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Abstract. Maintaining brand loyalty within the target audience is the main priority of both the business owner and the
team, which is improving the implementation of this business. Modern brand loyalty is at a crossroads, with businesses
refining brand strategies in the context of changing consumer preferences, the AI boom, e-commerce, and dynamic
economic conditions. This study aimed to analyse the relationship between customer lifetime value and brand loyalty,
to elucidate and identify the different factors that influence customer loyalty and lifetime value. The methodological
basis of the research was an integrated approach that combines general scientific and special methods of cognition for
a comprehensive analysis of brand loyalty of the target audience and customer lifetime value. The analysis identified
the key factors influencing this relationship, including customer experience, perceived value, personalisation, customer
segmentation, and optimisation of acquisition and retention channels. The study found that understanding and measuring
customer lifetime value correctly provides an opportunity to help business actors adapt marketing efforts, optimise the
costs of attracting and retaining consumers, identify and develop segments with high customer lifetime value, ensuring
brand loyalty growth and sustainable success in a competitive market, and allows for informed and strategic decisions
about the feasibility and effectiveness of marketing, sales, and support investments. The results revealed that assessing
customer lifetime value requires consideration of differences between customer segments and the risk of overestimating
customer value, which may influence the effectiveness of marketing decisions. The research carried out was of practical
value to business actors in the context of efficient budget allocation of available channels for attracting and retaining
consumers by business model and industry

Keywords: customer acquisition cost; brand effectiveness; brand loyalty; business strategy; brand strategy

Introduction

Effective customer lifecycle management is a delicate in-
teraction between consumer engagement and the direct
impact on the business’s financial results. The COVID-19
pandemic, which significantly changed consumer behav-
iour (the transition to e-commerce) and escapism, which
negatively affected existing loyalty programs, has em-
phasised the importance of consumer-oriented strategies
(real-time service, development of active omnichannel
brand communities, gaming rewards, exciting experienc-
es, etc.). The lifetime value (LTV and/or CLV) indicator
helps to determine the plateau in the relationship between
business and the consumer; the understanding and quali-
tative calculation of which makes it possible to determine

changes and improvements that can increase brand loyal-
ty, satisfaction, and consumer spending. It is worth not-
ing that the approaches to determining the relationship
between LTV and brand loyalty of the target audience for
goods and services have certain features in view of their
materiality and intangibility. Features are also observed
depending on the market models: B2B and B2C.
According to M. Riordan (2026), almost 66% of cus-
tomers in the B2B segment and 53% in the B2C segment
refuse further interaction due to poor service and inter-
action levels. That is why evaluating, controlling and im-
proving the level of consumer satisfaction (Customer Sat-
isfaction Score (CSAT) is an extremely important task for
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any business entity, taking into account specific aspects of
activity. Also, it is worth noting that the optimal value of
CSAT depends on the field and industry (light industry
and technology - 79%, retail trade (electronic trade) and
tourism - 78%, retail trade (specialised) - 77%, delivery —
76%). According to G. Tay (2026), on average, companies
working to improve the customer experience see consum-
er retention at 42% and satisfaction at 33%, and cross and
incremental sales — at 32%. Therefore, positive experienc-
es generate satisfied and loyal consumers, contributing to
the growth of profits. The E. Bailyn (2025a; 2025b) also
indicated that the improvement in the ratio of LTV to
customer acquisition cost (CAC) in the long term is due
to the dominant use of organic marketing, while in the
short term, the optimal use is a combined approach. The
main idea of research X. Li (2025) was the prioritisation
of high-value customers, their classification into different
customer lifetime value (CLV) groups to make more in-
formed and targeted decisions about each group, which
improves customer retention, thereby increasing the
long-term attractiveness and strategic stability of the en-
terprise. A data-driven approach for resource allocation
and adjustment is presented, combining real-time data
and dynamic customer behaviour analysis, and analysing
enterprise data and consumer behaviour.

Results of study O. Kolomytseva et al. (2024) con-
firmed that loyalty is significantly influenced by elements
such as personalising interactions, ensuring usability of
products and services, responding quickly to custom-
er needs, and integrating different interaction channels.
P. Mandal (2023) believed that effective management of
customer lifetime value contributes to business growth
and allows for strategic value assessment. Therefore, un-
derstanding consumers and increasing their growth po-
tential emphasises the importance of building customer
loyalty through competence, honesty, and friendliness,
which will promote long-term loyalty. According to V. No-
rouzi (2024), CLV allows businesses to significantly in-
crease profitability, efficiently allocate resources, and in-
crease loyalty. Neural networks can significantly improve
the prediction of consumers’ lifetime value, helping busi-
nesses optimise costs through segmentation, emotional
engagement, personalised offers, and identification of the
most effective channels, taking into account the evaluation
of the consumer’s efforts to interact with products or ser-
vices. Y. Yan & N. ResnicK’s (2024) approach to modelling
focused on three main strategies: feature development, an
advanced multi-stage CLV model, and CLV directly. Ac-
cording to the results of backtesting, the proposed model
is appropriate for testing and implementation for brands
with low retention rates and high prices.

The customer life cycle forecasting system in the
context of B2B SaaS-for optimising resource allocation,
improving product offerings, promoting customer reten-
tion, and improving business decisions-was investigated
by S. Curiskis et al. (2023). They described a number of

marketing applications related to CLV prediction in B2B
Saa$S environments, such as highly heterogeneous popu-
lations, multiple product offerings, time constraints of
data, and subtle customer relationships. Cluster analysis
and the RFM model are widely used to gain a deeper un-
derstanding of customer characteristics and needs due to
their simplicity and applicability in purchasing behaviour
analysis. A slightly different approach than in the studies
in question, in particular D. Kvicala et al. (2026), focused
on three levels of categorical variables that are individually
related to CLV (transaction, client, and e-store) and their
comparison. In doing so, the greatest association among
the quantitative variables was demonstrated by behaviour-
al loyalty, measured through the number of transactions.
Also interesting was the conclusion regarding the com-
parison of access channels to electronic stores, namely: a
positive connection with CLV is demonstrated by “direct
access” through Google campaigns, whereas a negative
relationship with CLV is identified through Facebook
campaigns. Regarding usability and consumer satisfaction
from using versions of electronic stores, priority is defined
for the “desktop device_category” compared to the “mo-
bile device_category”.

According to research by American Customer Satis-
faction Index (2026), consumers have become more de-
manding; they do not register “just like that” and do not
return to places where the experience is uninteresting or
difficult. The main conclusions of the study are that con-
sumer behaviour is influenced by income levels: low- and
middle-income consumers claim to be well aware of the
conditions of all loyalty programs, understand the differ-
ences between them, and demonstrate a high level of en-
gagement. High-income consumers show the least interest
in loyalty programs and choose simple rewards. Although
numerous studies explore the basics of loyalty while others
use CLV as a segmentation tool, there is a scarcity of papers
that consider approaches to determine the relationship be-
tween LTV and brand loyalty of the target audience, gen-
erating potential consumers depending on B2B and B2C
market models and industries. This study aimed to analyse
the relationship between customer lifetime value and brand
loyalty, to elucidate and identify the different factors that
influence customer loyalty and lifetime value.

Materials and Methods

The presented article was theoretical and analytical. The
methodological basis of the research was an integrated ap-
proach that combined general scientific and special meth-
ods of cognition for a comprehensive analysis of brand loy-
alty of the target audience and CLV. The research structure
was structured in such a way as to ensure the transition
from theoretical understanding of concepts to theoretical
and analytical analysis of customer lifetime value and brand
loyalty of the target audience, with an emphasis on the fea-
sibility of attracting new consumers. Within the frame-
work of the epistemological analysis method, a review of
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scientific approaches was conducted in order to identify and
systematise the relationships between customer lifetime
value and brand loyalty and their influences. In the process
of the study, the theoretical and practical achievements of
scientists and analytical companies were worked out, and
certain directions of systematisation were determined.
These directions included the main drivers of brand loy-
alty; the possibilities of measuring the positive and nega-
tive impact of customer experience on brand loyalty and
the correlation between aspects of customer experience;
the possibility of considering CLV as a segmentation tool
and explanatory factors of loyalty and their differences. The
systematisation also covered methods of modelling and op-
timising the customer’s life cycle in order to determine the
mechanisms of loyalty formation; the mechanisms of mod-
elling customer loyalty formation as intermediaries be-
tween satisfaction, trust, and brand image with the aim of
sustainable success; and the relationship between LTV and
brand loyalty of the target audience, taking into account
the materiality of products and goods, the intangibility of
services, and the features of such relationships according to
B2B and B2C market models. The methodological basis for
the interpretation of theoretical and analytical data includ-
ed approaches to the specified problems by both scientists
and leading research organisations, as well as the method
of structural analysis of the relationships between customer
lifetime value and brand loyalty.

Based on research on ways to optimise and increase
LTV (Joosten, 2024; Corde & Karpinski, 2026; Har-
din, 2026), ways and tools of rational budget planning for
increasing the duration of consumer retention, the overall
increase of LTV, and the attraction of new consumers were
summarised and systematised. Given that LTV perfor-
mance and the strategic vision of brand loyalty are linearly
influenced by a score like CAC, the study used analytical
data from an SEO and marketing leadership company First
Page Sage to determine the optimal LTV to CAC ratio for
29 industries and the average ratio for each industry for the
period 2019-2024. Customer acquisition strategy evalua-
tion was based on anonymous analytics of 140+ B2B cam-
paigns for the period 2019-2024 (approximately 65% B2B
and 35% B2C of the US market, including business entities
such as Salesforce, Microsoft, US Bank, Logitech, and Ver-
isign) in three categories based on company sizes: Small-
to-Midsize ($10M-$100M) — 43%, lower middle market
($100M-$1B) - 35%, upper middle market and enterprise
($1B+) - 22%. Customer engagement was done primarily
through organic SEO (79% of campaigns) with paid search
(13%) and the remaining - a combination of paid and or-
ganic social, video marketing, and email in 20 different in-
dustries, as well as data from 103 B2C customers for the
period 2021-2025. CAC (organic CAC and paid CAC) was
assembled primarily from two channels: SEO and Organic
Social. Paid CAC data was collected from PPC/SEM and
Paid Social, excluding email marketing, direct mail, out-
door advertising, or other marketing channels due to the
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limitations of B2C dataset. CAC results from organic and
paid channels were separately averaged, segmenting them
by industry.

The study used analytical and evaluation studies by
American Customer Satisfaction Index (2026), Emplifi
(Tay, 2026), Euromonitor International (2025), FirstPag-
eSage (Bailyn, 2025a; 2025b), Zendesk (Riordan, 2026)
and scientific studies of B. Baesens & A. De Caigny (2022),
S. Curiskis et al. (2023), and O. Kolomytseva et al. (2024),
which were the basis for analysing consumer life cycles and
forming brand loyalty in order to maximise the potential
capacity of the brand. This made it possible to classify ways
to increase LTV (“Fastest way”, “Effective way” and “Most
effective way”) and systematise channels for attracting and
retaining consumers in order to increase LTV. This mul-
ti-method approach provided a comprehensive justifica-
tion for the feasibility and effectiveness of making busi-
ness decisions regarding the structure of investments in
marketing, sales, support (after-sales service and customer
retention), development of new products (services), and
innovative approaches that depend on understanding the
lifecycles and lifetime value of consumers for the business
and maintaining their loyalty.

Results

The study of the relationship between customer lifetime
value and brand loyalty is based on the need to under-
stand the impact of marketing intelligence and organi-
sational-oriented strategic and tactical decision-making
on customer satisfaction and loyalty. In accordance with
S.K. Vishnoi et al. (2026), strategic decision-making sig-
nificantly affects customer loyalty, despite the fact that tac-
tical decision-making is negatively related to satisfaction.
The results of measuring the positive and negative impact
of customer experience on brand loyalty and the corre-
lations between aspects of customer experience (product
quality, emotional engagement, staff behaviour, satisfac-
tion, etc.) and factors affecting brand loyalty (customer
satisfaction, perceived value, brand trust, and emotional
connections), along with levels of brand loyalty among
different consumer segments, prove that sustained posi-
tive interactions build long-term brand loyalty. Negative
interactions lead consumers to consider competitors’ of-
fers in both the short and long term (Anastassova, 2026).
The ratio LTV:CAC is the main indicator of brand profita-
bility, growth potential and overall business condition and
“consumer quality”. Given that LTV shows the amount of
income that a business entity is able to receive or receives
throughout the entire path of consumer interaction with
the business, the values of CAC and LTV indicators are
in opposition to each other - the business is interested in
reducing CAC and increasing LTV. By increasing LTV,
businesses have the opportunity to increase their budget to
attract new consumers, increase competitiveness, and gain
more market share, resulting in longer consumer retention
and an overall increase in LTV (Table 1).
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Table 1. Ways to increase LTV

Increase in the average cost of the order . . . . N
oo conducting testing to clarify price elasticities
(price increase)
The fastest way . introduction of additional offers that complement
Additional sales o .
the initial product or service
Using special applications (Fix Your Funnel) optimisation and automation of marketing
Effective way Increase the frequency of repeat purchases loyalty programs, promotions, etc
The most . . . personalised communication, quality management,
. Increasing the level of consumer satisfaction . . :
effective way omnichannel, needs analysis and forecasting, loyalty programs

Source: summarised by author based on D. Joosten (2024), C. Corde & N. Karpinski (2026), J. Hardin (2026)

The best practices for optimising LT V:CAC are reduc-
ing CAC (by reducing the share of paid content (advertis-
ing), because rising advertising costs increase acquisition
costs, and they are not sustainable in the long term and are
only suitable for obtaining quick results and creating ini-
tial brand awareness in the early stages of development);
investing in more sustainable methods for long-term
growth capable of reducing CAC and reducing advertising
dependence (depending on the business model), which
affiliate programs can provide (especially popular among
consumer brands, they provide CAC control: the cost of
attracting consumers through affiliates is the affiliate fee);
and referral programs (reducing marketing costs by re-
ducing CAC: referred customers are more likely to make
repeat purchases and have a higher retention rate, thus in-
creasing the lifetime value).

Search engine optimisation (SEO) (a long-term, traf-
fic-oriented investment with sustainable results: brands
get free traffic from search engines, and keyword targeting
helps increase visibility and conversion rates); a focus on re-
tention (reducing CAC and increasing LTV through social
media channels (it's important to remember that these plat-
forms are borrowed territory), SMS/email, cross-selling,
and incentivising repeat purchases). Determination of the
most profitable and expensive segments of consumers (seg-
mentation of consumers and calculation of the LTV:CAC
ratio for each cohort makes it possible to determine exactly
which target audience is worth investing in). Analytical data
related to factors that directly affect LTV help to identify

problem areas and opportunities. Omnichannel strategies
help to identify channels capable of attracting consumers
with the highest LTV, and multichannel communication
helps to create a marketing strategy for each category of
consumers. Simplifying the consumer’s path, understand-
ing and defining their functional and emotional needs,
focusing not on what the consumer declares but on what
they really want, and evaluating their efforts (CES). Mon-
itoring the LTV:CAC ratio in real time (centralisation of
data, use of analytical platforms) deserves special attention.

In the context of significant business growth and im-
proved gross margin performance, a high LTV-to-CAC
ratio may serve as an indicator of the need to reassess op-
erational efficiency and optimise business processes prior
to expansion (Leblanc, 2021). Real-time monitoring of
the LTV:CAC ratio can help business actors understand
and evaluate consumer behaviour in order to develop and
make effective decisions and rational resource planning;
identify features and patterns of consumer behavior that
can increase LTV; orient consumers with similar habits to a
certain segment; understand and evaluate ways to increase
average costs or purchase frequency precisely within a spe-
cific business; determine ways to transfer consumers to a
level of higher value. Involvement of potential consumers
and maintenance of existing events. Attracting potential
consumers and retaining existing ones takes place through
main channels that are focused on conversion and addi-
tional (not effective for generating potential consumers),
but have strategic value (Table 2).

Table 2. Rating and analysis of channels of attraction and retention of consumers in 2025

= Attracting Maintaining Advantages and Disadvantages
e 2 . s Average
= = potential existing
< Channel 9 . return on
= £ | consumers (lead | consumers (lead Advantages Disadvantages .
2 . . investment
generation) education)
High return on investment and Campaigns take time and require
1 SEO + + versatility. Provides content for Hmpaig -4 748%
intensive content production.
° other channels.
Speaking 3 High ROI and direct contact with | A talented speaker is needed, who is
2 =) + + . . 856%
Engagements key industry decision makers. | also an expert, works a lot (moves).
3 Webinars + + An effective way to build trust. Requires hlgh.—q'uahty webinar 430%
training.
4 Email ) + Low costs for updating Quality mailing lists take time to 261%
_ (formatting) content. create.
PPC g
o £ High short-term return with Expensive in the long run with
5 | Advertising | E + . . . ; 36%
s} immediate results. decreasing ROI over time.
Model 32
6 ABM.— + + Precisely targeted at high value Limited use, high risk. Yarles
marketing customers who are great fit. considerably
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Continued Table 2
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= Attracting Maintaining Advantages and Disadvantages
e S . A Average
= k-] potential existing
< Channel 9 . return on
= £ | consumers (lead | consumers (lead Advantages Disadvantages .
= . . investment
= generation) education)
7 Podcasts - + The pOSSIbIhtY of offering long A charismatic expert is needed. 527%
term entertainment content.
. —_ Relatively low CAC. Ability to . . .
<
8 Orgamc £ - + update content with this cost Campaigns tak? time to build an 229%
marketing | .S . audience.
Z reduction.
Paid b . . . .
9 . < + - Precisely targeting the audience. High CAC. 192%
marketing
Trade Direct contact with the target Expensive and highly competitive
10 o + . 85%
exhibitions audience. market.

Source: summarised by author based on E. Bailyn (2025a), A. Chepelenko (2025; 2026), G. Tay (2026)

Most entities operating under the B2C model (mi-
cro, small and medium-sized business entities) earn the
best long-term returns from investing in SEO, creating the
groundwork and horizons for sustainable long-term con-
sumer engagement; email and organic marketing. Budget
increases provide an opportunity to increase investment
in paid generation of potential consumers (PPC and paid
marketing). For medium-sized B2B entrepreneurs, pub-
lic speaking, under the conditions of using a qualified
professional, becomes a valuable channel for attracting
and retaining consumers. Paid marketing can be used as
an additional channel to PPC (short-term or for another

audience segment). Instead, SEO, Email and organic mar-
keting require less of an overall consumer engagement
budget due to increased content creation efficiency. Large
business actors, because they have larger budgets, support
investments in all channels of attracting and retaining con-
sumers (Table 3), which allows experimentation and effi-
cient spending. Thus, business entities operating under the
B2B model choose to have visual and/or manifested content
through defined channels, which helps to establish trust in
the field (niche) or industry. For business entities operating
on the B2C model, content is an opportunity to increase sub-
scribers and expand brand recognition among consumers.

Table 3. Budget distribution of available channels of attracting
and retaining consumers according to the business model in 2025

Budget breakdown by business model and business entities
Channel B2C B2B
Function Enterprise
Small Midsize Startups Midsize
SEO o Retenti 50% 40% 60% 40% 25%
Speaking Engagements | % ctention 15% 10%
. /M of existing
Webinars Involvement 20%
- ; consumers
ABM-marketing of potential 10% 8%
PPC Advertising Model | | consumers 10% 20% 15% 16%
Paid marketing g 10% 15% 10% 5%
Trade exhibitions _5 . 10% 3%
Email S , L 20% 20% 15% 5% 5%
< Retention of existing
Podcasts 5%
- - consumers 20%
Organic marketing 15% 5% 5% 3%

Source: summarised by author based on E. Bailyn (2025a)

The transformation of loyalty program approaches has
been driven by the use of non-fungible tokens (NFTs), block-
chain, and the metaverse, which can add more exclusivity to
offerings, reduce fraud and costs, and create a safer environ-
ment. This creates new business models and incentives that
are more transparent, secure, and flexible, ensuring interac-
tion with consumers, expanding reach, and reducing costs. In
addition, crypto-loyalty programs are able to process rewards
in real time and are implemented by various types of busi-
nesses (from small and medium to large) and industries (e.g.,
retail, travel, beauty and personal care, etc.). The new digital
assets are able to modernise customer segments of loyalty

Innovation and Sustainability, 2026, Vol. 6, No. 3

programs, allowing direct access and close interaction with a
wider customer base, strengthening partnerships in various
areas and industries, increasing social responsibility and so-
cial incentives. The impetus for developing loyalty in a rapidly
transforming world is the transition of brands beyond pure-
ly transactional rewards toward more personalised, experi-
ence-oriented interactions. New trends include agent-based
Al, immersive micro-content, choice-based rewards, and
emotion-focused stimuli. In 2025, 27% of global consumers
bought products or services directly through TikTok con-
tent makers, demonstrating the power of digital touchpoints
in loyalty strategies (Euromonitor International, 2025).
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According to Euromonitor International (2025), sev-
eral key trends are expected to shape loyalty strategies in
2026. One of these is “Loyalgentic”, which refers to the
use of agentic Al to transform loyalty into real-time con-
sumer engagement. Al-powered loyalty agents, such as
Walmart’s Sparky, launched in 2025, can automate various
stages of consumer interaction and make participation in
loyalty programmes more seamless. This development
is supported by 70% of global consumers, while brands
that enable open API integration can further extend the
capabilities of such systems and strengthen consumer
engagement. Another important trend is the transition
from transactional reward schemes towards broader
wellness ecosystems that integrate fitness, nutrition and
mental health into consumers’ daily routines. In 2025,
60% of global consumers participated in several paid
retailer subscription programmes, with wellness becom-
ing one of their key expectations. For example, private
health insurer Vitality expanded its programme in 2025
by incorporating Google Cloud AI and sleep-related goals
through Oura, thereby rewarding healthy behaviour and

Largest Decreases in Loyalty Index Score by Brand and Industry for Q2 2025
Nike (Apparel Retail)

Nordstrom (Luxury)

Largest Increases in Loyalty Index Score by Brand and Industry for Q2 2025

Emirates (Travel)

TJ] Maxx (Apparel Retail)

encouraging longer-term engagement. Micro-content is
also gaining importance as a means of attracting attention
and stimulating emotional involvement. Through its Di-
anTao (Taobao Live) platform, Taobao enables consumers
to watch free micro-dramas and receive rewards via Al-
ipay that can subsequently be spent on Taobao, thereby
converting passive entertainment into tangible consumer
value and broader loyalty. Finally, loyalty strategies are in-
creasingly targeting affluent consumers through exclusiv-
ity, personalised rewards and tailored experiences. In this
context, brands are using technology-enabled exclusivity
to strengthen relationships with high-value consumers,
particularly in rapidly expanding markets such as India.
Loyalty Index by the Euromonitor International (2025)
offers a perspective by tracking and comparing how often
leading brands and companies mention loyalty in public
documents, articulating loyalty as part of their strategic
identity. The rise in the loyalty index by brand and indus-
try may indicate the launch of new programs, increased
consumer engagement efforts, or a deliberate focus on in-
vestor messaging (Fig. 1).

Q22025
52 165 = Q12025
106
380
180

22
393
53

0 50 100 150 200 250 300 350 400 450

Figure 1. The largest increase and decrease in the loyalty index by brands and industries for the first half of 2025

Source: J. Conway & N. Popova (2025)

The rapid increase in the loyalty index indicator of-
ten reflects deliberate efforts to increase loyalty in strate-
gic communications by proposing early changes in brand
priorities. Among the companies with the largest quarterly
growth in loyalty index figures, T] Maxx showed the most
dramatic rise (from 53 to 393), consistent with its buzzing
advertising push around the TJX Rewards program, the
“You Sponsored by T] Maxx” initiative, and increased inves-
tor communication, highlighting loyalty as a driving force
growth. Uniqlo has made notable strides through efforts to
expand personalised app features and integrate consumer
feedback. In the tourism sector (Emirates Airline), a signif-
icant increase in the loyalty index (from 22 to 180) occurred
thanks to the expansion of the Skywards program. At the
same time, strategic repositioning (a slight movement or
even a decline in the exchange of messages related to loyalty,
raising questions about whether loyalty remains the focus
of their public strategy) has been responsible for the decline
in the loyalty index. In addition, strategic shifts in inter-
nal restructuring and repositioning, such as Nike, caused
the loyalty index to decline from 165 to 52 in the second
quarter of 2025, as Nike’s public communications focused

on launching “Sport Offense”, reorganising and executing
“Win Now” actions, without mentioning loyalty programs
or consumer retention efforts, contributed to the above
results, as loyalty was not emphasised as a strategic pillar.

Nordstrom also experienced a significant decline over
the same period, with its Nordstrom Loyalty Index score
down from 380 to 106 and while Nordstrom announced
changes to The Nordy Club in April 2025 (a 5% fixed dis-
count Nordstrom Rack for credit card holders), the posi-
tioning change removed key loyalty mechanics and shift-
ed messaging away from interaction and towards a point
accumulation system and reduced public communications
after changes in ownership structure. Such dynamics high-
light the importance of monitoring messaging and actual
loyalty-related actions across industries, providing an op-
portunity to understand the consistency of brand loyalty
with customer engagement, sales growth and long-term
competitive positioning and the ability to figure out the
likelihood of a gap between what brands promise and what
they deliver. The results of the conducted research prove
the relationship between consumer lifetime value and
brand loyalty. Taking into account that from the standpoint
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of strategic vision and the long-term construction of brand
loyalty, it is important to find the optimal ratio of LTV to
CAC, understanding the industry features of such relation-
ships, their specification, and optimisation according to the
B2B and B2C market models becomes relevant.

Discussion

In the dynamic landscape of research on the relationship
between CLV, CAC, and brand loyalty, understandingly
formation (customer experience, perceived value, trust,
personalisation, segmentation, etc.), the choice of chan-
nels for attracting and retaining customers, and their use
by business entities in order to increase business efficiency
is gaining importance. Many small and large firms are still
trying to quantify customer value, optimise relationships
with them, facilitate customer experiences, and identify
customer paths alongside the variety of existing innovative
channels and customer lifecycle models, offering ways to
optimise and improve them with carefully selected data
combined with state-of-the-art analytics (Baesens & De
Caigny, 2022). Given that the digital market poses challeng-
es for firms, making customer loyalty an important strate-
gic goal for sustainable success, structural models allow for
identifying mechanisms for building and attracting cus-
tomer loyalty, where perceived value mediates loyalty rela-
tionships by balancing satisfaction, trust, and brand image.

Digital market features pose challenges for firms, mak-
ing customer loyalty an important strategic goal for sus-
tainable success (Sahyaja et al., 2026). Focusing on the lev-
els of categorical variables that are individually associated
with CLV, researchers note a positive association with CLV
through Google campaigns and a negative association with
CLV through Facebook campaigns (Kvicala et al., 2026),
which requires more research when choosing communica-
tion channels with the consumer in order to preserve and
increase loyalty. CLV is a strategic indicator for customer
segmentation and marketing resource allocation (Ali &
Shabn, 2024). According to Y. Yan & N. Resnick (2024),
modern marketing analytics is based on customer lifetime
value modelling, which focuses on three main strategies:
feature development, improvement of the multi-stage CLV
model (customer churn modelling), and the combination
of discriminative and generative models at the individual
level. In customer-centric systems, CLV is essential, espe-
cially within analytical modelling.

In a highly competitive service sector (banking, IT,
hospitality, etc.), as a rule, information isolation creates
gaps in the customer experience, and short-term connec-
tivity is overestimated; since most companies are interest-
ed in instant transformation, the strategic imperative aims
to maximise the customer’s lifetime value. In addition, the
study noted that the intangible nature of the service sector
requires more efficient information circulation to maintain
quality and trust in the service, and the alignment of sales
and marketing functions based on information exchange
plays a crucial role in stimulating CLV improvement, as
emphasised by M. Dhanalakshmi & R. Jith (2026). This

Chepelenko

approach provides an opportunity to understand the na-
ture and capabilities of tangible and intangible assets
through the lens of differentiation and (perhaps further)
diversification to increase CLV. In a study by E. Adiba et
al. (2025), it was emphasised that unlike traditional CLV
models that did not pay attention to contracts, the custom-
er lifetime value (CLV) model, adapted to the subscrip-
tion-based streaming industry, includes both contractual
dynamics and user activity. Because a longer subscription
yields a higher CLV with more predictable churn cycles, the
semi-Markov model captures the time users stay in specific
subscription plans and the transitions between those plans,
allowing, when analysing empirical data, the formation of
effective marketing strategies, loyalty, and resource man-
agement to maximise CLV in the streaming sector.

The study O. Dogan et al. (2025) stressed that BA tech-
niques are a key research area that will shape future CLV
modelling, especially in view of the increasing diversity and
speed of obtaining customer data that businesses can use
to optimise segmentation, improve personalised market-
ing strategies and ultimately stimulate customer retention
and profitability; this allows better prediction of custom-
er behaviour, tailoring offers to their needs and allocating
resources more efficiently which leads to improved satis-
faction and loyalty. In doing so, it should be observed that
the predominance of structured data does not take into
account potential information from unstructured data
sources, posing a problem for comprehensive CLV mod-
elling and signalling the need for more advanced meth-
ods of integration and analysis of such data. According
to B. Londofo-Giraldo et al. (2026), loyalty is defined as
a stable pattern of use and time billing, explained by five
constructs: perceived value, satisfaction, reputation, trust,
and commitment. Despite the global decline in satisfac-
tion, recent reviews suggest that post-consumption assess-
ment-an emotional judgment that results from comparing
expectations to perceived performance-plays a key role in
influencing buyer behaviour and ensuring customer loyalty
(Ramasamy et al., 2024). Customer experience is a major
driver of brand loyalty, and companies that prioritise un-
derstanding and improving this experience are more likely
to nurture loyal customers who contribute to sustainable
business growth (Rane et al., 2023). Given that industries
have specific leverage over consumer effects on CLV, re-
searching and leveraging knowledge on the LTV:CAC ratio
and budgeting available consumer attraction and retention
channels according to an appropriate business model can
help companies adapt strategic priorities and gain valuable
information to maximise CLV, optimise customer experi-
ence, and increase loyalty.

Conclusions

The study showed that understanding and correctly meas-
uring the customer’s lifetime value enables business enti-
ties to understand the nature and relationship between
LTV and CAC, which will allow them to ensure the growth
of brand loyalty, optimise the costs of attracting and
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retaining consumers, and adapt marketing efforts to iden-
tify segments with high customer lifetime value. In addi-
tion, the LTV:CAC ratio made it possible to identify the
most valuable consumers in relations with whom it is nec-
essary to invest more resources in order to increase their
satisfaction and loyalty, and to determine the expediency of
improving interaction (investment) with consumers with
lower LTVs. Also, the identification of consumers with a
lower level of LTV allows for purposefully improving their
experience and retention level, and using LTV as a vari-
able for creating marketing segments. Justification of the
feasibility and effectiveness of making business decisions
regarding investments in marketing, sales, and support
(after-sales service and customer retention), development
of new products (services), and innovative approaches de-
pends on an understanding of life cycles and the lifetime
value of consumers for business.

When evaluating LTV (CLV), it is desirable for eco-
nomic operators to consider certain risks and considera-
tions, namely: segment variability (not all consumers have
the same LTV (CLV) and the avoidance of overestimating
the value of consumers, which is related to their behaviour
regarding discounts and returns of goods, which may dis-
tort the calculations of LTV (CLV). By understanding the

potential value of different consumer segments, business
entities can allocate marketing budgets more efficiently,
focusing on the priorities of preserving existing and/or
attracting the most valuable consumers. Increasing con-
sumer retention, encouraging referrals, and building brand
trust and reputation can help balance emotional and trans-
actional approaches to building loyalty and create more
compelling experiences tailored to individual consumers’
lifestyles. Understanding the nuances of LTV (CLV) and
its deliberate application in different consumer segments is
therefore crucial to building and enhancing brand loyalty. In
further scientific research, there is a need to focus attention
on the analysis and features of algorithms for the formation
of brand loyalty in accordance with technological changes,
transformation of brand architecture, and diversification.
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J1oanbHICTDb LiSIbOBOI AyOuUTORIl 00 6peHay
TA NMKUTTEBA LLIHHICTb KNieHTA

Amnxenika YeneneHko

KaHAMAQT EKOHOMIYHMX HOYK, AOLLEHT

AEP>XABHMI TOPrOBEAbHO-EKOHOMIYHMIM YHIBEPCUTET
02156, ByA. KioTto, 19, m. Kuis, YkpdiHa
https://orcid.org/0000-0001-7794-2221

AHoTauis. [TigTpuMaHHs TOSIBHOCTI L{iIbOBOI ayANTOPii 10 OPEH/Y € OHNUM i3 TOIOBHYX IIPIOPUTETIB SIK BIACHUKA
6i3Hecy, TaK 1 KOMaHIM, AKa 3a0e3Ie4ye BIOCKOHA/ICHHA Jioro QpyHkuioHyBaHHA. CydacHa KOHLENIif JIOS/IBHOCTI 1O
OpeHply nepebyBae Ha erani TpaHcdopMalii, OCKIIbKM HINpMEMCTBA BIOCKOHAIIOIOTb OPEHMIOBI cTparerii B yMoBax
3MIiHM CHOXXMBYMX YHOL00aHb, CTPIMKOTO PO3BUTKY IITYYHOTO IHTENIEKTY, €leKTPOHHOI KOMepLil Ta AMHAMIiYHMX
€KOHOMIYHMX YMOB. MeTO IbOro JOCTiIPKEeHHA 6yn0 IpoaHajisyBaTu B3aEMO3B 30K MK [JOBIYHOI ILIHHICTIO
KJIi€HTa Ta JIOA/IBHICTIO 1O OpeH[y, a TAKOXK 3'ACYBaTM I BUSHAUUTM Pi3Hi YMHHMKM, IO BIUIMBAIOTL Ha JIOA/IBHICTD
KJIIEHTIB Ta IXHIO JOBiYHY LIiHHICTb. MeTOMOIOTiYHOI0 OCHOBOIO JOCTI/PKEHHA CTaB KOMIIJIEKCHUIA MifXifl, IO MOEJHYE
3ara/JIbHOHAyKOBI Ta CIlellia/IbHi MeTOAM Ii3HaHHA /11 BCeOiYHOro aHajisy JIOAIBHOCTI LinboBOi aygutopil .o
OpeHAly Ta [OBIYHOI LIHHOCTI K/Ii€HTa. Y pe3y/brari aHaji3y 6y10 BU3HAYeHO K/IIOYOBi YMHHUKY, IO BIUIMBAIOTb Ha
el B3a€MO3B’SI30K, 30KpeMa KII€HTCbKUI JOCBiJ, CIPUITHATY LiHHICTDb, IIepCOHAIi3allilo, CerMEeHTallil0 KIi€HTIB Ta
ONTMMIi3allilo KaHa/iB iX 3a/ly4eHHA 1 yTpuMaHHA. JIOCTiI)KeHHA TI0Ka3ao, 10 IPaBUIbHE PO3YMiHHA Ta OLIiHIOBAHHA
moBiuHOI IIiHHOCTI KiIi€HTa Jjae Cy6’€KTaM roCIOfapOBaHHA 3MOIY aflallTyBaTy MapKeTUHIOBI 3aX0[M, ONTUMIi3yBaTH
BUTPATH HA 3a/y4eHHs J1 YTPMMaHHA CIIOKMBAaYiB, BUSHAYATI Ta PO3BUBATY CETMEHTU 3 BUCOKOIO IOBIYHOK LIIHHICTIO
KIi€HTa, CHOPUAIOYM IIIBMIIEHHIO JIOS/IBHOCTL O OpeHAy Ta 3a0e3leYeHHIO CTAJOr0 YCIiXy B KOHKYPEHTHOMY
CepefoBUIL, a TAKOXK yXBa/IIOBaTH OOIPYHTOBAHI CTpaTeriuHi pillleHHA OO JOLIbHOCT] Ta e(peKTUBHOCTI iHBeCTUIIIN
Y MapKeTMHI, MpoJaxi 1 MiATPUMKY K/Ii€HTiB. PedynbraTu 3acBimumay, WO IIijJ 4ac OLiHIOBAHHA JOBIYHOI LIHHOCTI
KJIi€HTa HeoOXiIHO BpaXOBYBaT! BiIMiHHOCTi M>K cerMeHTaMM K/Ii€HTIB i pU3VK 3aBUIIeHHA IXHbOI LIHHOCTI, [0 MOXe
BIUIMBATY Ha e()eKTVMBHICTb MapKeTMHIOBMX pilleHb. [IpoBeieHe TOCTIIKeHHA Ma€ IPAaKTUYHY LiHHICTD WA Cy6 €KTiB
TOCHOJJapIOBaHHS B KOHTEKCTi e(peKTVBHOIO pO3NOAINTY OI0/KeTy MDK JOCTYIIHUMY KaHaTaMM 3a/Iy9eHHA 1 yTPUMaHHA
CIIOXKVIBAYiB 3aJIeXKHO Bijj 6i3Hec-Moperni Ta ramysi

KAlO4OBi cAOBAQ: BapricTb 3anmydeHHs Kii€HTa; eeKTUBHICTD OpeH/y; NOSIBHICTh 1O OpeHmy; GisHec-cTpareris;
OpeHpI-cTpareris
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