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Personal Bio 
•  Vice President of Product Management @ ARI Network 

Services 

•  BA in Web & Digital Media Development from 
University of Wisconsin 

•  MBA with Marketing Emphasis from University of 
Wisconsin 

•  Web design and e-commerce background 

•  Life-long power sports owner and enthusiast 
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Personal Bio 

I am the foremost Aaron Rogers 
lookalike in Wisconsin…and fan. 
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Customer Lifetime Value Intro (CLTV) 
Definition:  
A predictive measure that forecasts the future revenues and 
value of customers, viewing customers as an assets that will 
bring future value to your business.
 

Simply Put:  
Total Revenue Generated Per Customer Over Lifetime – Cost to 
Acquire Customer
 

Basic Equation:   
(Average Value per Visit/Purchase * Average Number of Visits/
Purchases per Year) * (Average Customer Lifetime in Years)
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Customer Lifetime Value Intro (CLTV) 

Sources of Revenue Over Customer Lifetime 
 Unit Sale 

 Financing 

 Extended Warranty 

 Service 

 Replacement Parts 

 Aftermarket Parts, Garments, and Accessories 

 Referrals 
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Customer Lifetime Value Intro (CLTV) 

Illustrative Example - My Lifetime Value Deconstructed 
 

Initial Unit Purchase: H-D Nightster 
+ 1st Gear Purchase: Helmet, Jacket 
+ Recurring Annual Spring Service 
+ 1st Accessories Purchase: Aftermarket Air  

 Intake, Aftermarket Exhaust, Fuel Management Module 
+ 2nd Gear Purchase: Boots, Gloves 
+ 2nd Accessories Purchase: Drag bar, Forward Controls 
… 
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Customer Lifetime Value Intro (CLTV) 

What is the benefit of measuring CLTV? 
 
•  Provides guidance for influencing customer 

behavior to increase their lifetime value – via 
increased average order value AND order 
frequency 

 
•  Provides insights for optimizing customer 

acquisition costs and budgeting 
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Customer Lifetime Value Intro (CLTV) 

CLTV Principal #1 
 
It costs more to acquire a new customer than to increase 
revenue from an existing customer 
 
 **Bonus Accelerator: Happy customers generate zero cost referral 
customers 
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Customer Lifetime Value Intro (CLTV) 

CLTV Principal #2 
 
The longer a customer stays with you, the more profit they 
generate, becoming more profitable over time 
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Customer Lifetime Value Intro (CLTV) 

The Goal 
 
Maximize CLTV by increasing average ticket value AND 
purchase frequency over lifetime.   
 
 Parts & Accessories are key repeat purchase and service drivers 

over life of the customer 

 Upgrade parts yield higher profit margin and increase the overall 
customer’s satisfaction and experience with the unit 
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Customer Lifetime Value Intro (CLTV) 

Metrics to Measure 
 
 What is your average revenue per customer per year? 

 How many unique purchases/service engagements are your 
customers completing on average per year? 

 
 What is the average duration/lifespan of your customers? 
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Customer Lifetime Value Intro (CLTV) 

Extended Information & Tool 
 

http://hbsp.harvard.edu/multimedia/flashtools/cltv/index.html 
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Strategies for Maximizing Lifetime 
Value Using Technology 

Increase Average Order Value via cross-sells 
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Strategies for Maximizing Lifetime 
Value Using Technology 

Increase Average Order Value via cross-sells 
 
 During new unit sales process 

 During service  
 
 During replacement part sales 
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Strategies for Maximizing Lifetime 
Value Using Technology 

Provide shoppers and staff with convenient 
accessory browsing tools 

 
 
 

Offer This: 
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Strategies for Maximizing Lifetime 
Value Using Technology 

Provide shoppers and staff with convenient 
accessory browsing tools 

 
 
 

Not This: 
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Strategies for Maximizing Lifetime 
Value Using Technology 

Increase customer order frequency 
 Via targeted direct marketing 

•  Track and document customer unit ownership in CRM 
•  Develop seasonal targeted marketing programs with unit-specific service and 

product promotions 

  Via 24/7 online and mobile product research and purchase tools 
•  Provide DIY customers with on-demand fitment-based parts lookup  
•  Connect and display product inventory availability in store and at suppliers 
•  Deliver mobile and tablet research tools where and when customers need them 
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Spotlight on slow-moving inventory 

Slow-moving inventory drives cost in many ways 
ü Capital costs  
ü Inventory management costs 
ü Storage costs 
ü Damage/loss cost 
ü Opportunity costs 
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Spotlight on slow-moving inventory 
•  How often do you end up stuck with a part that was 

purchased and attempted to be installed, only to 
ultimately be returned to you with opened packaging and 
potentially even some visual wear? 

 
•  What do you do with those parts? 
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Strategies for Liquidating Slow-Moving 
Inventory via Technology  

Utilize eCatalog software to reverse lookup 
the fitment list for slow-moving OEM and 
aftermarket parts – “Where Used insights” 
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Strategies for Liquidating Slow-Moving 
Inventory via Technology  

• Utilize parts fitment insights to: 
 Post listings on popular sales portals with fitment 

details 
 Deliver targeted email promotions on the parts who 

own compatible units 
 Create dedicated promotional shopping on your 

website with product fitment details 
 Prominently display in-store with compatible unit 

information 
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Takeaways 
Focus on and track customer lifetime value 

 Average Order Frequency per Customer 

 Average Order Value 

 Utilize eCatalog fitment insights to target customers to 
maximize both 

 

Don’t let slow-moving inventory eat into your 
profits 

 Utilize where-used fitment insights to drive inventory 
liquidation tactics 

 


