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As marketing budgets come under tighter scrutiny from the C-suite, the 
rationalization for investment in customer acquisition and development 
becomes ever more challenging. Justifying omni-channel campaign spend 
is a never-ending task for modern marketers. The “Internet of things” 
and the digitization of everything have created economically efficient 
opportunities in all industry verticals. Analytics have become the key 
enabler at the center of this opportunity, by bringing digital data together 
for organizations to create, capture (market), and measure long-term 
customer value as the primary defense of investment strategies.

Measuring Customer Value
Today’s consumers and their interactions with others are hyper-connected, 
so measuring real customer value requires marketing organizations to 
focus on their customers’ digital and social networking potential. Influencer 
marketing has been in practice for a while, and it’s time marketers learn 
how to measure that potential in order to win in the digital era.  Studying 
customers’ digital interactions can be far more important (and effective) in 
capturing and measuring customer value. 

When organizations think about customer value, they think about the metric 
customer lifetime value (CLTV). Many sophisticated methods to estimate 
CLTV have been developed, with increasing complexity around the data 
and math involved. More advanced methods use customer journeys and 
power applications, such as real-time targeting, contextual advertising, 
personalization etc. However, in the digital era, the computation of CLTV 
should no longer be done using customer transactional data alone; it 
should also use customers’ social interactions outside their direct dealings 
with the brand or organization. To accomplish this, two new steps need to 
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be introduced in creating and measuring long-term customer value. 
Organizations need to focus on more than just creating and marketing 
products and services for customers; they must also place keen emphasis 
on optimizing the digital interactions they impart. In addition to talking 
about customer journeys, organizations need to start measuring digital 
interaction journeys. And in addition to CLTV, customer referral value 
(CRV), customer engagement value (CEV), customer influencer value (CIV), 
and customer digital interaction value (CDIV) need to be leveraged in the 
measurement metrics. That means, in computing customer value, the unit 
of value realization needs to also include a weighted value of customer’s 
digital interactions, engagement with the brand, and referral of its products, 
and the customer’s influencing power. Weinberg and Berger introduced the 
term Connected Customer Lifetime Value (CCLV).1 

CCLV = CLTV + CRV + CSMV

Where: CRV represents a customer’s referral value, and CSMV represents 
Customer Social Media Value and specifically I extend their term beyond 
customers’ social media value and referral value, and I call it digital 
customer lifetime value. I propose:

DCLV = ∑ (CLTV + CRV + CSMV + CEV + CIV + CDIV)

Determining the weight of these attributes will involve more art than 
science and will depend on the organization’s digital strategy, the 
availability of customer data, and the analytic firepower resident in its 
insights team. Organizations need to adopt this holistic approach to 
measuring digital customer lifetime value and build customer-centric 
analytics within their marketing functions.

1 Weinberg, Bruce and Berger, Paul. (2011) Connected customer lifetime value: The impact of social 

media,https://www.researchgate.net/publication/233490304_Connected_customer_lifetime_value_The_impact_

of_social_media, Accessed June 28, 2017.
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In the past, marketers have talked about developing and rewarding their 
customer advocates.  Individuals that provided testimonials were clearly 
our advocates, but their numbers were scarce and we had few schemes 
to identify and reward them at scale. With this new formulation, advocates 
will become more apparent, and organizations can be alerted of this 
audience that may be worthy of additional investment in acquisition and 
development. As the “digital” and “social” multipliers become more reliable, 
the C-suite will readily see the advantage of increased investment in these 
types of customers, which, in-turn, will provide better targeting and return 
on marketing investments.  

So why is it important?
Put customers first. When brands begin with a deep understanding of their 
digital customer lifetime value, built from real data, then design holistic 
marketing programs around those customers, and finally activate those 
programs using that same data, they outperform marketers focused only on 
incremental tactics.

Prioritize who to target. Your marketing dollars are limited, so don’t waste 
them on customers and prospects with low lifetime value when you can 
prioritize targeting on high digital lifetime value customers. 

Grow customer relationships over time. Don’t let your customer 
relationship metrics fail to identify the real value of your customers. In 
today’s world, where we have moved beyond proxies to people-based 
marketing, understanding and leveraging digital customer lifetime value is 
the new competitive advantage.
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