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Understanding Customer Acquisition Cost (CAC) in the US Market

customer acquisition cost us is a fundamental metric that every business operating in the United States,
regardless of size or industry, must meticulously track and understand. It represents the total expense
incurred to acquire a new customer over a specific period. For businesses in the competitive US landscape,
a well-managed CAC is not just a number; it’s a compass guiding strategic decisions, budget allocation, and
ultimately, profitability. Mastering CAC allows you to evaluate the effectiveness of your marketing and
sales efforts, optimize spending, and ensure sustainable growth. This article will delve deep into what CAC
is, how to calculate it, why it’s crucial for US businesses, common strategies for reducing it, and how to
benchmark it against industry standards.
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What is Customer Acquisition Cost (CAC)?

Customer Acquisition Cost, often abbreviated as CAC, is a key performance indicator (KPI) that measures
the total cost a business spends to gain a new customer. Think of it as the investment you make to bring
someone from being a prospect to a paying client. This isn't just about the money spent on advertising; it
encompasses a broader spectrum of expenses directly tied to your sales and marketing machinery. For any
organization aiming for steady expansion, understanding this cost is paramount. It directly influences your
bottom line and your ability to scale effectively in a crowded marketplace like the United States.

In essence, CAC provides a quantifiable answer to the question: "How much does it cost us to get a new
customer?" This figure is vital for assessing the efficiency of your customer acquisition strategies. A high
CAC might indicate that your marketing campaigns are inefficient, your sales process is too costly, or you're
targeting the wrong audience. Conversely, a low CAC suggests that your efforts are highly effective and
cost-efficient. The ultimate goal is to ensure your CAC is lower than the revenue you generate from that
customer, which leads us to another crucial metric: Customer Lifetime Value (CLTV).



Why is CAC So Important for US Businesses?

In the dynamic and highly competitive US market, understanding and managing customer acquisition cost
is not a luxury; it's a necessity for survival and success. Businesses in the States face intense competition
across almost every sector, meaning that marketing and sales budgets can quickly escalate if not managed
wisely. A high CAC can quickly erode profit margins, making it difficult to reinvest in growth or even
cover operational expenses. Conversely, a well-controlled CAC empowers businesses to make informed
decisions about resource allocation, identify which marketing channels are delivering the best return on
investment, and forecast future growth more accurately.

Moreover, CAC plays a critical role in fundraising and investor relations. When seeking external funding,
investors will invariably scrutinize a company's CAC to assess its operational efficiency and scalability. A
demonstrably low and decreasing CAC, especially when compared to CLTV, signals a healthy and
sustainable business model. It tells potential investors that the company has a strong grip on its growth
engine and can acquire customers profitably. Without a clear understanding of CAC, businesses are
essentially flying blind, making strategic decisions based on guesswork rather than data-driven insights,
which is a perilous approach in the fast-paced US economy.

Impact on Profitability

The direct impact of CAC on a company's profitability cannot be overstated. Every dollar spent on
acquiring a customer contributes to the overall cost of doing business. If the cost to acquire a customer
consistently exceeds the revenue that customer generates, the business will ultimately lose money. This is
a recipe for financial disaster, especially for startups and small businesses that may have leaner profit
margins. By keeping CAC low, businesses can ensure that each new customer acquired is a net positive for
the company, contributing to increased profitability and enabling further investment in product
development, customer service, and expansion.

Guiding Marketing and Sales Strategy

Your CAC serves as a powerful diagnostic tool for your marketing and sales strategies. By tracking CAC
across different campaigns, channels, and even specific customer segments, you can identify what's
working and what's not. For instance, if you discover that social media campaigns have a significantly
lower CAC than traditional advertising, you can reallocate your budget accordingly. Similarly, if your sales
team’s onboarding process is lengthy and expensive, leading to a high CAC, it might be time to streamline
their workflows or invest in better sales enablement tools. This data-driven approach allows for continuous
optimization, ensuring that marketing and sales efforts are always aligned with the goal of acquiring
customers as cost-effectively as possible.



Investor Confidence and Funding

For businesses seeking investment, a robust understanding and management of CAC are crucial. Venture
capitalists and angel investors are keenly interested in a company's ability to acquire customers profitably.
A low and stable CAC, particularly when viewed in relation to CLTV, indicates a scalable and sustainable
business model. It demonstrates that the company has found efficient channels to reach its target market
and convert them into loyal customers. This confidence translates into a higher likelihood of securing
funding, as investors see a clear path to profitability and growth. Conversely, a high or unmanaged CAC
can be a major red flag, suggesting inefficiencies that could hinder future success.

How to Calculate Your Customer Acquisition Cost (CAC)

Calculating your Customer Acquisition Cost (CAC) is a straightforward process, but it requires meticulous
attention to detail to ensure accuracy. The fundamental formula involves dividing the total sales and
marketing expenses incurred over a specific period by the number of new customers acquired during that
same period. This metric provides a clear snapshot of your acquisition efficiency. For example, if a company
spent $10,000 on marketing and sales in a quarter and acquired 100 new customers, its CAC for that quarter
would be $100 ($10,000 / 100). This simple calculation is the bedrock of understanding your acquisition
costs.

It's vital to define the period for which you are calculating CAC. This could be monthly, quarterly, or
annually, depending on your business cycle and reporting needs. Consistency in your chosen timeframe is
key for meaningful comparisons over time. Furthermore, you must be thorough in identifying all relevant
expenses. Underestimating these costs will lead to an artificially low CAC, which can result in poor
decision-making and ultimately, financial strain. Therefore, a comprehensive approach to identifying and
summing all associated costs is essential for an accurate CAC figure.

Components of Customer Acquisition Cost

To accurately calculate your CAC, you need to identify and sum all the expenses directly attributable to
acquiring new customers. This goes beyond just advertising spend and encompasses a wider range of costs
that fuel your sales and marketing engine. Understanding these components is crucial for a true picture of
your acquisition expenses, allowing you to pinpoint areas for potential cost savings and optimization.
Ignoring any of these can lead to a skewed CAC, which can then inform flawed business strategies.



Sales Expenses

These are the costs directly associated with your sales team and their efforts to close deals. This includes
salaries and commissions for your sales representatives, the cost of sales tools and software (like CRM
systems), travel and entertainment expenses related to client meetings, and any training or professional
development for your sales staff. If your sales cycle is long or complex, these expenses can be substantial.
For example, a B2B company with a dedicated sales force will likely have higher sales expenses than a B2C
e-commerce business that relies heavily on automated online conversions. Proper tracking of these
expenditures is vital for an accurate CAC calculation.

Marketing Expenses

This category encompasses all the money you spend on activities designed to attract potential customers and
generate leads. It includes advertising costs (online ads, print ads, TV, radio), content creation (blog posts,
videos, social media content), SEO and SEM efforts, public relations, event sponsorships, email marketing
software, and any agency fees. Essentially, any expenditure aimed at raising awareness, generating
interest, and driving potential customers into your sales funnel falls under marketing expenses. The digital
marketing landscape, with its myriad of channels, requires careful segmentation and tracking to understand
which specific marketing efforts are contributing to customer acquisition.

Salaries of Sales and Marketing Staff

Beyond commissions and direct campaign costs, the salaries of the personnel who manage and execute sales
and marketing activities are also a significant component of CAC. This includes the salaries of your
marketing managers, digital marketers, content writers, social media specialists, sales managers, and account
executives. It's important to allocate a portion of these salaries to customer acquisition. For instance, if 80% of
a marketing manager's time is spent on activities directly related to acquiring new customers, then 80% of
their salary should be factored into your CAC calculation. This ensures that the full human resource cost of
acquisition is accounted for.

Overhead Costs

While not as directly tied as sales and marketing expenses, certain overhead costs that support sales and
marketing operations can also be included in CAC. This might involve a portion of rent for office space used
by sales and marketing teams, utilities, and administrative support. However, it's crucial to be selective and
only include overhead that has a demonstrable link to customer acquisition. Over-allocating general



business overhead can inflate your CAC unnecessarily. The key is to maintain a reasonable and defensible
allocation of these indirect costs to your acquisition efforts.

Strategies to Reduce Customer Acquisition Cost in the US

Reducing customer acquisition cost is a continuous endeavor for any growth-oriented business in the US.
It’s not about simply slashing budgets, but about optimizing your spending to get more value for every
dollar. By employing smart strategies, you can bring down your CAC without compromising on the
quality or volume of new customers. This is where smart, data-driven marketing and sales become your
greatest assets. Let's explore some effective ways to achieve this crucial goal.

Improve Your Website's Conversion Rate

Your website is often the first point of contact for potential customers, and its ability to convert visitors into
leads or customers is paramount. Optimizing your website for conversions means making it user-friendly,
clear, and persuasive. This can involve A/B testing different headlines, calls-to-action (CTAs), landing page
designs, and form layouts. A smoother user experience and more compelling offers can significantly
increase the percentage of visitors who take a desired action, meaning more customers are acquired from
the same amount of traffic, thereby lowering your CAC. Think about simplifying the checkout process or
making your contact forms more accessible; small changes can have a big impact.

Focus on Organic Traffic and SEO

While paid advertising can be effective, it often comes with a significant price tag. Investing in Search
Engine Optimization (SEO) can lead to a lower CAC over time by attracting organic traffic from search
engines. When potential customers find you through relevant search queries, they are often further down
the sales funnel and more likely to convert. This requires creating high-quality, valuable content that
addresses your target audience's needs and optimizing your website to rank highly for relevant keywords.
Building organic authority is a long-term strategy but can yield a consistently low CAC for the traffic it
generates.

Leverage Content Marketing

Content marketing is a powerful strategy for attracting and engaging your target audience by creating and
distributing valuable, relevant, and consistent content. This can include blog posts, articles, infographics,



videos, podcasts, and e-books. By providing helpful information, you establish yourself as an authority in
your industry, build trust, and nurture leads. This approach can significantly reduce your reliance on
expensive paid advertising. When potential customers find your content through search or social media,
they are often self-qualifying, leading to a higher conversion rate and a lower CAC compared to cold
outreach or broad advertising campaigns.

Implement a Referral Program

Word-of-mouth marketing is incredibly powerful, and a well-structured referral program can leverage
this. Encourage your existing satisfied customers to refer new business to you. Offer incentives for both the
referrer and the referred customer, such as discounts, credits, or exclusive offers. Referred customers often
have a higher conversion rate and a lower CAC because they come with a pre-built level of trust. This
strategy not only brings in new customers but also strengthens the loyalty of your existing customer base.
It turns your happy customers into your most effective sales force, often at a fraction of the cost of
traditional acquisition methods.

Optimize Your Paid Advertising Campaigns

If you're using paid advertising, meticulous optimization is key to reducing CAC. This involves carefully
targeting your ads to the right audience, using compelling ad copy and visuals, and continuously
monitoring campaign performance. Utilize analytics to identify which keywords, ad groups, and platforms
are delivering the best results and reallocate your budget accordingly. A/B testing different ad variations
and landing pages can help you pinpoint what resonates most with your audience. By focusing your spend
on the most effective channels and creative, you can significantly lower the cost per acquisition.

Improve Customer Retention

While not directly a CAC reduction strategy, improving customer retention has a significant indirect
impact. Happy, retained customers are less likely to churn, meaning you don't have to spend money to
replace them. Furthermore, loyal customers are more likely to become advocates for your brand,
generating referrals and positive reviews, which in turn can lower your CAC. Investing in excellent
customer service, loyalty programs, and post-purchase engagement ensures that your existing customers
remain valuable assets rather than costs to be replaced.



Benchmarking Your CAC in the US Market

Benchmarking your customer acquisition cost (CAC) against industry averages in the United States is an
essential practice for understanding your company's performance and identifying areas for improvement.
While a universal CAC number doesn't exist, as it varies significantly by industry, business model, and
target market, knowing where you stand relative to peers provides valuable context. This allows you to
assess whether your acquisition costs are competitive, too high, or exceptionally efficient.

When you benchmark, you're essentially asking: "Are we spending too much to acquire customers
compared to similar businesses operating in the US?" This comparison helps in setting realistic goals and
developing strategies to optimize your spending. For example, if your CAC is significantly higher than the
industry average, it signals a need to investigate your sales and marketing strategies for inefficiencies.
Conversely, a much lower CAC might indicate a competitive advantage, but it's also worth exploring if you
could be investing more to capture a larger market share.

Industry-Specific Benchmarks

The CAC can differ dramatically from one industry to another. For instance, the CAC for a software-as-a-
service (SaaS) company will likely be very different from that of a retail e-commerce business or a local
service provider. SaaS companies often have higher CAC due to longer sales cycles, the need for more
complex sales efforts, and the cost of customer onboarding. Retail businesses might have lower CAC due to
higher transaction volumes and more impulse purchases. It's crucial to find reliable data sources that
provide industry-specific CAC benchmarks for the US market to make a relevant comparison. This might
involve consulting industry reports, market research firms, or reputable business publications.

Factors Influencing CAC Benchmarks

Several factors can influence why CAC benchmarks vary so widely. The stage of the company is a major
one; startups often have higher CAC as they are still optimizing their acquisition channels, while
established companies with proven strategies tend to have lower CAC. The complexity of the sales process
is another critical factor. Businesses with high-ticket items or complex B2B sales will naturally incur higher
acquisition costs than those selling low-cost, impulse-buy products. The competitiveness of the market also
plays a role; in saturated markets, acquiring customers can be more expensive due to increased advertising
costs and demand for marketing attention.



How to Use Benchmarking Data

Once you have gathered relevant benchmarking data, the next step is to use it effectively. If your CAC is
higher than the average, don't panic. Instead, use it as a call to action. Dive deep into your sales and
marketing expenditures. Are your paid ad campaigns performing poorly? Is your sales team inefficient? Is
your content marketing strategy not yielding enough organic leads? Identifying the specific drivers of
your higher CAC allows you to implement targeted strategies for reduction. If your CAC is lower than
average, it’s a great sign, but still consider if you could afford to invest a bit more in acquisition to
potentially accelerate growth.

The Relationship Between CAC and Customer Lifetime Value
(CLTV)

The true power of understanding customer acquisition cost (CAC) lies in its relationship with Customer
Lifetime Value (CLTV). While CAC tells you how much it costs to acquire a customer, CLTV estimates the
total revenue a customer will generate for your business over the entire period they remain a customer.
These two metrics, when analyzed together, provide a comprehensive view of your business's financial
health and its potential for sustainable growth. The ratio between CLTV and CAC is a critical indicator of
profitability and scalability.

Ideally, your CLTV should be significantly higher than your CAC. A common benchmark suggests a
CLTV to CAC ratio of at least 3:1. This means that for every dollar you spend to acquire a customer, you
should expect to generate at least three dollars in revenue from that customer over their lifetime. A
healthy ratio indicates that your customer acquisition efforts are not only effective but also profitable,
allowing you to reinvest in your business and continue to grow. If your CAC approaches or exceeds your
CLTV, you have a serious problem that needs immediate attention.

Calculating CLTV

Calculating CLTV can be done in several ways, from simple to more complex. A basic formula involves
multiplying the average purchase value by the average purchase frequency and then by the average
customer lifespan. For example, if a customer spends an average of $50 per purchase, purchases 4 times a
year, and stays a customer for 3 years, their CLTV would be $50 4 3 = $600. More sophisticated models
might incorporate customer retention rates, profit margins, and discount rates for future earnings. The goal
is to get a realistic estimation of the long-term value a customer brings.



Interpreting the CLTV:CAC Ratio

The CLTV:CAC ratio is a vital metric for assessing business performance and making strategic decisions.

A ratio of 3:1 or higher is generally considered healthy. It indicates that your business is acquiring
customers profitably and has room for growth and reinvestment.

A ratio of 1:1 suggests you are breaking even on customer acquisition, which is not sustainable in the
long run as it leaves no room for operational costs or profit.

A ratio below 1:1 means you are losing money on every customer you acquire, a critical situation
that requires immediate intervention to reduce CAC or increase CLTV.

This ratio helps you understand if your marketing and sales investments are paying off and if your business
model is sustainable.

Strategies to Increase CLTV

While reducing CAC is important, increasing CLTV is equally, if not more, crucial for long-term success.
Strategies to boost CLTV include enhancing customer loyalty through excellent customer service and
support, introducing loyalty programs and rewards, upselling and cross-selling complementary products or
services, and continuously improving your product or service based on customer feedback. A higher CLTV
allows you to afford a slightly higher CAC while still maintaining a healthy profit margin, giving you
more flexibility in your acquisition strategies.

The Relationship Between CAC and Customer Lifetime Value
(CLTV)

The true power of understanding customer acquisition cost (CAC) lies in its relationship with Customer
Lifetime Value (CLTV). While CAC tells you how much it costs to acquire a customer, CLTV estimates the
total revenue a customer will generate for your business over the entire period they remain a customer.
These two metrics, when analyzed together, provide a comprehensive view of your business's financial
health and its potential for sustainable growth. The ratio between CLTV and CAC is a critical indicator of
profitability and scalability.

Ideally, your CLTV should be significantly higher than your CAC. A common benchmark suggests a
CLTV to CAC ratio of at least 3:1. This means that for every dollar you spend to acquire a customer, you



should expect to generate at least three dollars in revenue from that customer over their lifetime. A
healthy ratio indicates that your customer acquisition efforts are not only effective but also profitable,
allowing you to reinvest in your business and continue to grow. If your CAC approaches or exceeds your
CLTV, you have a serious problem that needs immediate attention.

Calculating CLTV

Calculating CLTV can be done in several ways, from simple to more complex. A basic formula involves
multiplying the average purchase value by the average purchase frequency and then by the average
customer lifespan. For example, if a customer spends an average of $50 per purchase, purchases 4 times a
year, and stays a customer for 3 years, their CLTV would be $50 4 3 = $600. More sophisticated models
might incorporate customer retention rates, profit margins, and discount rates for future earnings. The goal
is to get a realistic estimation of the long-term value a customer brings.

Interpreting the CLTV:CAC Ratio

The CLTV:CAC ratio is a vital metric for assessing business performance and making strategic decisions.

A ratio of 3:1 or higher is generally considered healthy. It indicates that your business is acquiring
customers profitably and has room for growth and reinvestment.

A ratio of 1:1 suggests you are breaking even on customer acquisition, which is not sustainable in the
long run as it leaves no room for operational costs or profit.

A ratio below 1:1 means you are losing money on every customer you acquire, a critical situation
that requires immediate intervention to reduce CAC or increase CLTV.

This ratio helps you understand if your marketing and sales investments are paying off and if your business
model is sustainable.

Strategies to Increase CLTV

While reducing CAC is important, increasing CLTV is equally, if not more, crucial for long-term success.
Strategies to boost CLTV include enhancing customer loyalty through excellent customer service and
support, introducing loyalty programs and rewards, upselling and cross-selling complementary products or
services, and continuously improving your product or service based on customer feedback. A higher CLTV
allows you to afford a slightly higher CAC while still maintaining a healthy profit margin, giving you



more flexibility in your acquisition strategies.

Common Pitfalls in CAC Calculation and Management

Even with a clear understanding of the formula, businesses often stumble into common pitfalls when
calculating and managing their customer acquisition cost (CAC). These mistakes can lead to inaccurate data,
flawed decision-making, and ultimately, missed opportunities or even financial losses. Being aware of these
potential traps is the first step in avoiding them and ensuring that your CAC analysis is a reliable guide for
your business strategy in the US market.

Inconsistent Time Periods

One of the most frequent errors is inconsistency in the time periods used for calculating total expenses and
the number of new customers. For example, using a full year's marketing spend but only a month's worth
of new customers will yield a wildly inaccurate CAC. It's crucial to ensure that both the numerator
(expenses) and the denominator (new customers) refer to the exact same timeframe, whether that's a
month, a quarter, or a year. Without this alignment, your CAC figures become meaningless for comparison
or trend analysis.

Excluding Relevant Costs

Another significant pitfall is the failure to include all relevant costs associated with acquiring a customer. As
discussed earlier, CAC isn't just advertising spend. Ignoring the salaries of sales and marketing teams,
software subscriptions, referral program incentives, or a portion of overhead costs that directly support
acquisition efforts will artificially lower your CAC. This can lead to a false sense of efficiency and
potentially mislead you into scaling an unsustainable strategy. A comprehensive inclusion of all directly
attributable costs is vital for an accurate picture.

Misallocating Salaries and Overhead

Even when attempting to include salaries and overhead, a common mistake is improper allocation. For
instance, assigning 100% of an executive's salary to CAC when they spend only 20% of their time on
acquisition-related activities will inflate the cost unnecessarily. Similarly, allocating general office rent
without a clear link to sales and marketing functions can skew the data. It requires careful consideration
and a defensible methodology to determine what percentage of these broader costs truly contribute to



acquiring a new customer.

Not Segmenting CAC

Treating all customers and all acquisition channels as one monolithic group can hide significant insights. A
key pitfall is not segmenting CAC by channel, campaign, customer type, or region. For instance, your CAC
for customers acquired through organic search might be significantly lower than for those acquired
through paid social media ads. By failing to segment, you might miss opportunities to optimize the most
cost-effective channels or identify underperforming ones that are draining your budget without delivering
sufficient returns. Segmented CAC analysis provides actionable intelligence.

Confusing CAC with Customer Service Costs

It's important to distinguish between the costs of acquiring a customer and the costs of serving them once
they have been acquired. Customer service costs, while important for retention and CLTV, should not be
included in the CAC calculation itself. CAC is solely about the investment required to bring a new
customer into the fold. Including ongoing service costs will distort the CAC figure and make it difficult to
accurately assess the efficiency of your acquisition strategies.

Accurately calculating and consistently monitoring your customer acquisition cost is a cornerstone of smart
business management in the United States. By understanding its components, implementing strategies for
reduction, and relating it to customer lifetime value, businesses can navigate the competitive landscape
with greater confidence and achieve sustainable, profitable growth. It’s an ongoing process of measurement,
analysis, and optimization.

Frequently Asked Questions about Customer Acquisition Cost in the US

Q: What is the average CAC for a startup in the US?
A: The average CAC for a startup in the US varies enormously by industry and business model. For early-
stage SaaS companies, it might range from $500 to $3,000 or more, while e-commerce startups might aim
for a CAC below $50. Without knowing the specific industry, it's impossible to give a precise average, but
startups often have higher CACs as they are still optimizing their channels.



Q: How often should I calculate my customer acquisition cost?
A: For most businesses, calculating CAC monthly or quarterly is a good practice. This allows for timely
identification of trends and adjustments to strategies. For businesses with very short sales cycles or high
transaction volumes, weekly calculations might even be beneficial. Consistency is key, so choose a cadence
that fits your business operations and reporting needs.

Q: Can a low CAC always be good?
A: Not necessarily. While a low CAC is generally desirable, an extremely low CAC could indicate that you
are not spending enough on marketing and sales to reach your full potential market. It might also mean
you are missing out on acquiring more valuable customer segments who might have a higher acquisition
cost but also a significantly higher lifetime value. The ideal scenario is a healthy CLTV:CAC ratio, not just a
low CAC in isolation.

Q: How does CAC differ between B2B and B2C businesses in the US?
A: CAC is typically higher for B2B (Business-to-Business) companies compared to B2C (Business-to-
Consumer) companies in the US. This is because B2B sales cycles are often longer, involve multiple
decision-makers, and require more personalized sales efforts and higher-value contracts. B2C CAC can be
lower due to impulse purchases, shorter sales cycles, and the ability to reach a mass audience more cost-
effectively through digital channels.

Q: What is a good CLTV:CAC ratio for a US business?
A: A commonly cited benchmark for a healthy CLTV:CAC ratio in the US is 3:1. This means that for every
dollar you spend to acquire a customer, you should aim to generate at least three dollars in lifetime value
from that customer. Ratios of 4:1 or 5:1 are excellent and indicate a highly scalable and profitable business
model. A ratio of 1:1 or lower is a warning sign.

Q: Should I include customer support costs in my CAC calculation?
A: No, customer support costs should not be included in your Customer Acquisition Cost (CAC) calculation.
CAC is specifically about the expenses incurred to acquire a new customer. Customer support costs are part
of the ongoing cost of serving customers and are more relevant to calculating profitability and Customer
Lifetime Value (CLTV) or operational expenses.

Q: How can I use CAC to improve my marketing ROI?
A: By segmenting your CAC by marketing channel or campaign, you can identify which channels are



most cost-effective in acquiring customers. For example, if paid search has a lower CAC than social media
advertising, you might reallocate more budget to paid search. Conversely, if a particular campaign has a
very high CAC with low conversion rates, it might be time to rethink or discontinue that campaign and
invest in more efficient strategies.

Q: What are some common mistakes in calculating CAC for US
businesses?
A: Common mistakes include inconsistent time periods for expenses and customer acquisition, excluding
relevant costs (like salaries or software), misallocating overhead, failing to segment CAC by channel or
campaign, and confusing acquisition costs with ongoing customer service costs. These errors can lead to
inaccurate data and poor strategic decisions.
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