics [6],
FirstPageSage [5,13], The American Customer Satisfaction Index [12,14],
Ta HaykoBi gocnigxenHs Joosten David [9], Leblanc D. [10] and Taddeo J.
[11], ki MOXyTb OyTV OCHOBOKO GISt GHANI3Y KMTTEBUX LIMK/IB CNOXXMBAYIB
3ag/151 MaKcuMI3awii noTeHuiiiHoi npnbyTKOBOCTi GPeHgy Ta pO3yMiHHS
11ogasbLL020 po3BUTKY GpeHgy. B npovieci 3giicHeHHs gocigokeHHs byo
BUKOPUCTAHO HAYKOBI MeTOgu TeOPETUYHOR0 y3a2a/ibHeHHS Ta 2pyry-
BAHHS (gAs cucTemaTtusauii MeTogiB Ta MeTogonoeii); popmaniadii,
aHanizy Ta cuHTe3y (gas iHTeprpeTawii aHaniTMYHMX MATepianis);
J102{4HO20 Y30a2a/IbHEHHS pe3y/bTaTiB (popmMyNOBAHHS BUCHOBKIB).

Pe3ynbTatn. Y HAyKOBIV CTATTi pO32ASHYTO MUTAHHS 0COOAMBOCTEN
QHANI3Y KUTTEBUX UMKAIB CMIOXMBAYIB 3AG/11 MAKCUMI3ALIT NOTeHUiHOI
npnbyTKOBOCTi OpeHgy Ta gOBEgeHO, L0 30CePegiKeHHs Ha KUTTE-
Bi¥i UIHHOCTI MOCTIMHUX CNIOXMBAYIB € 30CEPEGKeHHAM MepeBaxxHo
Ha CTpaTezisix, OPIEHTOBAHMX HA MAKcUMi3awito npubyTKy. MpoBe-
geHe goC/ligyKeHHs CBIguUTb Mpo Te, Lo 30inbLuyiodn LTV, bizHec mMae
MOX/MBICTb 30iNbLUNTU BIOGKET 3ag/s 3a1y4eHHs] HOBUX CNOXMBAYIB,
BuNepegeHHs KOHKYPEHTIB Ta BifIbLLI020 OXOM/IeHHs YacTKM PUHKY, LLO
B pe3y/ibTaTi O3BOJIAIE JOBLLE YTPUMYBATH CMIOXMBAYIB TA NPU3BOGUTD
go 3a2a/1bHO20 30iN1bLIeHHS LTV.

[NepcrekTvBy. B oganbLUmx HayKOBUX GOCHIGKEHHSX € HEOOXIGHICTb
30CepeguTy yBazy Ha AHANI3i Vi 0COONMBOCTAX 3ACTOCYBAHHS KAHANIB,
OPIEHTOBAHMX HA KOHBEPCItO, TA 3a/1y4eHHSs MOTeHLiMHUX CMOXMBAYIB /i
YTPUMAHHS LLO ICHYE T HA A20PUTMAX POPMYBAHHS OPEHG-0SIbHOCTI.

Kno4oBi cnoBa: xuTTeBA LiHHICTb (BAPTICTb) crioxwmBayis (LTV 1a/
abo CLV), BapricTb 3anyyeHHs crioxubadyis (CAC), epekTuBHICTb bpeHgy,
OpeHg-nosbHICTb, cTpaTeais bisHecy, bpeHg-cTparezis.



