
customer acquisition explained
customer acquisition explained is a fundamental concept for any business
aiming for sustainable growth and profitability. It encompasses the entire
process of attracting and converting potential customers into paying clients.
Understanding customer acquisition is not just about marketing; it's a
strategic discipline that requires a deep understanding of your target
audience, effective channel selection, compelling messaging, and meticulous
tracking. This article will delve into the core components of customer
acquisition, breaking down its importance, key metrics, various strategies,
and how to optimize your efforts for maximum impact. We'll explore how to
identify your ideal customer, the most effective channels to reach them, and
how to measure the success of your campaigns.
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What is Customer Acquisition?

Customer acquisition refers to the strategic process by which a business
attracts and gains new customers. It's the lifeblood of any growing
enterprise, as without a steady influx of new clients, a business will
eventually stagnate. Think of it as continuously refilling your customer
base, ensuring that your company has a consistent revenue stream and a
growing market presence. This process involves a multifaceted approach,
starting with identifying who your ideal customer is and then employing
various marketing and sales tactics to bring them into your fold. It's about
more than just advertising; it's about building relationships and providing
value from the very first touchpoint.

At its heart, customer acquisition is about turning prospects into paying
customers. This journey often begins with awareness, where potential
customers first learn about your brand or product, and culminates in a
purchase. Each step in this journey requires careful planning and execution.
Businesses invest significant resources in understanding their target market,
crafting compelling offers, and utilizing the right channels to communicate
their value proposition. Ultimately, successful customer acquisition drives
revenue, market share, and brand loyalty, laying the foundation for long-term
success.



Defining Customer Acquisition Cost (CAC)

A crucial element within customer acquisition is understanding the Customer
Acquisition Cost, or CAC. This metric represents the total expense incurred
to acquire a new customer. To calculate CAC, you sum up all sales and
marketing expenses over a specific period and then divide that sum by the
number of new customers acquired during that same period. For example, if you
spent $10,000 on marketing and sales in a month and acquired 100 new
customers, your CAC would be $100 per customer.

Knowing your CAC is paramount for several reasons. Firstly, it directly
impacts your profitability. If the cost to acquire a customer is higher than
the revenue they generate, your business is losing money. Secondly, it helps
you evaluate the efficiency of your acquisition channels. By tracking CAC for
different marketing initiatives, you can identify which ones are most cost-
effective and allocate your budget accordingly. A lower CAC generally
indicates a more efficient and scalable business model.

The Goal of Customer Acquisition

The primary goal of customer acquisition is to expand the customer base in a
sustainable and profitable manner. This isn't just about acquiring any
customer, but acquiring the right customers – those who are most likely to
become loyal, repeat buyers and brand advocates. Businesses aim to acquire
customers at a cost that is significantly lower than the lifetime value those
customers will bring to the company. A successful acquisition strategy
balances the cost of acquiring new clients with the revenue and long-term
value they represent.

Beyond immediate revenue, the ultimate goal is to build a robust customer
base that fuels consistent growth. This involves not only attracting new
individuals but also ensuring they have a positive initial experience that
encourages them to stay. When acquisition efforts are aligned with overall
business objectives, they contribute directly to market share expansion,
increased brand recognition, and a stronger competitive position.

Why is Customer Acquisition So Important?

Customer acquisition is the engine that drives business growth. Without a
consistent stream of new customers, a company’s revenue will eventually
plateau or decline. It's the process that keeps the business relevant and
competitive in a dynamic marketplace. Imagine a leaky bucket; you need to
constantly add water (customers) to keep it full. For startups, it's
essential for establishing a market presence and proving their concept. For



established businesses, it’s about expanding their reach, offsetting customer
churn, and increasing market share.

Furthermore, acquiring new customers is often a prerequisite for innovation
and expansion. The revenue generated by new clients can be reinvested into
product development, research, and improving customer service, creating a
virtuous cycle of growth. A robust acquisition strategy also provides
valuable market feedback, helping businesses understand what resonates with
their target audience and where improvements can be made. It’s a fundamental
indicator of a company's health and its potential for future success.

Fueling Revenue Growth

The most direct impact of customer acquisition is on revenue. Each new
customer represents a potential sale, and a successful acquisition strategy
translates directly into increased sales figures. When businesses effectively
attract and convert leads, they are essentially unlocking new income streams.
This growth isn't just about short-term gains; it’s about building a
foundation for sustained revenue generation. A company that consistently
acquires new customers is inherently positioned for expansion and increased
profitability over time.

Consider a retail business. If they can attract 100 new customers per week
who each spend $50, that’s an immediate $5,000 increase in weekly revenue.
Scaling this across a month or a year highlights the significant financial
impact of a well-executed acquisition plan. This consistent inflow of revenue
is vital for covering operational costs, investing in marketing, and
ultimately, increasing profit margins.

Increasing Market Share and Brand Awareness

Acquiring new customers is intrinsically linked to expanding your market
share. Every new person you bring into your customer base is someone who
previously might have been a customer of a competitor, or perhaps was not a
customer of any business in your sector. By successfully winning over these
individuals, you directly increase your company's slice of the market pie.
This also amplifies your brand awareness. As more people become familiar with
your product or service through acquisition efforts, your brand becomes more
recognizable and memorable.

Think about social media platforms. The more users they acquire, the more
valuable the platform becomes to everyone. Similarly, in any industry, a
larger customer base often translates to greater influence and a stronger
competitive advantage. This expanded reach can lead to network effects, where
the value of your product or service increases as more people use it, further



attracting even more customers.

Offsetting Customer Churn

Customer churn, the rate at which customers stop doing business with you, is
an unavoidable reality for most companies. No matter how great your product
or service, some customers will eventually leave for various reasons.
Customer acquisition plays a critical role in counteracting this natural
attrition. By continuously bringing in new customers, you can maintain or
even grow your overall customer base and revenue, even if some existing
customers depart. It's like tending to a garden; you need to plant new seeds
even as some older plants naturally fade.

A healthy acquisition rate ensures that your business isn't simply treading
water. It allows for growth and resilience. If your acquisition efforts are
lagging behind your churn rate, your business will shrink. Therefore, a
proactive and effective customer acquisition strategy is essential for long-
term survival and prosperity, providing a buffer against the inevitable loss
of some customers.

Key Customer Acquisition Metrics

To understand the effectiveness of your customer acquisition efforts, you
need to track specific metrics. These key performance indicators (KPIs)
provide insights into how efficiently and effectively you're bringing in new
customers. Without them, you're essentially flying blind, making it
impossible to identify what's working and what's not. Measuring these aspects
allows for data-driven decision-making, enabling you to allocate resources
wisely and optimize your strategies for better results.

These metrics help answer critical questions: Are we spending too much to get
a new customer? Which marketing channels are yielding the best results? How
long does it take to recoup the cost of acquiring a customer? By regularly
monitoring these numbers, businesses can fine-tune their approaches, improve
ROI, and ensure sustainable growth. Let’s explore some of the most vital
metrics.

Customer Acquisition Cost (CAC)

As previously mentioned, Customer Acquisition Cost (CAC) is a foundational
metric. It quantizes the financial investment required to onboard a new
customer. The formula is straightforward: Total Sales and Marketing Expenses
/ Number of New Customers Acquired. It's crucial to calculate this



consistently over defined periods (monthly, quarterly, annually) to spot
trends. A rising CAC can signal inefficiencies in your marketing campaigns or
sales processes, while a declining CAC indicates improving effectiveness.

It's also important to segment CAC by channel. For instance, the CAC for a
Facebook ad campaign might be vastly different from the CAC for a content
marketing initiative. This granular view allows you to identify high-
performing channels and reallocate budgets away from underperforming ones.
Understanding CAC is non-negotiable for profitability; if your CAC is
consistently higher than the average revenue generated by a customer, your
business model is unsustainable.

Customer Lifetime Value (CLV or LTV)

Customer Lifetime Value (CLV) is another critical metric that measures the
total revenue a business can expect from a single customer account throughout
their entire relationship. It's a predictive measure that helps businesses
understand the long-term worth of their customers. A common formula for CLV
is: Average Purchase Value x Average Purchase Frequency x Average Customer
Lifespan. A higher CLV indicates that your customers are valuable and loyal.

The relationship between CAC and CLV is arguably the most important indicator
of a healthy business. Ideally, your CLV should be significantly higher than
your CAC – a common benchmark is a CLV:CAC ratio of 3:1 or higher. This means
for every dollar you spend acquiring a customer, you can expect to earn at
least three dollars back over their lifetime. Focusing on increasing CLV
through excellent customer service, loyalty programs, and upselling/cross-
selling can make your acquisition efforts even more profitable.

Conversion Rate

The conversion rate measures the percentage of leads or prospects who
complete a desired action, such as making a purchase, signing up for a
newsletter, or downloading an ebook. For customer acquisition, the most
relevant conversion rate is often the lead-to-customer conversion rate. This
tells you how effectively your sales and marketing efforts are turning
interested individuals into paying customers. The formula is: (Number of
Conversions / Total Number of Visitors or Leads) x 100.

A low conversion rate might indicate issues with your website's user
experience, the clarity of your call-to-actions, the effectiveness of your
sales pitch, or that you're attracting the wrong kind of leads. Improving
conversion rates is a powerful way to maximize the return on your marketing
spend. Even a small improvement can lead to a significant increase in new
customers without increasing your marketing budget.



Lead Generation Rate

The lead generation rate is a metric that tracks how effectively your
marketing activities are generating potential customer leads. It's
essentially a measure of your funnel's top. You can track this by counting
the number of new leads acquired over a specific period and comparing it to
the total reach or audience size of your marketing efforts. For instance, if
a blog post attracts 1,000 visitors and generates 50 leads, the lead
generation rate for that post is 5%.

Understanding your lead generation rate helps you assess the effectiveness of
your content, SEO, social media, and advertising campaigns in capturing the
attention of your target audience. A strong lead generation rate is the first
step toward a healthy customer acquisition pipeline. Without a consistent
flow of qualified leads, your sales team won't have opportunities to convert
them into customers.

Understanding the Customer Acquisition Funnel

The customer acquisition funnel, often referred to as the marketing or sales
funnel, is a conceptual model that illustrates the journey a potential
customer takes from initial awareness of your brand to becoming a paying
customer. It's typically depicted as a wide-to-narrow funnel, representing
how the number of prospects decreases at each stage as they move closer to a
purchase. Understanding this funnel is crucial for identifying bottlenecks,
optimizing touchpoints, and ensuring a smooth transition for prospects.

Each stage of the funnel requires different strategies and messaging.
Acknowledging this progression allows businesses to tailor their efforts to
meet the needs and mindset of the prospect at that specific point. It’s a
roadmap that guides your marketing and sales teams in nurturing leads and
driving them towards conversion. Let's break down the typical stages.

Awareness Stage

The top of the funnel is the Awareness stage, where potential customers first
become aware of a problem or need they have, and then become aware of your
brand or solution. At this point, they are often just beginning their
research and are not yet ready to buy. Your goal here is to introduce your
brand and establish yourself as a credible source of information or a
potential solution provider. This can be achieved through content marketing
(blog posts, infographics, social media), SEO, paid advertising, and public
relations.



Think of it like this: someone realizes they're thirsty (problem) and then
sees an advertisement for a refreshing beverage (brand awareness). They
aren't necessarily looking to buy that specific drink yet, but they've
registered its existence as a potential solution for their thirst. Your
objective is to make sure your brand is on their radar when they start
considering options.

Consideration Stage

In the Consideration stage, prospects have identified their problem and are
actively researching potential solutions. They are now comparing different
brands and products to find the best fit for their needs. This is where you
need to showcase your unique value proposition and differentiate yourself
from competitors. Tactics like detailed product pages, case studies,
webinars, white papers, and free trials are highly effective here. You want
to educate them about why your offering is superior.

Continuing the beverage example, a prospect in the Consideration stage might
be searching for "best thirst-quenching drinks" or comparing different types
of juices and sodas. They are looking for specific benefits and features.
Your content should highlight your product's advantages, such as its natural
ingredients, unique flavor, or health benefits, to persuade them that your
brand is the ideal choice.

Decision Stage

The Decision stage is where a prospect has evaluated their options and is
ready to make a purchase. They are likely comparing final choices or looking
for the best deal. Your focus here is on making it easy and compelling for
them to choose you. This often involves special offers, discounts, clear
pricing, testimonials, and a seamless checkout process. A strong call to
action (CTA) is crucial at this point to guide them towards the final
conversion.

In our analogy, the prospect has narrowed it down to a few drinks and is now
looking at specific product details, price, and perhaps reviews. Your website
might offer a "buy now" button with a limited-time discount or highlight
customer testimonials about how much they love the drink. The goal is to
remove any final hesitations and seal the deal.

Post-Purchase Stage

While not always explicitly part of acquisition, the Post-Purchase stage is



vital for retention and future acquisition through advocacy. Once a customer
has bought from you, the experience they have can influence their future
purchases and whether they recommend you to others. Excellent customer
service, onboarding support, and follow-up communications are key here.
Satisfied customers can become your best advocates, leading to referrals and
positive word-of-mouth, which fuels further acquisition.

A customer who enjoys their drink might share it on social media, leave a
positive review, or tell a friend. This word-of-mouth marketing is incredibly
powerful and can bring in new customers with very little acquisition cost.
Nurturing existing customers therefore indirectly supports your acquisition
efforts.

Effective Customer Acquisition Strategies

To effectively acquire new customers, businesses need to employ a diverse
range of strategies tailored to their specific industry, target audience, and
budget. There's no one-size-fits-all approach; what works for a B2B software
company might be completely ineffective for a B2C e-commerce brand. The key
is to experiment, measure, and refine your approach based on the data you
collect.

Choosing the right strategies involves understanding where your ideal
customers spend their time, what influences their purchasing decisions, and
what channels are most cost-effective for reaching them. Here are some of the
most proven and widely used customer acquisition strategies:

Content Marketing and SEO

Content marketing involves creating and distributing valuable, relevant, and
consistent content to attract and retain a clearly defined audience – and,
ultimately, to drive profitable customer action. This can include blog posts,
articles, videos, podcasts, infographics, and ebooks. When this content is
optimized for search engines (SEO), it attracts organic traffic from
individuals actively searching for information related to your products or
services.

By providing useful information, you establish your brand as an authority and
build trust with potential customers. As they consume your content, they
become more familiar with your brand and are more likely to consider you when
they are ready to buy. This is a long-term strategy that builds a sustainable
flow of qualified leads.



Social Media Marketing

Social media platforms offer unparalleled opportunities to reach vast
audiences, engage with potential customers, and build brand communities.
Strategies here can include organic posting, paid social media advertising,
influencer marketing, and social listening. Each platform (Facebook,
Instagram, LinkedIn, Twitter, TikTok, etc.) has its unique audience
demographics and engagement styles, so it’s important to choose the platforms
where your target audience is most active.

Paid social media advertising, in particular, allows for highly targeted
campaigns based on demographics, interests, behaviors, and even past
interactions with your brand. This precision targeting can significantly
improve your ROI by ensuring your message reaches the most relevant
individuals, increasing the likelihood of conversion.

Paid Advertising (PPC)

Pay-Per-Click (PPC) advertising, most notably Google Ads and Bing Ads, allows
businesses to display ads in search engine results pages (SERPs) and across a
network of partner websites. You only pay when a user clicks on your ad,
making it a performance-based advertising model. This is highly effective for
capturing demand from users who are already actively searching for specific
keywords related to your offerings.

The power of PPC lies in its measurability and control. You can set daily
budgets, target specific keywords and demographics, and track clicks,
conversions, and cost per conversion in real-time. This allows for rapid
optimization and adaptation of campaigns to improve performance and lower
acquisition costs.

Email Marketing

Email marketing remains one of the most effective channels for nurturing
leads and converting them into customers. Once you’ve collected email
addresses (through opt-in forms on your website, lead magnets, etc.), you can
send targeted email campaigns to engage prospects, educate them about your
products, and drive them towards a purchase. This includes welcome sequences,
promotional emails, newsletters, and re-engagement campaigns.

The key to successful email marketing is personalization and segmentation. By
segmenting your email list based on subscriber behavior, interests, or
demographics, you can send more relevant messages that resonate with
individual recipients, thereby increasing conversion rates. It's also a cost-



effective way to maintain relationships with existing customers and encourage
repeat business.

Referral Programs

Referral programs incentivize existing customers to refer new customers to
your business. This strategy leverages the trust and credibility that current
customers have with their networks. When a satisfied customer recommends your
product or service, it carries significant weight and often leads to high-
quality leads and a lower CAC. Common incentives include discounts, credits,
or free products for both the referrer and the referred.

A well-designed referral program can create a powerful network effect,
turning your happiest customers into a dedicated sales force. It’s a
testament to the quality of your product and customer experience, as people
are more likely to recommend something they genuinely believe in.

Affiliate Marketing

Affiliate marketing involves partnering with individuals or companies
(affiliates) who promote your products or services in exchange for a
commission on sales generated through their unique referral links. This
performance-based model means you only pay for actual conversions, making it
a cost-effective way to expand your reach. Affiliates leverage their existing
audience and marketing expertise to drive traffic and sales to your business.

This strategy is particularly popular in e-commerce and digital product
industries. It allows businesses to tap into new audiences without having to
invest heavily in upfront marketing efforts. Finding the right affiliates who
align with your brand values is crucial for success.

Optimizing Your Customer Acquisition Efforts

Once you've implemented various customer acquisition strategies, the work
isn't done. In fact, it's just beginning. Continuous optimization is key to
maximizing your ROI, reducing costs, and ensuring your acquisition engine
runs as efficiently as possible. This involves analyzing data, A/B testing,
and refining your processes based on performance insights.

Think of it like tuning a finely-tuned instrument. Even small adjustments can
significantly impact the overall sound. Similarly, optimizing your
acquisition efforts can lead to dramatic improvements in how many customers
you acquire and how much it costs you to do so. Here’s how you can approach



this continuous improvement cycle.

A/B Testing

A/B testing, also known as split testing, is a method of comparing two
versions of something against each other to determine which one performs
better. In customer acquisition, this can involve testing different
headlines, calls to action, landing page designs, email subject lines, ad
creatives, or even pricing structures. By showing two variations (A and B) to
different segments of your audience, you can scientifically determine which
version leads to higher conversion rates or lower acquisition costs.

This data-driven approach removes guesswork and ensures that your decisions
are based on real user behavior. Small, incremental improvements through A/B
testing can compound over time, leading to significant gains in acquisition
efficiency.

Personalization and Segmentation

In today's crowded marketplace, generic messaging often falls flat.
Personalization involves tailoring your marketing messages, offers, and
website experiences to individual customers or specific customer segments.
This is achieved by leveraging data about your audience, such as their
demographics, past behavior, interests, and stage in the buying journey.

Segmentation allows you to group your audience into smaller, more manageable
categories based on shared characteristics. This enables you to create highly
relevant campaigns for each segment, increasing engagement and conversion
rates. For example, you might have a segment for first-time visitors, another
for loyal customers, and yet another for those who abandoned their shopping
carts. Tailoring your outreach to each group significantly boosts
effectiveness.

Improving Landing Page Experience

Your landing page is often the first dedicated experience a potential
customer has with your brand after clicking on an ad or link. If it’s
confusing, slow to load, or doesn’t clearly communicate your value
proposition, you’ll lose valuable leads. Optimizing your landing pages
involves ensuring they are mobile-responsive, have clear and compelling
headlines, concise copy, strong calls to action, and minimal distractions.

The goal is to make it as easy as possible for visitors to understand what



you offer and take the desired action. This might involve simplifying forms,
using high-quality images or videos, and ensuring the content on the landing
page aligns perfectly with the ad or link that brought the visitor there.

Analyzing and Optimizing Channel Performance

Regularly analyzing the performance of each customer acquisition channel is
crucial. Track your CAC, conversion rates, and lead quality for each channel
(e.g., organic search, paid social, email, referrals). Identify which
channels are delivering the best results and which are underperforming.

Once you have this data, you can make informed decisions about where to
allocate your budget and resources. Shift investment towards high-performing
channels and work on improving or phasing out underperforming ones. This
continuous optimization ensures your acquisition spend is as effective as
possible.

The Role of Customer Retention in Acquisition

While this article focuses on customer acquisition, it's impossible to
discuss it comprehensively without mentioning the critical role of customer
retention. These two concepts are intrinsically linked and work in tandem to
drive business growth. Acquiring a new customer is often more expensive than
retaining an existing one. Therefore, focusing on keeping current customers
happy directly impacts your bottom line and can even indirectly fuel new
customer acquisition.

Happy, loyal customers are more likely to make repeat purchases, spend more
over time, and become brand advocates. Their positive experiences and
recommendations can lead to organic growth and a lower overall acquisition
cost. Let's look at how retention supports acquisition.

Customer Advocacy and Referrals

As mentioned earlier, satisfied customers are your most powerful marketing
asset. When customers have a consistently positive experience with your
brand, they become natural advocates. They are more likely to recommend your
products or services to friends, family, and colleagues. These referrals are
often highly qualified leads because they come with a built-in recommendation
and trust factor.

A robust customer retention strategy, which includes excellent customer
service, loyalty programs, and personalized experiences, directly fosters



this advocacy. By nurturing your existing customer base, you create a
powerful word-of-mouth marketing engine that drives new customer acquisition
at a significantly lower cost than traditional marketing methods.

Increased Lifetime Value (CLV)

Customer retention directly impacts Customer Lifetime Value (CLV). The longer
a customer stays with your business and continues to make purchases, the
higher their CLV becomes. This means that the initial investment made in
acquiring that customer yields greater returns over time. A higher CLV makes
your customer acquisition efforts more profitable.

When your CLV is high, you can afford to spend more on acquiring new
customers, knowing that each new acquisition will eventually become highly
valuable. This creates a sustainable growth model where acquisition and
retention efforts reinforce each other, leading to increased profitability
and market dominance.

Building Brand Loyalty

Strong customer retention is built on brand loyalty. When customers are
loyal, they are less susceptible to competitor offers and are more likely to
stick with your brand through thick and thin. This loyalty is earned through
consistent delivery of value, positive experiences, and a brand that
resonates with their needs and values.

A loyal customer base provides a stable foundation for your business,
reducing reliance on constantly chasing new leads. Furthermore, a brand known
for its loyalty and strong customer relationships attracts new customers who
are seeking a reliable and trustworthy partner. This brand equity, built
through retention, indirectly aids in acquisition.

Q: What is the difference between customer
acquisition and customer retention?
A: Customer acquisition is the process of attracting and converting new
customers into paying clients. Customer retention, on the other hand, focuses
on keeping existing customers engaged and loyal to your brand over time,
encouraging repeat purchases and long-term relationships. While acquisition
brings new revenue, retention maximizes the value derived from each customer
and fosters loyalty.



Q: Why is it important to calculate Customer
Acquisition Cost (CAC)?
A: Calculating CAC is crucial because it reveals the average cost to acquire
a new customer. Understanding this metric helps businesses determine the
profitability of their sales and marketing efforts. If CAC is higher than the
revenue a customer generates, the business is losing money. It also aids in
evaluating the efficiency of different acquisition channels and optimizing
budget allocation.

Q: What is the role of the Customer Lifetime Value
(CLV) in customer acquisition?
A: Customer Lifetime Value (CLV) is essential because it represents the total
revenue a business can expect from a single customer over their entire
relationship. The ideal scenario is for CLV to be significantly higher than
CAC. A high CLV indicates that acquired customers are profitable and
valuable, justifying the acquisition investment and informing strategies for
long-term growth and customer engagement.

Q: How does content marketing contribute to customer
acquisition?
A: Content marketing contributes to customer acquisition by attracting and
engaging a target audience through valuable, relevant, and consistent
content. When optimized with SEO, it draws in individuals actively searching
for solutions, establishing your brand as an authority and building trust.
This process nurtures leads from awareness to consideration, making them more
likely to convert into paying customers.

Q: What are some common strategies for effective
customer acquisition?
A: Effective customer acquisition strategies include content marketing and
SEO, social media marketing, paid advertising (PPC), email marketing,
referral programs, and affiliate marketing. Each strategy targets different
aspects of the customer journey and leverages various channels to reach and
convert potential customers, with the best approach often involving a
combination of these tactics.

Q: Why is A/B testing important for optimizing
customer acquisition?
A: A/B testing is vital for optimizing customer acquisition because it allows
businesses to scientifically determine which variations of marketing elements



(like headlines, calls-to-action, or ad creatives) perform best. By comparing
different versions, businesses can make data-driven decisions to improve
conversion rates, reduce acquisition costs, and maximize the effectiveness of
their campaigns.

Q: How does customer retention indirectly support
customer acquisition?
A: Customer retention indirectly supports customer acquisition by fostering
customer advocacy and referrals. Happy, loyal customers are more likely to
recommend your brand to others, bringing in new, high-quality leads with a
lower acquisition cost. Furthermore, strong retention increases Customer
Lifetime Value (CLV), making the overall acquisition investment more
profitable.
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