COHORT ANALYSIS MARKETING

WHAT IS COHORT ANALYSIS MARKETING?

COHORT ANALYSIS MARKETING IS A POWERFUL ANALYTICAL TECHNIQUE THAT BREAKS DOWN USER DATA INTO GROUPS, OR
COHORTS, BASED ON SHARED CHARACTERISTICS AND TRACKS THEIR BEHAVIOR OVER TIME. THIS METHOD OFFERS UNPARALLELED
INSIGHTS INTO CUSTOMER LIFECYCLE, RETENTION RATES, AND THE EFFECTIVENESS OF VARIOUS MARKETING CAMPAIGNS. By
UNDERSTANDING HOW DIFFERENT GROUPS OF USERS INTERACT WITH A PRODUCT OR SERVICE FROM THEIR INITIAL ENGAGEMENT,
BUSINESSES CAN MAKE DATA-DRIVEN DECISIONS TO OPTIMIZE USER ACQUISITION, IMPROVE CUSTOMER EXPERIENCE, AND
ULTIMATELY DRIVE SUSTAINABLE GROWTH. THIS ARTICLE WILL DELVE INTO THE FUNDAMENTAL PRINCIPLES OF COHORT
ANALYSIS, ITS CRITICAL ROLE IN MODERN MARKETING STRATEGIES, AND PRACTICAL APPLICATIONS FOR UNLOCKING DEEPER
CUSTOMER UNDERSTANDING. WE WILL EXPLORE HOW TO DEFINE COHORTS, THE METRICS TO TRACK, AND THE ACTIONABLE
INSIGHTS THAT CAN BE DERIVED FROM THIS SOPHISTICATED ANALYTICAL APPROACH, PROVIDING A COMPREHENSIVE GUIDE TO
LEVERAGING COHORT ANALYSIS FOR MARKETING SUCCESS.
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IUNDERSTANDING THE CoRE CONCEPT: WHAT IS A COHORT?

AT ITS HEART, COHORT ANALYSIS MARKETING REVOLVES AROUND THE CONCEPT OF A “COHORT.” A COHORT IS SIMPLY A
GROUP OF USERS WHO SHARE A COMMON CHARACTERISTIC OR EXPERIENCE WITHIN A DEFINED TIME FRAME. THIS CHARACTERISTIC
IS TYPICALLY TIED TO THEIR FIRST INTERACTION WITH A PRODUCT OR SERVICE. FOR INSTANCE, ALL USERS WHO SIGNED UP FOR
AN ACCOUNT IN_JANUARY 2023 CONSTITUTE A SINGLE COHORT. SIMILARLY, USERS WHO FIRST DOWNLOADED A MOBILE APP IN
THE FIRST WEEK OF A NEW FEATURE LAUNCH FORM ANOTHER DISTINCT COHORT. THE POWER OF COHORT ANALYSIS LIES IN ITS
ABILITY TO ISOLATE THESE GROUPS AND OBSERVE THEIR BEHAVIOR LONGITUDINALLY, ALLOWING FOR PRECISE MEASUREMENT OF
HOW SPECIFIC USER SEGMENTS EVOLVE AND RESPOND TO MARKETING EFFORTS OVER TIME.



THIS SEGMENTATION IS NOT ARBITRARY, IT ALLOWS MARKETERS TO MOVE BEYOND VIEWING ALL USERS AS A HOMOGENOUS
MASS. |NSTEAD/ BY UNDERSTANDING THE DISTINCT JOURNEYS OF DIFFERENT COHORTS, BUSINESSES CAN IDENTIFY TRENDS,
PATTERNS, AND ANOMALIES THAT WOULD OTHERW!ISE REMAIN HIDDEN. For EXAMPLE, A SUDDEN DROP IN ENGAGEMENT FOR A
SPECIFIC ACQUISITION COHORT MIGHT INDICATE AN ISSUE WITH THE ONBOARDING PROCESS FOR USERS ACQUIRED DURING THAT
PERIOD, OR A DECLINE IN THE QUALITY OF TRAFFIC FROM A PARTICULAR MARKETING CHANNEL.

THe DYNAMIC NATURE oF COHORTS

COHORTS ARE INHERENTLY DYNAMIC. W/HILE THE DEFINING CHARACTERISTIC OF A COHORT IS USUALLY TIED TO AN INITIAL
EVENT, THEIR BEHAVIOR WITHIN THAT COHORT CONTINUES TO EVOLVE. A COHORT ANALYSIS DOESN'T JUST LOOK AT HOW
USERS BEHAVED ON DAY ONE; IT TRACKS THEIR ACTIVITY ON DAY 7, DAY 30, bAY 90, AND SO ON. THIS TEMPORAL DIMENSION
IS WHAT MAKES COHORT ANALYSIS SO VALUABLE. |T REVEALS THE LONG-TERM IMPACT OF INITIAL USER EXPERIENCES AND
MARKETING TOUCHPOINTS, PROVIDING A MUCH RICHER UNDERSTANDING THAN A SNAPSHOT OF CURRENT USER ACTIVITY.

(UNDERSTANDING THIS DYNAMIC NATURE IS CRUCIAL FOR INTERPRETING THE DATA ACCURATELY. A COHORT THAT SHOWS HIGH
INITIAL ENGAGEMENT MIGHT STILL CHURN RAPIDLY IF SUBSEQUENT INTERACTIONS ARE NOT NURTURING. CONVERSELY, A COHORT
WITH A SLOWER START MIGHT BECOME HIGHLY LOYAL AND VALUABLE OVER AN EXTENDED PERIOD, ESPECIALLY IF THEY RECEIVE
TARGETED SUPPORT OR ENGAGEMENT CAMPAIGNS. THE CONTINUOUS OBSERVATION OF THESE GROUPS IS KEY TO UNCOVERING
PATTERNS OF GROWTH, DECAY, AND LOYALTY.

WHY IS CoHORT ANALYSIS CRUCIAL FOR MARKETING SUCCESS?

IN TODAY'S COMPETITIVE DIGITAL LANDSCAPE, UNDERSTANDING USER BEHAVIOR IS PARAMOUNT FOR EFFECTIVE MARKETING.
COHORT ANALYSIS MARKETING PROVIDES THE GRANULAR INSIGHTS NECESSARY TO MOVE BEYOND GUESSWORK AND IMPLEMENT
DATA-DRIVEN STRATEGIES. WITHOUT IT, MARKETERS ARE OFTEN FLYING BLIND, UNABLE TO PINPOINT WHICH CAMPAIGNS ARE
TRULY EFFECTIVE, WHERE USERS ARE DROPPING OFF, OR WHICH CUSTOMER SEGMENTS ARE MOST VALUABLE.

ONE OF THE PRIMARY BENEFITS OF COHORT ANALYSIS IS ITS ABILITY TO MEASURE CUSTOMER RETENTION ACCURATELY.
TRADITIONAL METRICS MIGHT SHOW AN OVERALL RETENTION RATE, BUT COHORT ANALYSIS REVEALS HOW RETENTION VARIES
ACROSS DIFFERENT ACQUISITION PERIODS OR CAMPAIGN GROUPS. THIS ALLOWS BUSINESSES TO IDENTIFY THE DRIVERS OF
RETENTION AND CHURN, ENABLING TARGETED INTERVENTIONS TO IMPROVE CUSTOMER LIFETIME VALUE. For EXAMPLE, IF A
COHORT ACQUIRED THROUGH A SPECIFIC INFLUENCER CAMPAIGN SHOWS SIGNIFICANTLY LOWER RETENTION THAN OTHER
COHORTS, MARKETERS CAN INVESTIGATE THE QUALITY OF THOSE ACQUIRED USERS OR THE MESSAGING USED IN THAT CAMPAIGN.

IMPROVING USER ACQUISITION STRATEGIES

COHORT ANALYSIS IS AN INDISPENSABLE TOOL FOR OPTIMIZING USER ACQUISITION EFFORTS. BY TRACKING COHORTS BASED ON
THEIR ACQUISITION CHANNEL, MARKETERS CAN IDENTIFY WHICH CHANNELS ARE BRINGING IN THE MOST VALUABLE USERS — NOT
JUST IN TERMS OF INITIAL SIGN-UPS, BUT IN TERMS OF LONG~TERM ENGAGEMENT AND CONVERSION. THIS DATA ALLOWS FOR A
MORE INTELLIGENT ALLOCATION OF MARKETING BUDGETS, SHIFTING RESOURCES TOWARDS CHANNELS THAT YIELD HIGHER
QUALITY LEADS AND CUSTOMERS.

FURTHERMORE, IT HELPS IN UNDERSTANDING THE EARLY BEHAVIOR OF USERS ACQUIRED THROUGH DIFFERENT CHANNELS. IF USERS
FROM A PARTICULAR CHANNEL TEND TO DROP OFF WITHIN THE FIRST WEEK, IT MIGHT INDICATE THAT THE CHANNEL'S TARGETING
IS MISALIGNED WITH THE PRODUCT'S CORE VALUE PROPOSITION, OR THAT THE ONBOARDING EXPERIENCE IS FAILING THESE USERS.
THIS INSIGHT ALLOWS FOR RAPID ITERATION AND IMPROVEMENT OF ACQUISITION STRATEGIES.



ENHANCING ProDUCT DEVELOPMENT AND USER EXPERIENCE

THE INSIGHTS DERIVED FROM COHORT ANALYSIS EXTEND BEYOND MARKETING CAMPAIGNS AND DIRECTLY INFORM PRODUCT
DEVELOPMENT AND USER EXPERIENCE (UX) IMPROVEMENTS. BY OBSERVING HOW DIFFERENT COHORTS INTERACT WITH FEATURES
OVER TIME, PRODUCT TEAMS CAN IDENTIFY USABILITY ISSUES, AREAS OF FRICTION, OR UNDERUTILIZED FUNCTIONALITIES. For
INSTANCE, IF A COHORT THAT BEGAN USING A PRODUCT AFTER A MAJOR Ul UPDATE EXHIBITS DIFFERENT ENGAGEMENT PATTERNS
COMPARED TO PREVIOUS COHORTS, IT CAN HIGHLIGHT THE IMPACT OF THAT UPDATE.

UNDERSTANDING WHICH USER GROUPS ENGAGE WITH SPECIFIC FEATURES AND HOW THEIR ENGAGEMENT EVOLVES CAN GUIDE
FEATURE PRIORITIZATION AND ROADMAP PLANNING. |F A PARTICULAR FEATURE IS CRITICAL FOR LONG-TERM RETENTION AND IS
BEING UNDERUTILIZED BY NEWER COHORTS, IT SIGNALS A NEED TO IMPROVE DISCOVERABILITY OR USER EDUCATION AROUND THAT
FEATURE. CONVERSELY, IF AN OLDER COHORT CONSISTENTLY USES A FEATURE THAT NEWER COHORTS ARE IGNORING, IT MIGHT
INDICATE A NEED FOR BETTER ONBOARDING FOR NEWER USERS.

PReDICTING FUTURE CusToMEeR LIFETIME V ALUE (CLV)

ONE OF THE MOST SIGNIFICANT BENEFITS OF COHORT ANALYSIS FOR MARKETING IS ITS ABILITY TO PREDICT FUTURE CUSTOMER
LIFETIME VALUE (CL\/) BY ANALYZING THE HISTORICAL BEHAVIOR OF PAST COHORTS, BUSINESSES CAN ESTABLISH PATTERNS
OF SPENDING, ENGAGEMENT, AND LONGEVITY. THIS ALLOWS FOR MORE ACCURATE FORECASTING OF THE POTENTIAL REVENUE
THAT FUTURE COHORTS ARE LIKELY TO GENERATE.

UNDERSTANDING CLV BY COHORT IS ALSO CRUCIAL FOR EVALUATING THE PROFITABILITY OF DIFFERENT ACQUISITION CHANNELS
AND CAMPAIGNS. A CHANNEL MIGHT HAVE A LOW COST PER ACQUISITION, BUT IF THE ACQUIRED USERS HAVE A LOW CL\/, IT
MAY NOT BE AS PROFITABLE IN THE LONG RUN AS A CHANNEL WITH A HIGHER ACQUISITION COST BUT A SIGNIFICANTLY HIGHER
CLV. THIS DEEPER UNDERSTANDING ENABLES MORE STRATEGIC, LONG-TERM GROW TH PLANNING AND RESOURCE ALLOCATION.

Key MeTRICS IN COHORT ANALYSIS MARKETING

To EFFECTIVELY CONDUCT COHORT ANALYSIS MARKETING, A CLEAR UNDERSTANDING OF THE KEY METRICS TO TRACK IS
ESSENTIAL. THESE METRICS PROVIDE THE RAW DATA FROM WHICH ACTIONABLE INSIGHTS ARE DERIVED. | HE CHOICE OF METRICS
WILL DEPEND ON THE BUSINESS MODEL AND OBJECTIVES, BUT SEVERAL ARE UNIVERSALLY IMPORTANT FOR UNDERSTANDING USER
BEHAVIOR OVER TIME.

ReTENTION RATE

THE RETENTION RATE IS ARGUABLY THE MOST CRITICAL METRIC IN COHORT ANALYSIS. IT MEASURES THE PERCENTAGE OF USERS
FROM A SPECIFIC COHORT WHO ARE STILL ACTIVE OR ENGAGED AFTER A CERTAIN PERIOD. THIS IS TYPICALLY TRACKED ON A
DAILY, WEEKLY, OR MONTHLY BASIS. A DECLINING RETENTION RATE FOR A PARTICULAR COHORT OVER TIME SIGNALS POTENTIAL
PROBLEMS WITH PRODUCT STICKINESS, USER ONBOARDING, OR ONGOING ENGAGEMENT STRATEGIES.

CHURN RATE

THE CHURN RATE IS THE INVERSE OF RETENTION — IT MEASURES THE PERCENTAGE OF USERS WHO STOP ENGAGING WITH A
PRODUCT OR SERVICE WITHIN A GIVEN PERIOD. ANALYZING CHURN BY COHORT HELPS IDENTIFY WHEN AND WHY USERS ARE
LEAVING. FOR EXAMPLE, A HIGH CHURN RATE IN THE FIRST WEEK OF USAGE MIGHT INDICATE ONBOARDING ISSUES, WHILE A SPIKE IN
CHURN AFTER SIX MONTHS COULD POINT TO A LACK OF NEW VALUE PROPOSITION OR COMPETITIVE OFFERINGS.



ENGAGEMENT METRICS

BEYOND SIMPLE ACTIVITY, ENGAGEMENT METRICS PROVIDE A DEEPER LOOK INTO HOW USERS INTERACT WITH A PRODUCT. THESE
CAN INCLUDE METRICS LIKE:

® AVERAGE SESSION DURATION

FREQUENCY OF USE

KEY FEATURE ADOPTION RATES
o CONVERSION RATES FOR SPECIFIC ACTIONS

e CONTENT CONSUMPTION (E.G., ARTICLES READ, VIDEOS \X/ATCHED)

TRACKING THESE METRICS BY COHORT ALLOWS MARKETERS TO UNDERSTAND WHICH USER GROUPS ARE GETTING THE MOST
VALUE FROM THE PRODUCT AND HOW THEIR ENGAGEMENT EVOLVES.

MONETIZATION METRICS

FOR BUSINESSES WITH REVENUE-GENERATING PRODUCTS, MONETIZATION METRICS ARE VITAL. THESE CAN INCLUDE:

o AVERAGE REVENUE Per User (ARPU)
o CusToMer LiIFETIME VALUE (CLV)
® PURCHASE FREQUENCY

e AVERAGE ORDER VALUE

ANALYZING THESE METRICS WITHIN COHORTS HELPS UNDERSTAND THE LONG-TERM SPENDING HABITS OF DIFFERENT USER
SEGMENTS AND THE EFFECTIVENESS OF MONETIZATION STRATEGIES OVER TIME.

DerINING YOUR CoHORTS: COMMON SEGMENTATION STRATEGIES

THE POWER OF COHORT ANALYSIS MARKETING HINGES ON THE ABILITY TO DEFINE MEANINGFUL COHORTS. THE WAY YOU
SEGMENT YOUR USERS WILL DIRECTLY INFLUENCE THE INSIGHTS YOU GAIN. THEREFORE, CHOOSING THE RIGHT SEGMENTATION
STRATEGY IS A CRITICAL FIRST STEP. COMMON STRATEGIES INVOLVE GROUPING USERS BASED ON WHEN THEY JOINED, HOW THEY
ARRIVED, OR THEIR INITIAL ACTIONS.

AcQuisiTiIoN COHORTS

THIS IS PERHAPS THE MOST COMMON AND FUNDAMENTAL TYPE OF COHORT. USERS ARE GROUPED BASED ON THE TIME PERIOD
THEY WERE ACQUIRED. THIS COULD BE DAILY, WEEKLY, MONTHLY, OR EVEN QUARTERLY , DEPENDING ON THE BUSINESS'S USER
ACQUISITION VELOCITY. FOR EXAMPLE, “JANUARY 2023 Sian-ups” or “Week 10 oF 2024 App DowNLOADS.”

THESE COHORTS ARE INVALUABLE FOR UNDERSTANDING THE IMPACT OF MARKETING CAMPAIGNS, SEASONALITY, OR CHANGES IN
ACQUISITION STRATEGIES OVER TIME. IF A NEW MARKETING CAMPAIGN IS LAUNCHED IN MARCH, TRACKING THE “"MARcH 2024



USERS” COHORT AGAINST PREVIOUS COHORTS CAN REVEAL ITS EFFECTIVENESS IN ACQUIRING ENGAGED USERS.

BeHAVIORAL COHORTS

BEHAVIORAL COHORTS GROUP USERS BASED ON SPECIFIC ACTIONS THEY TOOK DURING A DEFINED PERIOD, OFTEN THEIR FIRST
INTERACTION OR WITHIN THEIR INITIAL USER JOURNEY. EXAMPLES INCLUDE:

USERS WHO COMPLETED THE ONBOARDING TUTORIAL

USERS WHO MADE THEIR FIRST PURCHASE WITHIN 24 HOURS

e USERS WHO VISITED A SPECIFIC FEATURE PAGE

e USERS WHO SIGNED UP FOR A NEWSLETTER

THESE COHORTS HELP UNDERSTAND THE IMPACT OF SPECIFIC USER BEHAVIORS ON LONG-TERM ENGAGEMENT AND RETENTION. IF
USERS WHO COMPLETE A CERTAIN ACTION ARE SIGNIFICANTLY MORE LIKELY TO REMAIN ACTIVE, IT HIGHLIGHTS THE IMPORTANCE
OF DRIVING THAT ACTION.

DEMOGRAPHIC AND GEOGRAPHIC COHORTS

W/HILE LESS COMMON FOR DYNAMIC ANALYSIS OVER LONG PERIODS, DEMOGRAPHIC AND GEOGRAPHIC SEGMENTATION CAN BE USED
TO DEFINE COHORTS, ESPECIALLY WHEN ANALYZING INITIAL ACQUISITION OR CAMPAIGN PERFORMANCE. For EXAMPLE, USERS
ACQUIRED FROM A SPECIFIC COUNTRY OR USERS WITHIN A CERTAIN AGE BRACKET WHO SIGNED UP DURING A PARTICULAR MONTH.

THESE CAN BE COMBINED WITH OTHER SEGMENTATION METHODS. FOR INSTANCE, “FEMALE USERS AGED 25-34 ACQUIRED
THROUGH FACEBOOK ADS IN Q1 2024.” THIS LEVEL OF DETAIL CAN REVEAL SPECIFIC MARKET SEGMENT PREFERENCES AND
TAILOR MARKETING MESSAGES MORE EFFECTIVELY.

CAMPAIGN-BASED COHORTS

THIS STRATEGY INVOLVES GROUPING USERS WHO WERE ACQUIRED THROUGH A PARTICULAR MARKETING CAMPAIGN OR CHANNEL.
For EXAMPLE, “USERS ACQUIRED VIA THE SUMMER SALE EMAIL CAMPAIGN” OR “USERS WHO FIRST DOWNLOADED THE APP VIA
A GOOGLE ADS CAMPAIGN IN MAY.”

THIS IS EXTREMELY POWERFUL FOR EVALUATING THE ROI OF SPECIFIC MARKETING INITIATIVES. BY TRACKING THESE COHORTS,
MARKETERS CAN SEE NOT ONLY HOW MANY USERS A CAMPAIGN BROUGHT IN BUT ALSO HOW VALUABLE AND LOYAL THOSE
USERS ARE OVER TIME. IF A PARTICULAR CAMPAIGN BRINGS IN USERS WHO QUICKLY CHURN, IT SUGGESTS THAT THE CAMPAIGN'S
TARGETING OR MESSAGING MIGHT BE MISALIGNED WITH THE ACTUAL VALUE PROPOSITION.

TyPes oF COHORT ANALYSIS AND THEIR APPLICATIONS

COHORT ANALYSIS MARKETING CAN BE APPROACHED IN SEVERAL WAYS, EACH OFFERING UNIQUE PERSPECTIVES ON USER
BEHAVIOR. THE TYPE OF ANALYSIS CHOSEN OFTEN DEPENDS ON THE SPECIFIC BUSINESS QUESTIONS BEING ASKED AND THE DATA
AVAILABLE.



AcQuisITION COHORT ANALYSIS

As DISCUSSED, THIS INVOLVES GROUPING USERS BY THEIR ACQUISITION DATE. THIS TYPE OF ANALYSIS IS FUNDAMENTAL FOR
UNDERSTANDING USER GROWTH AND RETENTION TRENDS OVER TIME. MARKETERS USE IT TO:

® TRACK THE HEALTH OF NEW USER ACQUISITION CHANNELS.

¢ |DENTIFY SEASONAL TRENDS IN USER SIGN-UPS AND ENGAGEMENT.

MEASURE THE IMPACT OF PRODUCT UPDATES OR MARKETING INITIATIVES ON NEW USER COHORTS.

® BENCHMARK CURRENT ACQUISITION COHORTS AGAINST HISTORICAL ONES.

A TYPICAL OUTPUT IS A HEATMAP SHOWING RETENTION RATES FOR EACH COHORT ACROSS DIFFERENT TIME PERIODS (E.G., DAY
1, DAY 7, DAY 30 RETENTION FOR EACH MONTHLY ACQUISITION COHORT).

BeHAVIORAL COHORT ANALYSIS

THIS FOCUSES ON USER ACTIONS RATHER THAN JUST ACQUISITION TIME. |T HELPS UNDERSTAND THE IMPACT OF SPECIFIC
BEHAVIORS ON LONG-TERM OUTCOMES. APPLICATIONS INCLUDE:

® DETERMINING WHICH INITIAL ACTIONS LEAD TO HIGHER RETENTION AND CLV.
® |DENTIFYING USER ONBOARDING BEST PRACTICES BY OBSERVING COHORTS THAT COMPLETE KEY STEPS.
¢ |UNDERSTANDING THE ADOPTION CURVE OF NEW FEATURES AND THEIR IMPACT ON EXISTING USER SEGMENTS.

® SEGMENTING USERS FOR TARGETED RE-ENGAGEMENT CAMPAIGNS BASED ON THEIR PAST BEHAVIOR.

For EXAMPLE, A BEHAVIORAL COHORT COULD BE “IUSERS WHO USED FEATURE X WITHIN THEIR FIRST WEEK.” ANALYZING THEIR
SUBSEQUENT ENGAGEMENT AND RETENTION COMPARED TO THOSE WHO DIDN'T USE FEATURE X CAN HIGHLIGHT ITS IMPORT ANCE.

COHORT Size ANALYSIS

W/HILE NOT A DISTINCT ANALYSIS TYPE, UNDERSTANDING THE SIZE OF COHORTS IS CRITICAL FOR CONTEXT. COMPARING THE SIZE
OF ACQUISITION COHORTS OVER TIME REVEALS GROWTH TRENDS. HO\X/EVER, THIS MUST BE COMBINED WITH RETENTION AND
ENGAGEMENT METRICS. A GROWING NUMBER OF SMALL, LOW-RETENTION COHORTS IS NOT A HEALTHY SIGN.

THE GOAL IS TO NOT ONLY ACQUIRE MORE USERS BUT TO ACQUIRE MORE STICKY USERS. ANALYZING COHORT SIZE ALONGSIDE
ENGAGEMENT METRICS HELPS MARKETERS UNDERSTAND IF THEIR GROWTH EFFORTS ARE ATTRACTING A SUBSTANTIAL AND
VALUABLE USER BASE.

CoHorT COMPLETION ANALYSIS

THIS IS A SPECIALIZED FORM OF BEHAVIORAL ANALYSIS THAT TRACKS THE PERCENTAGE OF USERS WITHIN A COHORT WHO
COMPLETE A SPECIFIC MULTI-STEP PROCESS OR GOAL. EXAMPLES INCLUDE COMPLETING A PROFILE, FINISHING A TUTORIAL, OR
REACHING A CERTAIN LEVEL IN A GAME. THIS ANALYSIS HELPS:

® |DENTIFY BOTTLENECKS IN USER JOURNEYS.



e OPTIMIZE MULTI-STEP CONVERSION FUNNELS.

e UNDERSTAND WHAT DRIVES USERS TO ACHIEVE DESIRED OUTCOMES.

BY EXAMINING COMPLETION RATES AT EACH STEP FOR DIFFERENT COHORTS, BUSINESSES CAN PINPOINT WHERE USERS ARE
DROPPING OFF AND IMPLEMENT IMPROVEMENTS TO GUIDE THEM TOWARD SUCCESSFUL COMPLETION.

IMPLEMENTING COHORT ANALYSIS IN YOUR MARKETING STRATEGY

INTEGRATING COHORT ANALYSIS MARKETING INTO YOUR EXISTING STRATEGY REQUIRES A STRUCTURED APPROACH. IT's NOT
JUST ABOUT LOOKING AT DATA, IT'S ABOUT CREATING A PROCESS THAT TURNS DATA INTO ACTIONABLE MARKETING DECISIONS.
THIS INVOLVES SETTING CLEAR GOALS, CHOOSING THE RIGHT TOOLS, AND FOSTERING A DATA-DRIVEN CULTURE WITHIN THE
MARKETING TEAM.

DerINe CLeAR OsJecTIVES AND KPIs

BEFORE DIVING INTO THE DATA, DEFINE WHAT YOU AIM TO ACHIEVE WITH COHORT ANALYSIS. ARE YOU TRYING TO IMPROVE
USER RETENTION, INCREASE CONVERSION RATES, OR OPTIMIZE ACQUISITION SPEND? SET SPECIFIC KEY PERFORMANCE INDICATORS
(KPIS) THAT ALIGN WITH THESE OBJECTIVES. FOR INSTANCE, A KP| MIGHT BE TO INCREASE THE 30-DAY RETENTION RATE FOR
NEW USER COHORTS BY 109% WITHIN THE NEXT QUARTER.

HAVING WELL-DEFINED OBJECTIVES ENSURES THAT YOUR ANALYSIS IS FOCUSED AND THAT THE INSIGHTS GENERATED ARE
RELEVANT TO YOUR BUSINESS GOALS. |T HELPS PREVENT ANALYSIS PARALYSIS AND ENSURES THAT RESOURCES ARE DIRECTED
TOWARDS THE MOST IMPACTFUL AREAS.

SELECT APPROPRIATE TOOLS AND TECHNOLOGIES

COHORT ANALYSIS REQUIRES SPECIALIZED TOOLS THAT CAN PROCESS AND VISUALIZE LARGE DATASETS. THE SELECTION OF
THESE TOOLS WILL DEPEND ON YOUR BUDGET, TECHNICAL CAPABILITIES, AND EXISTING TECH STACK. COMMON OPTIONS INCLUDE:

o Wee ANALYTICS PLATFORMS: GOOGLE ANALYTICS, ADOBE ANALYTICS OFFER BUILT-IN COHORT ANALYSIS FEATURES.

e BusiNess INTELLIGENCE (BI) TooLs: TABLEAU, POwER Bl, LOOKER ALLOW FOR MORE CUSTOMIZABLE AND IN-DEPTH
ANALYSIS.

¢ ProbuCT ANALYTICS TooLs: MIXPANEL, AMPLITUDE, HEAP ARE SPECIFICALLY DESIGNED FOR IN-DEPTH PRODUCT AND
USER BEHAVIOR ANALYSIS, WITH ROBUST COHORT FEATURES.

o DATA WAREHOUSES AND CUSTOM SOLUTIONS: FOR VERY LARGE DATASETS OR HIGHLY SPECIFIC NEEDS, DATA
W AREHOUSES COMBINED WITH CUSTOM SQL QUERIES OR PYTHON SCRIPTS CAN BE EMPLOYED.

CHOOSE TOOLS THAT ALLOW YOU TO EASILY DEFINE COHORTS, TRACK YOUR CHOSEN METRICS, AND VISUALIZE THE DATA IN
AN UNDERSTANDABLE FORMAT, SUCH AS HEATMAPS OR LINE GRAPHS.

EstABLISH A REGULAR ANALYSIS CADENCE

COHORT ANALYSIS IS NOT A ONE-TIME TASK; IT'S AN ONGOING PROCESS. ESTABLISH A REGULAR CADENCE FOR REVIEWING YOUR



COHORT DATA. THIS COULD BE WEEKLY, BI=WEEKLY, OR MONTHLY , DEPENDING ON THE RATE OF CHANGE IN YOUR BUSINESS AND
USER BEHAVIOR. REGULAR REVIEWS ENSURE THAT YOU CAN:

® |DENTIFY EMERGING TRENDS AND PATTERNS QUICKLY.
® RESPOND PROACTIVELY TO CHANGES IN USER BEHAVIOR.
® MEASURE THE IMPACT OF RECENT MARKETING CAMPAIGNS OR PRODUCT UPDATES.

o CONTINUOUSLY REFINE YOUR MARKETING STRATEGIES BASED ON NEW INSIGHTS.

THE KEY IS CONSISTENCY. REGULARLY REVISITING YOUR COHORT DATA ALLOWS FOR A MORE DYNAMIC AND RESPONSIVE
MARKETING APPROACH.

INTEGRATE INSIGHTS INTO MARKETING CAMPAIGNS AND PRODUCT DEVELOPMENT

THE TRUE VALUE OF COHORT ANALYSIS LIES IN ITS APPLICATION. ONCE YOU HAVE GAINED INSIGHTS, THEY MUST BE
TRANSLATED INTO CONCRETE ACTIONS. THIS MEANS:

¢ INFORMING CAMPAIGN OPTIMIZATION: I[F A PARTICULAR ACQUISITION CHANNEL CONSISTENTLY YIELDS HIGH-RETENTION
COHORTS, INCREASE INVESTMENT THERE. IF ANOTHER CHANNEL BRINGS IN LOW-RETENTION USERS, REFEVALUATE
TARGETING OR MESSAGING.

* GUIDING CONTENT STRATEGY: UNDERSTAND WHAT CONTENT OR FEATURES ENGAGE LOYAL COHORTS AND CREATE MORE
OF IT.

¢ |IMPROVING ONBOARDING: |F EARLY COHORTS SHOW HIGH DROP-OFF DURING ONBOARDING, IMPLEMENT A/B TESTS TO
REFINE THE PROCESS.

® PERSONALIZING USER EXPERIENCES: USE COHORT DATA TO TAILOR MESSAGING AND OFFERS TO SPECIFIC USER GROUPS.

* INFORMING PRODUCT ROADMAP: PRIORITIZE FEATURES THAT ARE SHOWN TO DRIVE RETENTION AND ENGAGEMENT FOR
VALUABLE COHORTS.

THIS INTEGRATION ENSURES THAT COHORT ANALYSIS IS NOT JUST A REPORTING EXERCISE BUT A DRIVER OF TANGIBLE BUSINESS
IMPROVEMENTS.

TooLs AND TECHNOLOGIES FOR COHORT ANALYSIS

EFFECTIVELY EXECUTING COHORT ANALYSIS MARKETING RELIES ON THE RIGHT TECHNOLOGICAL INFRASTRUCTURE. NUMEROUS
TOOLS ARE AVAILABLE, EACH CATERING TO DIFFERENT NEEDS AND LEVELS OF COMPLEXITY. THE SELECTION PROCESS SHOULD
CONSIDER FACTORS LIKE EASE OF USE, INTEGRATION CAPABILITIES, THE DEPTH OF ANALYSIS OFFERED, AND COST.

\WEB ANALYTICS PLATFORMS

THESE ARE OFTEN THE FIRST POINT OF CONTACT FOR MANY BUSINESSES ENGAGING WITH ANALYTICS. THEY PROVIDE A BROAD
VIEW OF WEBSITE OR APP TRAFFIC AND USER BEHAVIOR.

o GOOGLE ANALYTICS: OFFERS ROBUST COHORT ANALYSIS FEATURES, ALLOWING USERS TO SEGMENT BY ACQUISITION
DATE AND TRACK KEY METRICS LIKE USER RETENTION AND GOAL COMPLETIONS OVER TIME. IT'S WIDELY USED AND OFFERS



A FREE TIER, MAKING IT ACCESSIBLE FOR MANY BUSINESSES.

e ADOBE ANALYTICS: A MORE ENTERPRISE-GRADE SOLUTION THAT PROVIDES ADVANCED SEGMENTATION AND COHORT
ANALYSIS CAPABILITIES, OFTEN FAVORED BY LARGER ORGANIZATIONS FOR ITS FLEXIBILITY AND POWER.

ProbucT ANALYTICS TOOLS

THESE PLATFORMS ARE PURPOSE-BUILT FOR UNDERSTANDING USER BEHAVIOR WITHIN DIGITAL PRODUCTS AND ARE OFTEN MORE
SOPHISTICATED IN THEIR COHORT ANALYSIS CAPABILITIES THAN GENERAL WEB ANALYTICS TOOLS.

® MIXPANEL: KNOWN FOR ITS POWERFUL EVENT-BASED TRACKING AND DETAILED COHORT ANALYSIS, ALLOWING MARKETERS
TO ANALYZE USER JOURNEYS, RETENTION, AND ENGAGEMENT WITH HIGH GRANULARITY.

* AMPLITUDE: OFFERS COMPREHENSIVE PRODUCT ANALYTICS, INCLUDING ADVANCED COHORT FEATURES THAT HELP
IDENTIFY USER BEHAVIOR PATTERNS, MEASURE FEATURE ADOPTION, AND PREDICT USER LIFETIME VALUE.

e HeAP: AUTOMATICALLY CAPTURES ALL USER INTERACTIONS, REDUCING THE NEED FOR MANUAL EVENT TAGGING AND
ENABLING RETROACTIVE COHORT ANALYSIS ON A WIDE RANGE OF USER BEHAVIORS.

Business INTELLIGENCE (BI) TooLs

\W/HILE NOT EXCLUSIVELY FOR COHORT ANALYSIS, Bl TOOLS PROVIDE THE FLEXIBILITY TO COMBINE DATA FROM VARIOUS
SOURCES AND CREATE HIGHLY CUSTOMIZED COHORT ANALYSES. THEY ARE POWERFUL FOR BUSINESSES THAT NEED TO INTEGRATE
COHORT DATA WITH OTHER BUSINESS METRICS.

e TABLEAU: A LEADING Bl PLATFORM THAT ALLOWS USERS TO CONNECT TO DIVERSE DATA SOURCES AND CREATE
INTERACTIVE VISUALIZATIONS, INCLUDING COHORT ANALYSIS HEATMAPS AND TREND LINES.

° PO\X/ER B| MICROSOFTIS Bl TOOL, OFFERING SIMILAR CAPABILITIES TO TABLEAU, WITH STRONG INTEGRATION INTO THE
MICROSOFT ECOSYSTEM.

o LOOKER: A MODERN Bl PLATFORM THAT EMPHASIZES DATA GOVERNANCE AND PROVIDES A UNIFIED VIEW OF DATA,
FACILITATING COMPLEX COHORT ANALYSIS AND REPORTING.

DATA W AREHOUSING AND CUSTOM SOLUTIONS

FOR BUSINESSES WITH MASSIVE DATASETS OR VERY SPECIFIC ANALYTICAL REQUIREMENTS, A DATA W AREHOUSE COUPLED WITH
CUSTOM DATA ANALYSIS MIGHT BE NECESSARY.

o DATA WAReEHOUSES (E.G., AMAZON REDSHIFT, GOOGLE BIGQUERY, SNOWFLAKE): THESE PLATFORMS STORE VAST
AMOUNTS OF DATA AND CAN BE QUERIED USING SQL OR OTHER PROGRAMMING LANGUAGES TO PERFORM INTRICATE
COHORT ANALYSES.

e CuUsTOM SCRIPTING (PYTHON/R)Z USING PROGRAMMING LANGUAGES LIKE PYTHON WITH LIBRARIES SUCH AS PANDAS
AND MATPLOTLIB, OR R, ALLOWS FOR MAXIMUM FLEXIBILITY IN DATA MANIPULATION, ANALYSIS, AND VISUALIZATION
FOR HIGHLY TAILORED COHORT STUDIES.



THE CHOICE OF TOOL SHOULD ALIGN WITH THE SPECIFIC NEEDS OF THE MARKETING TEAM AND THE OVERALL DATA STRATEGY OF
THE ORGANIZATION.

OVERCOMING CHALLENGES IN COHORT ANALYSIS MARKETING

DESPITE ITS IMMENSE VALUE, IMPLEMENTING AND EFFECTIVELY UTILIZING COHORT ANALYSIS MARKETING CAN PRESENT SEVERAL
CHALLENGES. RECOGNIZING THESE HURDLES AND PLANNING FOR THEM IS CRUCIAL FOR SUCCESS.

DATA AccurAcCY AND QUALITY

THE FOUNDATION OF ANY RELIABLE ANALYSIS IS ACCURATE DATA. INACCURATE TRACKING, INCONSISTENT EVENT DEFINITIONS,
OR DATA SILOS CAN LEAD TO FLAWED COHORT ANALYSIS. ENSURING THAT ALL USER INTERACTIONS ARE CAPTURED CORRECTLY
AND CONSISTENTLY ACROSS ALL TOUCHPOINTS IS PARAMOUNT. THIS OFTEN REQUIRES ROBUST DATA GOVERNANCE POLICIES
AND REGULAR AUDITS OF TRACKING IMPLEMENTATION.

CHALLENGES HERE INCLUDE:
® |[NCONSISTENT EVENT NAMING CONVENTIONS ACROSS DIFFERENT PLATFORMS.
e DATA LOSS DUE TO TECHNICAL GLITCHES OR CHANGES IN USER PRIVACY SETTINGS.

® DUPLICATED OR INCOMPLETE USER RECORDS.

ADDRESSING THESE REQUIRES A STRONG DATA ENGINEERING AND QA PROCESS.

DerINING MEANINGFUL COHORTS

AS PREVIOUSLY DISCUSSED, THE DEFINITION OF COHORTS IS CRITICAL. IF COHORTS ARE DEFINED TOO BROADLY OR TOO
NARROWLY, THE INSIGHTS GAINED MIGHT BE SUPERFICIAL OR IRRELEVANT. For EXAMPLE, DEFINING A “MONTHLY" COHORT MIGHT
BE TOO BROAD IF USER BEHAVIOR CHANGES SIGNIFICANTLY WITHIN A MONTH, OR TOO NARROW IF THE USER ACQUISITION RATE
IS VERY LOW.

THE CHALLENGE IS TO STRIKE THE RIGHT BALANCE AND ALIGN COHORT DEFINITIONS WITH SPECIFIC BUSINESS QUESTIONS. THIS
OFTEN REQUIRES EXPERIMENTATION AND A DEEP UNDERSTANDING OF THE USER LIFECYCLE AND THE BUSINESS MODEL. IT's ALsO
IMPORTANT TO CONSIDER THAT OPTIMAL COHORT DEFINITION CAN CHANGE OVER TIME AS THE PRODUCT AND MARKET EVOLVE.

INTERPRETING CoMPLEX DATA

COHORT ANALYSIS OFTEN PRODUCES COMPLEX VISUALIZATIONS LIKE HEATMAPS, WHICH CAN BE CHALLENGING FOR NON-
ANALYSTS TO INTERPRET CORRECTLY. MISINTERPRETING TRENDS OR DRAWING CONCLUSIONS FROM INSUFFICIENT DATA CAN LEAD
TO POOR DECISION-MAKING.

OVERCOMING THIS INVOLVES:

® PROVIDING CLEAR DOCUMENTATION AND TRAINING ON HOW TO READ COHORT REPORTS.

® FOCUSING ON KEY ACTIONABLE INSIGHTS RATHER THAN OVERWHELMING STAKEHOLDERS WITH RAW DATA.



® USING STORYTELLING TO EXPLAIN THE IMPLICATIONS OF COHORT DATA.

® ENSURING THAT ANALYSTS CAN TRANSLATE COMPLEX FINDINGS INTO SIMPLE, ACTIONABLE RECOMMENDATIONS FOR THE
MARKETING TEAM.

IT'S ALSO IMPORTANT TO REMEMBER THAT COHORT ANALYSIS IS OFTEN ONE PIECE OF A LARGER ANALYTICAL PUZZLE AND
SHOULD BE CONSIDERED ALONGSIDE OTHER BUSINESS METRICS.

ATTRIBUTION AND EXTERNAL FACTORS

W/HILE COHORT ANALYSIS EXCELS AT UNDERSTANDING USER BEHAVIOR POST-ACQUISITION, ATTRIBUTING CHANGES IN COHORT
PERFORMANCE SOLELY TO MARKETING EFFORTS CAN BE DIFFICULT. EXTERNAL FACTORS, SUCH AS COMPETITOR ACTIONS,
ECONOMIC SHIFTS, OR SEASONAL TRENDS UNRELATED TO SPECIFIC CAMPAIGNS, CAN ALSO INFLUENCE USER BEHAVIOR.

To MITIGATE THIS:

e ALWAYS CONSIDER THE BROADER MARKET CONTEXT WHEN INTERPRETING COHORT DATA.
e USE CONTROL GROUPS WHERE POSSIBLE TO ISOLATE THE IMPACT OF SPECIFIC MARKETING INTERVENTIONS.

o COMBINE COHORT ANALYSIS WITH OTHER ANALYTICAL TECHNIQUES, SUCH AS A/B TESTING AND REGRESSION ANALYSIS,
TO GAIN A MORE COMPREHENSIVE UNDERSTANDING.

IT'S A CONTINUOUS PROCESS OF REFINEMENT AND CROSS-VALIDATION OF DATA.

Case STupies: COHORT ANALYSIS IN ACTION

THE THEORETICAL BENEFITS OF COHORT ANALYSIS MARKETING BECOME CLEARER WHEN VIEWED THROUGH THE LENS OF REAL-
WORLD APPLICATIONS. NUMEROUS COMPANIES ACROSS VARIOUS INDUSTRIES HAVE LEVERAGED THIS TECHNIQUE TO DRIVE
SIGNIFICANT IMPROVEMENTS IN THEIR MARKETING AND PRODUCT STRATEGIES.

SAAS CoMpPANY OPTIMIZES User ONBOARDING

A SOFTWARE-AS-A-SERVICE (SAAS) COMPANY NOTICED A SIGNIFICANT DROP-OFF IN USER RETENTION AFTER THE FIRST WEEK.
BY PERFORMING ACQUISITION COHORT ANALYSIS, THEY IDENTIFIED THAT USERS ACQUIRED DURING A SPECIFIC PROMOTIONAL
PERIOD HAD PARTICULARLY POOR RETENTION. FURTHER BEHAVIORAL COHORT ANALYSIS REVEALED THAT THESE USERS WERE
LESS LIKELY TO COMPLETE THE KEY INITIAL SETUP STEPS COMPARED TO OTHER COHORTS.

THIS INSIGHT LED TO A REDESIGN OF THEIR ONBOARDING FLOW/, INTRODUCING MORE GUIDED TUTORIALS AND TOOLTIPS FOR
CRITICAL SETUP ACTIONS. AFTER IMPLEMENTING THE CHANGES, NEW USER COHORTS SHOWED A MARKED IMPROVEMENT IN EARLY
ENGAGEMENT AND A 200/0 INCREASE IN FIRST-\WEEK RETENTION, DIRECTLY IMPACTING THEIR LONG~TERM CUSTOMER LIFETIME
VALUE.

E-coMMERCE ReTAILER IMPROVES CUSTOMER LOYALTY

AN E-COMMERCE RETAILER WANTED TO UNDERSTAND WHAT DROVE REPEAT PURCHASES AND CUSTOMER LOYALTY. THEY
SEGMENTED THEIR CUSTOMER BASE INTO ACQUISITION COHORTS BASED ON THE MONTH OF THEIR FIRST PURCHASE AND TRACKED



METRICS LIKE PURCHASE FREQUENCY AND AVERAGE ORDER VALUE OVER TIME.

THEY DISCOVERED THAT CUSTOMERS ACQUIRED THROUGH THEIR LOYALTY PROGRAM HAD A SIGNIFICANTLY HIGHER REPEAT
PURCHASE RATE AND CLLV COMPARED TO CUSTOMERS ACQUIRED THROUGH GENERAL ADVERTISING. THIS LED THEM TO INVEST
MORE HEAVILY IN PROMOTING THEIR LOYALTY PROGRAM THROUGH TARGETED EMAIL CAMPAIGNS AND IN-APP NOTIFICATIONS. THE
RESULT WAS A MEASURABLE INCREASE IN THE PROPORTION OF HIGH-VALUE, LOYAL CUSTOMERS WITHIN SUBSEQUENT
ACQUISITION COHORTS.

MosiLe ApP DEVELOPER ENHANCES FEATURE ADOPTION

A MOBILE GAMING COMPANY WAS STRUGGLING WITH DECLINING DAILY ACTIVE USERS (DAU). THEY USED BEHAVIORAL COHORT
ANALYSIS TO SEE HOW USERS WHO ADOPTED A NEW, COMPLEX FEATURE (LET’S CALL IT “GUILD W ARS”) BEHAVED
DIFFERENTLY FROM THOSE WHO DIDN'T. THEY GROUPED USERS BY WHETHER THEY PARTICIPATED IN GUILD W/ ARS WITHIN THEIR
FIRST MONTH OF PLAYING.

THE ANALYSIS SHOWED THAT USERS WHO ENGAGED WITH GUILD W/ ARS HAD SUBSTANTIALLY HIGHER LONG-TERM RETENTION
AND IN-APP SPENDING. THIS INSIGHT PROMPTED THE COMPANY TO REDESIGN THEIR EARLY-GAME EXPERIENCE TO INTRODUCE AND
EXPLAIN GUILD W ARS MORE EFFECTIVELY. THEY ALSO CREATED TARGETED IN-GAME EVENTS AND CHALLENGES TO ENCOURAGE
BROADER ADOPTION. THIS LED TO A 150/0 INCREASE IN DAU AND A SIGNIFICANT BOOST IN OVERALL PLAYER ENGAGEMENT.

MAXIMIZING ROl wiTH COHORT ANALYSIS INSIGHTS

THE ULTIMATE GOAL OF ANY MARKETING EFFORT IS TO MAXIMIZE RETURN ON INVESTMENT (ROD COHORT ANALYSIS MARKETING
PROVIDES A DATA-DRIVEN FRAMEWORK FOR ACHIEVING THIS BY ENABLING MORE EFFICIENT RESOURCE ALLOCATION AND MORE
EFFECTIVE CUSTOMER ENGAGEMENT STRATEGIES.

OPTIMIZING MARKETING SPEND

BY UNDERSTANDING WHICH ACQUISITION CHANNELS AND CAMPAIGNS BRING IN THE MOST VALUABLE, LONG-TERM CUSTOMERS (AS
IDENTIFIED THROUGH COHORT RETENTION AND CLV), MARKETERS CAN CONFIDENTLY SHIFT BUDGETS TOWARDS THESE HIGH-
PERFORMING AREAS. CONVERSELY, THEY CAN IDENTIFY AND REDUCE SPENDING ON CHANNELS THAT YIELD LOW~-VALUE, TRANSIENT
USERS, THEREBY IMPROVING OVERALL MARKETING ROI.

THIS DATA-INFORMED ALLOCATION HELPS TO AVOID WASTING MONEY ON ACQUISITION STRATEGIES THAT MAY APPEAR
SUCCESSFUL ON THE SURFACE (E.G., HIGH SIGN-UP VOLUME) BUT ULTIMATELY FAIL TO DELIVER SUSTAINABLE VALUE. [T
ALLOWS FOR A STRATEGIC APPROACH TO GROWTH, FOCUSING ON QUALITY OVER QUANTITY.

EnHANCING CusToMer LIFETIME VALUE (CLV)

COHORT ANALYSIS DIRECTLY IMPACTS CLV BY REVEALING THE DRIVERS OF LONG-TERM CUSTOMER LOYALTY AND ENGAGEMENT.
INSIGHTS INTO WHAT MAKES SPECIFIC COHORTS STAY LONGER, ENGAGE MORE DEEPLY, AND SPEND MORE CAN BE USED TO:

® PERSONALIZE CUSTOMER JOURNEYS WITH TARGETED CONTENT AND OFFERS.
o DEVELOP PROACTIVE RETENTION STRATEGIES FOR AT-RISK COHORTS.

® |DENTIFY OPPORTUNITIES FOR UPSELLING AND CROSS-SELLING TO ENGAGED USERS.



® |MPROVE PRODUCT FEATURES AND USER EXPERIENCE BASED ON WHAT LOYAL CUSTOMERS VALUE MOST.

BY FOCUSING ON RETAINING AND GROWING THE VALUE OF EXISTING CUSTOMER COHORTS, BUSINESSES CAN ACHIEVE MORE
SUSTAINABLE AND PROFITABLE GROWTH THAN BY SOLELY RELYING ON NEW CUSTOMER ACQUISITION.

DrIVING CONTINUOUS IMPROVEMENT

COHORT ANALYSIS FOSTERS A CULTURE OF CONTINUOUS IMPROVEMENT. BY REGULARLY MONITORING HOW NEW COHORTS
BEHAVE AND COMPARING THEM TO HISTORICAL DATA, MARKETING TEAMS CAN:

L4 QUICKLY IDENTIFY THE IMPACT OF CHANGES TO MARKETING CAMPAIGNS, PRODUCT FEATURES, OR PRICING.

4 A/B TEST DIFFERENT APPROACHES TO ONBOARDING, MESSAGING, OR FEATURE ADOPTION AND MEASURE THEIR
EFFECTIVENESS ON SPECIFIC COHORTS.

® STAY AGILE AND ADAPT STRATEGIES BASED ON REAL-TIME USER BEHAVIOR TRENDS.

THIS ITERATIVE PROCESS, GUIDED BY COHORT DATA, ENSURES THAT MARKETING EFFORTS REMAIN ALIGNED WITH USER NEEDS AND
MARKET DYNAMICS, LEADING TO SUSTAINED IMPROVEMENTS IN PERFORMANCE AND A HIGHER OVERALL ROL












QI \WHAT IS THE PRIMARY BENEFIT OF USING COHORT ANALYSIS IN MARKETING?

A: THE PRIMARY BENEFIT OF USING COHORT ANALYSIS IN MARKETING IS ITS ABILITY TO TRACK AND UNDERSTAND USER BEHAVIOR
OVER TIME BY SEGMENTING USERS INTO GROUPS BASED ON SHARED CHARACTERISTICS (LIKE ACQUISITION DATE). THIS ALLOWS
MARKETERS TO ACCURATELY MEASURE CUSTOMER RETENTION, IDENTIFY CHURN DRIVERS, OPTIMIZE ACQUISITION CHANNELS, AND
ULTIMATELY IMPROVE CUSTOMER LIFETIME VALUE, LEADING TO MORE EFFECTIVE AND DATA-DRIVEN MARKETING STRATEGIES.

QI How DOES COHORT ANALYSIS HELP IN IMPROVING USER RETENTION?

A: COHORT ANALYSIS HELPS IMPROVE USER RETENTION BY ALLOWING MARKETERS TO SEE EXACTLY WHEN AND WHY USERS FROM
SPECIFIC GROUPS STOP ENGAGING. BY TRACKING RETENTION RATES FOR DIFFERENT COHORTS OVER TIME, BUSINESSES CAN
PINPOINT WEAKNESSES IN THE USER JOURNEY, SUCH AS POOR ONBOARDING, INEFFECTIVE ENGAGEMENT CAMPAIGNS, OR PRODUCT
USABILITY ISSUES, AND THEN IMPLEMENT TARGETED SOLUTIONS TO ADDRESS THESE PROBLEMS FOR FUTURE AND EXISTING
COHORTS.

Q: CAN COHORT ANALYSIS BE USED TO MEASURE THE EFFECTIVENESS OF MARKETING
CAMPAIGNS?

A: YES/ COHORT ANALYSIS IS A POWERFUL TOOL FOR MEASURING THE EFFECTIVENESS OF MARKETING CAMPAIGNS. BY CREATING
COHORTS BASED ON THE ACQUISITION SOURCE OR SPECIFIC CAMPAIGN, MARKETERS CAN TRACK THE BEHAVIOR AND VALUE OF
USERS ACQUIRED THROUGH THAT CAMPAIGN OVER THEIR LIFECYCLE. THIS ALLOWS FOR A DIRECT COMPARISON OF THE LONG-
TERM IMPACT OF DIFFERENT CAMPAIGNS, HELPING TO IDENTIFY WHICH ONES ARE BRINGING IN THE MOST ENGAGED AND VALUABLE
CUSTOMERS.

QI WHAT ARE THE MOST COMMON TYPES OF COHORTS USED IN MARKETING ANALYSIS?

A: THE MOST COMMON TYPES OF COHORTS USED IN MARKETING ANALYSIS ARE:
e ACQUISITION CoHORTS: GROUPED BY THE TIME PERIOD OF USER ACQUISITION (E.G., MONTHLY SIGN‘UPS).

* BeHAVIORAL COHORTS: GROUPED BY SPECIFIC ACTIONS TAKEN BY USERS (E.G., COMPLETING ONBOARDING, MAKING A
FIRST PURCHASE).

o CAMPAIGN-BASED COHORTS: GROUPED BY THE SPECIFIC MARKETING CAMPAIGN OR CHANNEL THROUGH WHICH THEY WERE
ACQUIRED.

QI How DOES COHORT ANALYSIS DIFFER FROM TRADITIONAL SEGMENTATION?

A: TRADITIONAL SEGMENTATION OFTEN LOOKS AT USER CHARACTERISTICS AT A SINGLE POINT IN TIME (E.G., DEMOGRAPHICS,
INTERESTS). COHORT ANALYSIS, HOWEVER, ADDS A TEMPORAL DIMENSION, TRACKING GROUPS OF USERS WHO SHARED AN
EXPERIENCE (LIKE ACQUISITION TIME) OVER A PERIOD OF TIME. THIS ALLOWS FOR THE ANALYSIS OF TRENDS, EVOLUTION OF
BEHAVIOR, AND THE IMPACT OF TIME ON ENGAGEMENT AND RETENTION, PROVIDING A MUCH DEEPER UNDERSTANDING OF THE
CUSTOMER LIFECYCLE THAN STATIC SEGMENTATION ALONE.

Q: WHAT KEY METRICS SHOULD BE TRACKED WHEN PERFORMING COHORT ANALYSIS FOR
MARKETING?

A: KEY METRICS TO TRACK IN COHORT ANALYSIS MARKETING INCLUDE:

® RETENTION RATE



CHURN RATE

o ENGAGEMENT METRICS (E.G., SESSION DURATION, FEATURE USAGE FREQUENCY)
* MoneTizaTioN MeTRrICS (.6, ARPU, CLV, PURCHASE FREQUENCY)

e CONVERSION RATES FOR SPECIFIC ACTIONS

QI \WHAT ARE THE CHALLENGES ASSOCIATED WITH IMPLEMENTING COHORT ANALYSIS?

A: COMMON CHALLENGES INCLUDE ENSURING DATA ACCURACY AND QUALITY, DEFINING MEANINGFUL AND ACTIONABLE COHORTS,
INTERPRETING COMPLEX DATA VISUALIZATIONS, ATTRIBUTING CHANGES IN BEHAVIOR TO SPECIFIC FACTORS, AND INTEGRATING
INSIGHTS INTO ONGOING MARKETING AND PRODUCT DEVELOPMENT EFFORTS.

Q: How CAN BUSINESSES LEVERAGE COHORT ANALYSIS TO INCREASE CUSTOMER
LireTiMe VAaLue (CLV)?

A: BUSINESSES CAN LEVERAGE COHORT ANALYSIS TO INCREASE CLV BY IDENTIFYING THE BEHAVIORS, ACTIONS, AND
CHARACTERISTICS OF HIGH-CLY COHORTS. THIS UNDERSTANDING ALLOWS FOR THE OPTIMIZATION OF ACQUISITION CHANNELS
THAT ATTRACT THESE VALUABLE USERS, PERSONALIZATION OF EXPERIENCES TO ENCOURAGE LONGER ENGAGEMENT AND REPEAT
PURCHASES, AND THE DEVELOPMENT OF TARGETED RETENTION STRATEGIES THAT REDUCE CHURN AMONG VALUABLE CUSTOMER
SEGMENTS.
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