
MEETING PURPOSE:

Facilitate a private, candid forum for CMOs to interact with Peter 
Fader, Professor of Marketing at Wharton on Customer Lifetime Value 
as marketing’s effective mental model for value creation.

KEY TAKEAWAYS

1. Long-Term Success. The first conversion is only the 

beginning of the relationship. Building strategies 

primarily around every customer interaction is not 

cost efficient. Choose where to invest.

2. A Better Model. It’s not the number of web page 

clicks or likes. The better data points are a) how 

many are still active, b) how many orders have they 

placed, and how much money do they spend?

3. Learn to Speak Finance. Predict customer purchase 

behavior over time based upon the combination of 

retention and purchases. Base your predictions 

upon the P&L, revenue predictions, and forecasts. 

Those are the conversations that build internal 

credibility and value with the CFO and CEO.

4. CLV does not require us to invent anything new.

• How long will the relationship last?

• How many meaningful interactions have there 

been over the horizon?

• When they take place, how much value is 

created (spend model)?

B2B MARKETERS HAVE OVERCOMPLICATED CUSTOMER BEHAVIOR

Wharton School professor Peter Fader and B2B Institute senior director 
Jann Schwarz led a no-holds barred assault on our inclinations towards 
sameness. Their principal assertions:

• The job of marketing is changing customer behavior for mutually 
beneficial value exchange between brands and their customers. 

• B2B marketers should be more concerned about building brand 
awareness than accelerating the sales function. 

• Some customers matter more. This is a customer centricity model, 
although that may not mean what we think it does. Some customers 
matter more. Customer centricity works when you focus on the right 
customers for strategic advantage, to even a greater extent than focusing 
on products. This isn’t soft; it’s data-driven.

• Valuable customers are disproportionately MORE valuable than you 
think. Cost per acquisition metrics are not the most useful. We need new 
benchmarks decomposing revenue into behavioral components, like how 
long customer are going to stay, how often they buy, and how much 
they’re going to spend. The right question to ask about customers is 
“what’s their worth?”

The Global CMO Growth Council met 
with CMOs and industry leaders to shift 
the focus from the products consumers 

are buying to instead focus on the 
people buying them.

B2B4H Working Team

CUSTOMER LIFETIME VALUE & EXPLORING NEW WAYS TO FRAME VALUE
Thursday September 30, 2021

DISCUSSION FOCUS

• Why investing in customer retention is a better long-term strategy 
than short-term lead generation.

• Understanding Customer Lifetime Value and redefining value as a 
metric.

• Stakeholder capitalism and B4H as methods for driving growth.

GROWTH PRIORITY: Brand, Creativity, and Media

GROWTH 
MANDATES: 

• Establish the financial value of a brand

• Elevate marketing craftsmanship

MEETING TOPIC: Should B2B marketers invest more in customer retention vs. customer acquisition in order to 

maximize both your CLV and ROI?

https://www.linkedin.com/in/peterfader/
https://www.linkedin.com/in/janns/
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ADDITIONAL RESOURCES

NEW WAYS TO FRAME VALUE
CUSTOMER CENTRICITY IS NOT WHAT YOU THINK IT IS

Bridging academia and practice, Peter Fader strips customer behavior down to 
predicting, with diagnostic understanding, why they’re different, and which 
customers will stay around for the long-term. Focus on the right customers for 
strategic advantage. Lead generation is the third most important thing, not the 
most important. Brand Awareness and Customer Centricity are more important.

• Advertising Effectiveness and the 95-5 rule, John Dawes LINK

• Mental and Physical Availability, Byron Sharp LINK

• Double Jeopardy Law in B2B, Jenni Romaniuk, John Dawes, Sahar Faghidno LINK

• Brand Rejection in B2B, Jenni Romaniuk LINK

• How do B2B brands compete?, Jenni Romaniuk LINK

• How B2B Brands Grow, The B2B Institute at LinkedIn LINK

• Marketing to CFOs: The Way Back to Value for Marketers, The B2B Institute LINK

PRACTICAL APPLICATIONS FOR B2B MARKETERS

Here are some takeaways for CMOs on Customer Lifetime Value:

• “There are no worthless customers; some customers are just worth more.”

• “Product revenue forecasts, which CFOs trust far more than CLV, are simply 
predictive models. The true source of product revenue is customer purchase 
behavior. Use customer behavior predictions to forecast product revenue.”

• “Marketers need to think probabilistically rather than deterministically.”

CMOs obsess over the brand (short-term) when  they should be forecasting based upon customer 
differentiation and building relationships (long-term) using data, analytics, and technology.

CUSTOMERS HAVE DIFFERENT CLV’S

THE MYTH
CLV Distribution

THE REALITY
CLV Distribution

JOIN US FOR THE 2021 GLOBAL CMO 
GROWTH SUMMIT ON 12.13.21

As the head of your organization’s marketing 
function, you are your company’s sole delegate for 
the ANA Global CMO Growth Council. And you are 
invited to join this year’s assembly of chief 
marketers and business leaders at the 2021 Global 
CMO Growth Summit. CLICK TO REGISTER NOW.

FOR A FULL LIST OF UPCOMING GLOBAL GROWTH COUNCIL EVENTS, CLICK HERE

Click to watch video.

SPECIAL THANKS TO: 

The B2B Institute at LinkedIn – the 
official partner of  The ANA Global CMO 
Growth Council B2B4H Working Team

https://assets.foleon.com/eu-west-2/uploads-7e3kk3/30230/advertising-effectiveness-and-the-95-5-rule_002.87e3217ac41e.pdf
https://assets.foleon.com/eu-west-2/uploads-7e3kk3/30230/byron-sharp-v1.1bc44238febc.pdf
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