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How do most executives think about CLV?



Which 
customers will 

come back

How often 
they will 

return

How much 
they will 

spend

How much each 
customer will 
(probably) be 

worth

Making CLV Practical

A prediction of each customer’s profitability over their 
entire (past and future) relationship



Five basic business models (B2B or B2C)

• Pure (single service) contractual

• Multi-service contractual

• Pure (single behavior) non-contractual

• Multi-behavior non-contractual

• Hybrid: contractual + non-contractual









CLV Ultra is Theta’s breakthrough CLV model that 
combines unprecedented accuracy with a high degree of automation 

Highly accurate Automated Scalable

CLV Ultra

RFM-based Models

Pros:
▪ Easy to use
▪ High automation

Cons:
▪ Low accuracy
▪ No covariates (e.g., seasonality 

or business dynamics)
▪ Can’t value new customers

BTYD Models (publicly available)

Pros:
▪ More accurate than RFM
▪ Reasonable way to model customer 

behavior

Cons:
▪ Highly manual
▪ Limited covariates (except for some 

proprietary models)
▪ Additional effort required to value 

new customers

Next Generation: CLV Ultra

Usually, there is a tradeoff between 
accuracy and automation

But we have created a model that 
automatically and simultaneously:
▪ Detects seasonality and other 

covariates
▪ Jointly estimate all cohorts to 

capture cross-cohort effects
▪ Accurately values new customers



CLV Ultra combines customer behavior models with advanced 
machine learning to automatically detect and decompose 
covariates

CLV Ultra

Highly Accurate
▪ Estimates cohorts jointly, more accurately 
capturing cross-cohort dynamics and customer 
behavior evolution

▪ Detects and decomposes covariates into 
seasonal, non-seasonal, and tenure effects

▪ Can incorporate a wide variety of covariates all 
the way down to the customer level

Automated
▪ Fully automated, dramatically reducing the time 
to validate the model and generate insights

Scalable
▪ Efficiently processes data for hundreds of 
millions of customers, making it ideal for 
large-scale applications



This results in quicker and even more 
impactful CLV improvement opportunities

Much more easily accommodates managerially relevant decision 
variables

Better accuracy, especially for newer customers (very important 
for growing companies!)

Substantially shorter turnaround times

Model outputs that are easier to interpret, showing critical 
business dynamics and CLV drivers



CLV Activation Framework
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adidas story!
CLV | Activation | Insights  



Activation Playbook : Drive adoption to 
Purchase

1. Use Case :  Limited Time Offers
Objective : Convert one-time customers to repeat buyers.

2. Use Case :  Reactivation
Objective : Boost customer engagement, repeat purchases, 
brand awareness, retention, feedback collection, referrals, and 
customer relationships.

3. Use Case :  Re-Targeting
Objective : Target customers again with different 
communication taglines to prompt purchase

4. Use Case :  Onboarding to More Purchase
Objective : Encourage first-time buyers to become repeat 
customers, increasing customer lifetime value. 

5. Use Case :  Donate on Purchase – Save earth, Feed the needy 
Objective : Align your brand with social and environmental 
responsibility while increasing customer engagement.

6. Use Case :  Incentives/Offers 
Objective : Drive sales and engagement by providing 
attractive incentives and offers. 

7. Use Case :  Feedback 
Objective : Gather actionable feedback to improve the 
product or service, enhance customer satisfaction.

8. Use Case :  Newsletter Campaign 
Objective : Maintain customer communication and 
strengthen brand loyalty. 



Use Case Limited Time Offer

Use Case :  Limited Time Offers

Objective : Convert one-time customers to repeat buyers.

This campaign was executed in for a limited time period 

to encourage one and done customers to make a prompt 

purchase



Use Case  Reactivation

Use Case :  Reactivation

Objective : Boost customer engagement, repeat purchases

This campaign was executed leveraging the T20 world 

cup fever to prompt customers to purchase the Indian 

Jersey



Re Targeting Use Case

3. Use Case :  Re-Targeting

Objective : Target customers again with different 

communication taglines to prompt purchase

This campaign was executed to convert our inactive 

customers and prompt them to make a purchase with us 

again 



Activation Playbook : FOP 

4.Use Case :  Exclusive Pre-Sales Outreach/VIP Treatment 
Objective : Reward your once loyal customers and create a sense 
of exclusivity, encouraging repeat purchases and brand advocacy. 

1..Use Case :  Merch Triggers (New Arrivals, Price Drops, Back in 
Stock, Wishlist) 
Objective : Keep customers informed and engaged with the latest 
products and deals, drive sales, and create a sense of urgency.

2.Use Case :  Exclusive Personalized Offer 
Objective : Enhance customer retention and engagement by 
providing tailored offers based on individual preferences & 
purchase history.

3.Use Case :  Collaboration with Company and Promote Both 
Objective : Expand your reach and customer base by 
collaborating new partnership agreement signed between the 
two companies to cross-promote products and services.

5.Use Case :  'Thank You' Campaign/Shoutout Campaign 
Objective : Express gratitude to customers, strengthen 
brand-customer relationships, and encourage word-of-mouth 
marketing.

6.Use Case :  Donate on Purchase - Save Earth, Feed the Needy 
Objective : Align your brand with social and environmental 
responsibility to make a positive impact through customer 
contributions and providing meals for those in need.
 

7.Use Case :  On Call Support Services 
Objective : Provide exceptional customer service and support, 
building trust and resolving customer issues in real-time to 
re-engage customers with the brand.
 

8.Use Case :  Next Best Purchase Product 
Discovery/Recommendations 
Objective : Increase cross-selling and upselling opportunities by 
suggesting complementary or related products to customers.



Use case Merch Triggers

1..Use Case :  Merch Triggers (New Arrivals, Price Drops) Objective : 

Keep customers informed and engaged with the latest products and 

deals, drive sales, and create a sense of urgency.

This campaign was executed informing our once loyal customers 

about the new arrival items to keep them engaged and create a 

sense of exclusivity and drive sales



Personalized

2.Use Case :  Exclusive Personalized Offer 

Objective : Enhance customer retention and engagement by providing 

tailored offers based on individual preferences & purchase history.



Cross Company Collaboration Use Case 

3.Use Case :  Collaboration with Company and Promote Both 

Objective : Expand your reach and customer base by collaborating 

new partnership agreement signed between the two companies to 

cross-promote products and services.

This campaign was executed in collaboration with Air India Express 

to the adidas loyal customers wherein they were made to fill out a 

form at the Air India portal and give them a discount on their tickets 



Activation Playbook : AOV 

8.  Use Case :  Invitation Program for New Product Creation
Objective : Involve customers in product creation. 

11. Use Case:  Testimonials and Reviews  
Objective : Build credibility with positive customer feedback. 5.  Use Case:  Brand Advocacy (Feedback and NPS)  

Objective : Turn satisfied customers into advocates. 

12.Use Case:  Merch Triggers (New Arrivals, Price Drops) 
Objective : Keep customers engaged with timely updates on 
new arrivals, price drops notifications. 

3. Use Case:  Free Product Giveaways
Objective : Increase brand visibility through giveaways. 

6.Use Case:  Next Best Purchase Product 
Discovery/Recommendations  
Objective: Enhance the shopping experience with personalized product 
suggestions. 

7.Use Case:  Loyalty Membership Use Case - Tier Upgrade
Objective : Encourage loyalty through tiered membership benefits. 1. Use Case:  Invitation to the loyal customers  

Objective : Attract and retain customers with a rewarding loyalty 
program. 

9. Use Case: Refer and Earn
Objective : Acquire new customers through customer referrals.

10. Use Case: Exclusive Pre-Sales Outreach/VIP Treatment  
Objective : Reward loyalty with exclusive pre-sale access. 

2. Use Case: Special Event  Invitation : FIFA world cup/T20 
world cup screening)  
Objective : Strengthen customer relationships through special 
events.

4. Use Case: Personalized Offers/Coupons like (10%off)
Objective : Increase satisfaction with personalized, long-term 
benefits. 



Invitation to the loyal customers  

Use Case:  Invitation to the loyal customers  

Objective : Attract and retain customers with a rewarding loyalty 

program. 

This campaign was executed in collaboration with Zomato to the 

adidas loyal customers wherein they were given a Zomato 

membership



Use Case 1 - XXX

Use Case: Special Event  Invitation : FIFA world cup/T20 world cup 
screening)
Objective : Strengthen customer relationships through special events.

This campaign was executed specially for the adidas loyal members  

inviting them to patriciate and win a chance to win the live screening 

to the T20 cricket match



Personalized

Use Case: Personalized Offers/Coupons like (10%off)

Objective : Increase loyal customer satisfaction with personalized offer 

and additional coupons to increase their CLV 

This campaign was executed offering an additional coupon in 

addition to the existing offer to the loyal members to drive sales and 

create a sense of exclusiveness for the loyal members 



Omnichannel welcome journey to drive AOV



Activate Revenue Generation Pre-Build Journeys



1 SVOC had 8+ identifiers & 32 attributes enabling 
targeted marketing & hyper-personalization

Dynamic customer segmentation improved 
revenue via net new customer acquisition by 
4%

Saved 23% on marketing costs via 
marketing attribution & channel 
optimization

Improved wallet share per 
customer by 4% within 3 
months

2

3

4

Case Study-Acquisition & AOV

• Unable to leverage transactional data, to 
personalize & enhance CX.

• Unable to create customer segments that will 
propose the next-best offer (NBO).

• Limited or no success in cross-selling to 
existing customers.

Challenges

Impact CX



Case Study – AOV, CLV

• Heavy revenue leakages due to cart 
abandonment 

• Adversely impacting e-commerce store 
& Customer Experience 

• Online traffic and viewing of products 
were high but transactions were very low

1 8% additional contribution to monthly revenues 
with a 5.8% conversion rate

54% open rate for cart abandon emails 
subsequently resulting in email open rates 
increasing by 5% for a customer data set of 1.2 
million 

adidas could save costs, optimize acquisition 
spend, increase CLV of segment of customers & 
increase engagement in otherwise lost 
customer

2

3

Challenges

Impact Journey Automation



Case Study – FOP, Retention rate

• More than a 6th of the base turned out 
inactive, and heavy potential losses were 
incurred by the brand Impacting an increased 
acquisition cost in creating a new customer 
base while the existing customer base was 
churning out of the system.

1 14% direct contribution to monthly 
revenues by increased FOP

Increased Open rates among inactive 
customers with about 41% average open rates 
noticed from month 1.

Indirect revenue contribution from this now 
active base

2

3

Challenges

Impact
Reactivation



Case Study – Assortment Rate

• Lack of streamlined, enhanced & synchronized 
prospect & customer engagement

• Critical touchpoints in the customer journey 
weren’t integrated were adversely affecting 
visibility & CX

• Ad hoc ways of marketing impacted spend, 
efficiencies, and conversions 

1 increase in click-throughs (30%) & 
increase in conversion rate (40%)

Analytics & insights around footwear sales by 
type & popularity, return rate, conversion for 
sneaker enthusiast

ML models like RFM, behavioral segmentation, 
and NBO enabled creation intelligent 
real-time marketing

2

3

Challenges

Impact
Campaign Automation



$11.2 M 

Preliminary 
revenue growth 

estimates

$5.4 M 

Preliminary cost 
savings 

estimates

AOV 
Uplift

UPT 
UPlift

Increase 
assortments

Retain 
Customers 
revenue

$3 M

$4 M

$2.2 M

$2 M

Optimize 
Media 
Spend

Optimize 
Resource 

cost

Optimize 
Channels

Optimize 
Call-Center 

Costs

$ 2M

$ 0.8M

$1.6M

$ 1M

The Engagement The Architecture The data CLV The Campaigns

Revenue Growth Optimization Gain

Impact



DASHBOARDS AOV + FOP (SAMPLE)  

01/01/23

04/01/23

07/01/23

01/01/23

04/01/23

07/01/23



Click here to join the waitlist!

https://share.hsforms.com/1YuGCz366QYyicNc7kYYzBQ2rc1f?utm_campaign=General&utm_medium=email&_hsenc=p2ANqtz--ITvSYM8dwMH8DJTnFX5KbKiz3aUNxHpvbkCKyUadmMzkwKRYflQ-T_eZOd98XkrpaUs74W-W329cP1aHMwUCbUpNXqg&_hsmi=319792197&utm_content=319792197&utm_source=hs_automation


Q&A


