Marketing Campaign Performance

Executive Performance Dashboard

The overall health of the marketing funnel demonstrates excellent performance. Key

performance indicators show effective lead generation, strong conversion outcomes, and
controlled spending.

Overall Marketing Metrics

Metric Value

Total Leads Generated||540,832

Total Conversions 92,322

Conversion Rate 17.07%

Total Planned Budget ||$762,173,166

Total Executed Budget||$401,300,015

Budget Utilization 52.65%

Performance Insights

The marketing funnel achieved a conversion rate of 17.07%, indicating highly effective
targeting and engagement strategies.

A total of 540,832 leads generated 92,322 successful conversions, demonstrating strong
lead quality.

Only 52.65% of the planned budget has been executed, suggesting significant unused
financial capacity.

The gap between planned and executed spending highlights an opportunity to scale
high-performing campaigns while maintaining efficiency.

Key Insights

1.

Strong Funnel Efficiency:High conversion performance suggests that campaign
messaging and audience targeting are well aligned.

Budget Optimization Opportunity:Underutilized budget creates room for expansion
without requiring additional financial allocation.

Scalability Potential:Successful campaigns can be expanded to maximize conversions
and overall marketing ROI



Marketing Campaigns with the Highest Budget Execution Rate

This section analyzes the marketing campaigns with the highest Budget Execution Rate,
defined as the ratio between the executed budget and the planned budget. This metric evaluates
how efficiently campaigns utilized their allocated financial resources and highlights
operational effectiveness in budget management.

The analysis identifies the Top 10 campaigns demonstrating the most effective budget
execution performance.
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Key Insights

1. Top Performer:The campaign “Mobile Marketing for Professionals — mesh mission-critical
niches” achieved a perfect 100% execution rate, meaning the entire allocated budget was
utilized exactly as planned. This indicates precise financial planning and execution.



2. Strong Performance in Digital Marketing Channels:Digital-focused strategies dominate the
rankings:

o Content Marketing
e Influencer Marketing
e PPC (Pay-Per-Click) campaigns

Campaigns targeting Gen Z and Gen X audiences consistently achieved execution rates above
95%, suggesting predictable spending models and efficient campaign management within these
segments.

3. Efficiency at Scale:Large-scale campaigns also demonstrated exceptional financial
discipline. For example:

o Influencer Marketing for Gen X managed a budget exceeding $65 million while
maintaining a 98.36% execution rate.

This reflects strong operational controls even in high-investment campaigns.

4. Cross-Segment Effectiveness:High execution performance appears across multiple audience
groups — Professional, Urban, Rural, Suburban, and generational segments — indicating
organization-wide consistency in budget utilization practices.

Campaign Budget Execution Performance Comparison (Top vs Bottom
Campaigns)
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Budget Performance Insights:
Key Findings

o Peak Efficiency Targets: The "Mobile Marketing for Professionals" campaign set the
benchmark with a perfect 100.0% execution rate. Similarly, Gen Z Content
Marketing and Gen X Influencer partnerships are consistently exceeding 98%
utilization, showing high operational readiness.



Scale of Underperformance: Ten major campaigns are utilizing less than 12% of their
planned capital. Notably, the "Email Marketing for Baby Boomers" campaign has
deployed only $17.6M of its massive $406.1M planned budget—a critical execution

gap.
Demographic Bifurcation: Younger demographic segments (Gen Z, Gen X) show high

responsiveness and budget flow, while senior-focused segments (Baby Boomers)
represent the majority of underspent funds.

Budget Inefficiencies

Capital Stagnation: A total of $1.11 Billion in planned capital remains unspent. This
indicates that our financial planning is decoupled from our actual operational capacity
in specific subchannels.

Execution Friction: Low execution rates in Influencer Marketing for Baby Boomers
(3.4%) suggest potential issues with vendor onboarding, target reach, or platform
suitability for that demographic.

Strategic Risks

Revenue Loss from Underspending: Large-scale underspending in high-potential
segments results in missed market share. If the Baby Boomer segments are viable, the
inability to spend budget effectively is a significant opportunity cost.

Misaligned Forecasting: The high volume of "Underperforming" campaigns suggests
our top-down budget allocation model is not currently reflecting real-world acquisition
costs or channel limits.

Optimization Opportunities

Reallocation Logic: We have successfully demonstrated the ability to scale Gen Z and
Rural Content Marketing. There is a prime opportunity to pivot unspent "Baby Boomer"
funds toward these high-execution channels.

Scaling High-Execution Tactics: Campaigns currently in the High Execution category
should be evaluated for "Diminishing Returns" thresholds to see if additional capital
can be absorbed.

Business Recommendations

1.

Immediate Reallocation: Reallocate $50M - $100M from underperforming Baby
Boomer subchannels to the Gen Z and Gen X digital engines which have proven
execution capacity.

Operational Audit: Conduct a deep-dive review into the Baby Boomer subchannel
pipeline to identify if the bottleneck is technical (e.g., email delivery), creative, or
audience-size related.



3. Agile Budgeting: Shift to a quarterly "Release-and-Reallocate" model where unspent
funds from Underperforming campaigns are automatically moved to High-Execution
"Winning" campaigns at the 45-day mark.
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Key Insights

Peak Operational Efficiency: The campaign “Mobile Marketing for Professionals — mesh
mission-critical niches” achieved a perfect 100% budget execution rate, indicating that all
planned funds were utilized exactly as allocated. This reflects exceptional planning accuracy,
strong coordination, and highly effective campaign execution.

High Performance in Digital Channels: Campaigns leveraging Content Marketing, Influencer
Marketing, and Pay-Per-Click (PPC) strategies consistently appear among the top performers.
These campaigns, particularly those targeting Gen Z and Gen X audiences,

Marketing

This analysis compares the performance of Online and Traditional marketing channels based
on two key metrics:

o Total customer spending generated
o Total number of orders placed

The results indicate that the Traditional marketing channel currently outperforms the Online
channel in both revenue generation and order volume.

Channel Performance Overview

Channel |Total Amount Spent ($)|Total Orders

Traditional|3,221,178,187 322,117,819

Online 2,629,020,900 262,902,090

Performance Interpretation

o Traditional Dominance: Traditional marketing remains the shop's most potent volume
driver, generating $3.22B in revenue—approximately 22.5% more than the Online
channel.

o Scale Correlation: The higher revenue in Traditional media is directly driven by a
higher acquisition volume (322.1M orders), rather than a difference in customer
spending habits.

Efficiency Comparison

o Parity ROI: Both channels exhibit exceptional efficiency with a near-identical 6x ROI
multiplier (Traditional: 5.98x vs. Online: 5.97x).



Stable Margins: Despite the significantly higher scale of Traditional media, there are
currently no signs of diminishing returns, as its efficiency remains matched with the
lower-volume digital channel.

Revenue vs. Efficiency Trade-off

Unit Economics: The Average Order Value (AOV) is constant at exactly $10.00 across
all marketing touchpoints. This suggests that marketing channel selection
influences who enters the funnel (acquisition) but does not impact basket
size (transactional behavior).

Strategic Implications & Recommendations

Balanced Portfolio: The business is highly optimized across both segments. The parity
in ROI suggests that the current budget mix is effectively saturating available market
demand.

Budget Allocation: Since efficiencies are equal, incremental budget should be allocated
based on incremental reach opportunities. If the Online channel has untapped audience
segments, capital can be shifted there without sacrificing current margin performance.

Expansion Recommendation: Given that Traditional media is scaling without a drop in
efficiency, it should continue to receive the majority of the growth budget until a
decrease in ROI is observed.

169 Channel Performance Comparison

Il total_amount_spent
3.0 1 ™ total_orders

2.54

2.0+

1.5

Total Value

1.0

0.5 1

0.0 -

Online Traditional
Marketing Channel



Performance Analysis

The Traditional channel — which includes marketing methods such as Radio, Billboards, and
Print advertising — generated approximately $3.22 billion in customer spending from over 322
million orders.

In comparison, the Online channel — including SEO, PPC, and Social Media marketing —
generated around $2.63 billion in spending and 263 million orders.

Although Online marketing performs strongly, Traditional channels remain the leading
contributor to overall sales performance.

Key Insights

e Volume Leadership: The Traditional channel outperforms the Online channel by
approximately 22.5% in both total spending ($3.22B vs. $2.63B) and total orders
(322M vs. 263M).

o Identical Consumer Behavior: Interestingly, the Average Order Value (AOV)is
exactly $10.00 for both channels. This indicates that while the methods of acquisition
differ, the spending behavior of customers once they engage with the shop is highly
consistent across both digital and traditional platforms.

e Scale of Impact: Both channels represent massive operational scales, each handling
hundreds of millions of orders, highlighting the shop's broad market penetration.

Top 5 High-Value Marketing Campaigns

Total ROI
Rank||Campaign Name R(:evinue Total Cost|[Total Profit %)
1 Mobile Marketing for Urban 567,818,395 |[16,194,509|1551,623,887||3,406
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4 Brand Awareness for Urban 468,591,884 142,250,913|1426,340,971|[1,009
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Top 5 Campaigns by Revenue and Absolute Profit
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Mobile Marketing for Urban and Influencer Marketing for Baby Boomers generate the highest
revenue with minimal costs, making them the most profitable and efficient campaigns, while
Brand Awareness for Gen Z shows strong revenue but lower efficiency, highlighting an
opportunity to optimize costs for higher margins.

Total Absolute Profit for Top 5: ~$2.5 Billion

Key Insights

1. Revenue Powerhouse:

o

Mobile Marketing for Urban leads in revenue (~$568M) with 3,406% ROI,
showing it drives massive volume while staying extremely profitable.

2. Efficiency “Sleeper” Giant:

e}

Influencer Marketing for Baby Boomers ranks 3rd in revenue ($478M) but has
the highest ROI at 6,810%, costing only $6.9M to generate hundreds of
millions.

Profit Concentration: These 5 campaigns alone generate the majority of absolute
profit (~$2.5B). Urban and Gen Z segments are consistently high-performing,
indicating reliable target demographics.

Cost Optimization Opportunity:Brand Awareness for Gen Z generates $556M
with a moderate ROI of 542%. There is potential to improve cost efficiency and
push its ROI closer to the top performers like Mobile Marketing or Influencer
campaigns.

Scalable Winners:All five campaigns combine high revenue with strong ROI,
demonstrating that scaling similar campaigns in these segments could yield
enormous incremental profit.



Traditional Subchannel Profitability Insights

Profitability of Traditional Marketing Subchannels Chart  Table
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Key Findings
1. Top Profit Contributors (By Total Profit)

The following subchannels generate the highest absolute profit and are the primary revenue

drivers:

Subchannel Total Profit|Key Insight
Social Media $1.35B Dominates profitability with strong scale and efficiency
Video $774M High-performing large-budget channel

Retail Marketplaces||$194M High revenue but moderate efficiency

SEO $87M Stable contributor with balanced ROI

These channels drive the majority of total marketing returns due to large investment scale.

2. Highest ROI (Efficiency Leaders)

Some subchannels generate exceptional returns despite minimal costs:

Subchannel ROI Multiplier|Insight

Print 8,826 Extremely efficient low-cost channel

Billboards 4,572x% High return from small investment

Direct Selling  ||5,187x% Highly cost-efficient




Subchannel ROI Multiplier|Insight

Direct Mail 2,896x% Strong performance with minimal spend

Email Marketing||560x Very high efficiency

These channels are efficiency stars, delivering large returns relative to spending.
3. Strong Balanced Performers
These channels combine good profitability with healthy ROI:
e Mobile — SMS (ROI: 7.0x)
e Account Based Marketing (ROI: 4.2x)
e Outbound Telemarketing (ROI: 7.1x%)
e Podcasts (ROI: 58.2x)
Reliable mid-tier channels supporting diversified marketing performance.
4. Moderate Performers (Optimization Opportunity)
Subchannels with significant spending but lower ROI:
e Retail Marketplaces — ROI: 2.3%
e SEO —ROI: 2.6%
e Influencer Marketing — ROI: 3.4x
e Signs — ROI: 1.6x
Improving cost efficiency in these areas could substantially increase total profitability.
5. Optimization Opportunities (Lower ROI)

Channels with relatively lower efficiency:

Subchannel ROI
Signs 1.6%
Retail Marketplaces 2.3x
SEO 2.6x
Influencer Marketing 3.4x

These consume higher budgets but deliver comparatively smaller returns — ideal targets for
cost optimization.

Social Media leads absolute profit at $1.35B, followed by Video at $774M.



Print marketing has a staggering ROI multiplier of 8,826x, making it the most efficient tactic
per dollar spent.

Retail Marketplaces drive high volume but have the lowest relative ROI (2.35x).

Performance Interpretation: Social and Video are effectively "buying" the market, whereas
Print and Direct Selling are capturing extremely high intent with minimal overhead.

Risks/Inefficiencies: Signs and Influencer Marketing show the lowest ROI multipliers within
this group, suggesting these subchannels are potentially over-saturated or mispriced.

Optimization Opportunities: There is a "sweet spot" in Podcasts (ROI 58x) and Mobile-SMS
(ROI 7x) that could benefit from aggressive budget reallocation from lower-margin Retail
Marketplace activity.

Business Recommendation: Aggressively scale Print and Billboard investments. Even
doubling these budgets would likely maintain a massive ROI while capturing incremental
revenue. Conversely, move the Retail Marketplaces budget toward a performance-based cost
model to improve its margin contribution.

ROI Performance Analysis Across Marketing Channels and Subchannels

Channel Name|Subchannel Name Total Cost|Total Revenue|ROI Multiplier

Other Billboards 1,572 31,879,182 20,280
Traditional Print 1,225 10,813,756 8,827
Traditional Direct Selling 2,955 15,330,142 5,187
Traditional Billboards 2,330 10,653,482 4,572
Traditional Direct Mail 6,619 19,171,250 2,896
Other Signs 39,154 40,004,076 1,022
Online Radio 53,515 39,134,072 731
Traditional Email Marketing 60,115 33,667,545 560

Traditional Value Added Revenue ||81,759 34,573,934 423

Other Value Added Revenue |42,799 6,824,792 159

Other Mobile - SMS 112,188 10,114,923 90

Online Social Media 1,671,224 (143,658,455 (|86




Channel Name|Subchannel Name Total Cost|Total Revenue| ROI Multiplier
Online Mobile - SMS 678,779  ||56,198,952 83
Other Event Marketing 149,197 (10,489,660 70
Online Inbound Telemarketing||122,773  ||8,122,035 66
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Insights

The Multiplier Gap: There is a staggering difference in efficiency across
subchannels. Billboards (Other) and Print (Traditional) are outliers, with ROI
multipliers of 20,280x and 8,826x respectively. This suggests that even small, targeted
investments in these physical/traditional spaces yield disproportionately high revenue.

Online Performance Stability: Digital subchannels like Radio (Online) and Social
Media (Online) maintain healthy and consistent ROI multipliers (ranging from 85x to
731x). These channels are reliable for scaling as they can successfully deploy larger
budgets while maintaining efficiency.

Strategic Opportunity: The "Other" channel category is currently the most efficient
overall (1,262% ROI). Many subchannels in this group, such as Signs and Mobile -
SMS, are operating on relatively small budgets. Scaling these "Other" tactics could
significantly boost the shop's total profitability.

High-Cost vs. High-ROI: Subchannels like Direct Selling and Direct Mail show
extremely high ROI multipliers but relatively lower total revenue. These appear to be
highly effective "sniper" tactics that should be utilized for specific, high-intent customer
segments.



Marketing ROI & Profit Performance Analysis

The analysis reveals that the “Other” marketing channel delivers the highest efficiency,
achieving the strongest ROI percentage, while Traditional marketing remains the largest
contributor to total profit. Overall, the marketing portfolio demonstrates exceptional
performance, with even the lowest-performing channels generating nearly a 6x return on

marketing spend, indicating a highly efficient and low-risk investment environment.

1. Marketing Performance Overview

The table below summarizes financial efficiency and absolute business impact by marketing

channel.

Marketing ROI by Channel

Channel Name|Total Revenue|[Total Marketing Cost||Absolute Profit| ROI (%)
Other 2,214,339,564 (162,577,282 2,051,762,282 1,262
Traditional 3,221,178,187 (461,377,184 2,759,801,004 (598
Online 2,629,020,900 (377,309,358 2,251,711,542 |597

2. ROI and Profit Visualizations

The following visualizations compare marketing efficiency (ROI %) with total financial
contribution (Absolute Profit) across channels.

Marketing Channel ROI Efficiency Ranking
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Profit Contribution by Marketing Channel

Absolute Profit Contribution by Marketing Channel
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Channel Total Revenue |Total Marketing Cost | Absolute Profit ||ROI
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Other 2,214,339,564 162,577,282 2,051,762,282 1,262
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Insights
Highest ROI Drivers

e The "Other" Channel Standout: The Other channel is the efficiency leader with
a 1,262% ROI. This indicates that non-standard tactical activities (e.g., Podcasts, Signs,
Events) are yielding exceptionally high returns relative to their execution costs.

o High Efficiency Tactics: Smaller, targeted digital campaigns are proving to be "tactical

snipers," maintaining high profitability even with lower overall spend.

Profit Concentration & Scaling

e Traditional Volume: The Traditional channel is the shop's primary profit engine,
contributing $2.76 Billion in absolute profit. Its stability at this scale suggests it is the
primary driver of market share.

e Online Opportunity: The Online channel matches the ROI profile of Traditional
(approx. 597%) but at a lower total spend. Scaling Online investment to match
Traditional levels represents a significant growth opportunity.




Strategic Investment Guidance

e Scale "Other" Channels: Given the 1,262% ROI, there is a clear "Goldilocks" zone. We
recommend increasing the budget for these subchannels by 20-30% to test the upper
limits of their scalability.

o Capital Reallocation: With an overall budget execution rate of only 47.4%, the primary
risk is opportunity cost. Funds from underperforming, high-budget segments (like the
Baby Boomer legacy campaigns) should be pivoted toward these high-ROI digital and

tactical channels.

ROI Decay Analysis & Acceptable Threshold for Budget Execution

Objective: Determine the acceptable threshold for ROI decay as Chocky Chocolate Shop

scales campaigns toward 100% budget execution.

execution_bucket zf—éﬁ; avg_roi_pct
1 1. High (20-100%) 39,118
2 2. Elevated (70-20%) 54,251
3 3. Moderate (50-70%) 50,755
4 4. Low (25-50%) 48,200
5 5. Critical («25%) 232,516
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Insights: Defining the ROI Decay Threshold

1. Absence of Natural Decay

As campaigns move from Moderate (50-70%) to High (90-100%) execution, the Average ROI
only shifts slightly from 50,755% to 39,117%. This indicates that our core marketing tactics
are highly scalable and have not yet reached the point where incremental dollars fail to find

high-value customers.
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2. The "Sniper" Effect

The Critical (<25% execution) bucket shows an ROI of over 900,000%. This is driven by high-
efficiency tactical "snipers" (like Print and Billboard campaigns) that operate on very low costs.
While these are efficient, they lack the volume to drive total business growth.

3. Performance Interpretation

The shop has nearly $1.1 Billion in unspent budget. The current data suggests that even if we
reached 100% execution across all campaigns and experienced a further 50% decay in ROI,
the resulting returns would still be exponentially higher than typical industry benchmarks
(often 300-500%).

Strategic Recommendations

The Hurdle Rate: We recommend a minimum acceptable ROI threshold of 1,000% for new
scaling initiatives. Given that our current "worst" performers are at ~39,000%, this provides an
enormous buffer for expansion.

Prioritize Volume over Efficiency: With a 705% overall portfolio return, the priority should
shift from "finding high ROI" to "deploying capital." We should accept a decay in ROI in
exchange for capturing the $7.7 Billion in projected revenue trapped in unspent budgets.

100% Execution Mandate: The risk of overspending is virtually non-existent at current
efficiency levels. Marketing leaders should be incentivized to reach 100% execution on any
campaign currently yielding above 5,000% ROL.

CONCLUSION

1. Overall Marketing Health & Financial Summary

The organization maintains a robust financial profile with high-margin returns. However, there
is a significant decoupling between strategic intent (planned budget) and operational execution.

Key Findings:

Total Revenue: $8.06 Billion generated from a customer base of 12,000.

Net Profit: $7.06 Billion after accounting for marketing execution costs.

Portfolio ROI: 705% aggregate return, indicating extremely healthy unit economics.
Market Scale: Over 800 Million orders processed, showing deep market penetration.

Performance Interpretation: The business is currently a "cash cow," with marketing activities
returning $7 for every $1 spent. This suggests that the shop has achieved strong product-market
fit and highly effective core messaging.

Risks & Inefficiencies: The primary risk is capital stagnation. With an overall ROI this high,
the failure to execute the full budget represents billions in missed incremental revenue.



Optimization Ideas: Standardize the $10.00 Average Order Value (AOV) across all channels
and shift focus toward increasing order frequency per customer.

Business Recommendation: Maintain current high-margin operations while aggressively
addressing the operational bottlenecks preventing full budget deployment.

2. Revenue Drivers & Channel Comparison

Revenue is distributed across three main pillars, with Traditional media serving as the volume
anchor and Other channels serving as efficiency leaders.

Key Findings:
Traditional Channel; Leads volume with $3.22B in revenue and 322M orders.
Online Channel: Contributes $2.63B in revenue with a consistent 597% ROI.

Unit Economic Parity: All channels exhibit an identical $10.00 AOV, highlighting a uniform
purchasing ceiling across the customer base.

Performance Interpretation: Traditional media is the most reliable tool for mass acquisition.
The parity in AOV across Online and Traditional channels confirms that the channel choice
does not change customer value, only the cost and speed of acquisition.

Risks & Inefficiencies: Heavy reliance on Traditional channels for volume may lead to
vulnerability if physical media costs rise or reach declines in key urban markets.

Optimization Ideas: Use the "Online" channel to test bundle pricing (e.g., $15-$20 packs) to
see if the $10 AOV ceiling can be broken in digital segments.

Business Recommendation: Continue to use Traditional as the primary revenue engine while
scaling Online spend to match its volume, leveraging the identical ROI profiles.

3. Budget Utilization & Execution Efficiency

Operational execution is currently the most significant hurdle to growth. The organization is
failing to deploy more than half of its planned capital.

Key Findings:
Aggregate Execution Rate: 47.4%. Over $1.11 Billion in planned budget remains unspent.

High Performance Segments: Campaigns targeting "Professionals" and "Gen Z" are at 100%
and 98% execution, respectively.

The "Boomer" Gap: Major legacy campaigns (Email and Influencer) for the Baby Boomer
segment are executing at under 5%, stalling hundreds of millions in capital.

Performance Interpretation: Our marketing teams are highly efficient at reaching younger,
digital-native audiences but lack the operational pipeline to reach senior demographics at scale.



Risks & Inefficiencies: High "Opportunity Cost." The unspent $1.1B could potentially generate
an additional $7.7B in revenue if deployed at the current portfolio ROL.

Optimization Ideas: Implement a "Use-it-or-Lose-it" quarterly budget reallocation. Funds not
spent in the Boomer segment by Day 45 should pivot to the "Professionals" or "Gen Z" engines.

Business Recommendation: Conduct an immediate Operational Audit of the Baby Boomer
marketing pipeline to identify if the bottleneck is vendor-related, technical (email
deliverability), or audience-size related.

4. Profitability & ROI Hotspots

Specific tactical niches are providing "alpha" returns that significantly outperform the broad
channel averages.

Key Findings:

Standout Channel: The "Other" marketing category delivers a superior 1,262% ROI, more than

double the Traditional/Online average.

High-ROI Tactics: Billboards (Other) and Print (Traditional) are outliers with ROI multipliers
exceeding 8,000x.

Profit Centers: Social Media and Video subchannels provide the highest absolute profit ($2.1B
combined).

Performance Interpretation: While large-scale digital (Social/Video) buys market share,
traditional "out-of-home" and print media are acting as high-intent conversion snipers.

Risks & Inefficiencies: Some subchannels like Signs and Influencer Marketing show relatively
low ROI (under 4x), suggesting they may be reaching a point of diminishing returns.

Optimization Ideas: Transition budget from the low-ROI "Signs" and "Influencer" subchannels
into the highly efficient "Podcasts" and "Mobile-SMS" tactical areas.

Business Recommendation: Aggressively scale Print and Billboard investments. These
subchannels are currently under-funded given their massive efficiency multipliers. Double the
allocation for these areas in the next planning cycle.

5. Strategic Recommendations & Path Forward

Reallocate Capital: Pivot $200M of the unspent budget from underperforming Baby Boomer
segments into the Gen Z and Professionals engines, which have proven 100% execution
capability.

Scale "High-Alpha" Tactics: Increase spending in Print, Billboards, and Podcasts by 50% to
test the ceiling of these high-ROI niches.

AOV Diversification: Launch an online-exclusive premium product line to break the $10.00
AOQV ceiling and improve the revenue-per-customer metric.



Operational Agile Transformation: Move to a 60-day budget refresh cycle to prevent capital
from sitting stagnant in low-execution channels.

Impact on Customer Lifetime Value (CLTV) as Campaigns Approach
100% Execution

CLTV Vs Execution Rate Analysis

execution_bucket avg_cltv_per_bucket campaign_count
1 1. High (90-100%) 4470 15
2 2. Elevated (70-90%) 50.71 19
3 3. Moderate (50-70%) 44.09 18
4 4. Low (25-50%) 51.97 27
5 5. Critical (<25%) 50.72 19
Average Customer Lifetime Value (CLTV) by Budget Execution Level Chart Table
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Stable Customer Value: The average CLTV stays nearly the same no matter how much we
spend, ranging from 44.1 to 52.0. This means that even if we spend more, we’re still attracting
high-quality customers.

High-Volume, High-Value: Campaigns running at 90—100% of their budget still bring in strong
CLTV (44.7), slightly higher than moderate spend campaigns. This shows our big channels,
like Professionals and Gen Z, are getting valuable long-term customers.

No Quality Drop: Often, spending more can lower customer quality, but for Chocky Chocolate
Shop, even the small campaigns bring in just as valuable customers as the big ones. This
suggests our $1.1 Billion unspent budget can be deployed without losing customer quality.

Safe to Scale: Since CLTV doesn’t drop when we spend more, we have the green light to use
100% of our budget confidently, knowing we won’t dilute the value of our customer base.



Subchannel CLTYV Insights: Which Channels Bring the Most Valuable
Customers

Top Marketing Subchannels by Average Customer Lifetime Value (CLTV)

Rank|Subchannel Name |Channel Type|Avg CLTV|Total Customers|Total Revenue
1 Podcasts Online 99.5 256 36,628,962

2 Radio Online 99.5 247 39,134,072

3 Signs Other 99.4 265 40,004,076

4 Billboards Other 99.4 239 31,879,182

5 Influencer Marketing ||Online 99.3 247 34,725,192

6 Value Added Revenue|[Traditional 99.1 237 34,573,934

7 Email Marketing Traditional 98.9 244 33,667,545

8 Social Media Traditional 87.5 909 1,462,297,938
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Insights

e Audio Channel Leadership: Podcasts and Radio (Online) are the top acquisition paths
for high-value customers, with average CLTV scores of 99.54 and 99.53 respectively.
This suggests that audio-based engagement is a powerful driver of brand loyalty for the
shop.

e High-Quality Tactical Media: Out-of-home tactics like Signs and Billboards also yield
near-perfect CLTV scores (~99). Although these channels may reach fewer customers



than digital ads, the individuals they do attract are among the most valuable to the
business.

e Mass Reach vs. Customer Quality: There is a clear strategic split. Social
Media (Traditional) drives large volume (909 customers) but with a lower average
CLTV (87.47) compared to the "loyalist" channels like Podcasts.

o Stability across Channels: The shop manages to maintain extremely high customer
quality across several different marketing pillars (Online, Traditional, and Other),
indicating a consistent product appeal that transcends the initial acquisition method.

Social Media Campaign Cost Per Acquisition (CPA)

Campaign Name Total Spend|/Acquisitions||CPA ($)
Mobile Marketing for Families 46,943 43,872 1.07
Content Marketing for Gen Z 1,671,224 ||31,232 53.50
Customer Engagement for Tech Enthusiasts||3,175,991 41,872 75.86
Brand Awareness for Urban 42,250,913 |47,184 895.45
Influencer Marketing for Gen X 64,819,059 (34,240 1,893.08

Cost Per Acquisition (CPA) by Social Media Campaign Chart abie
Mobile Marketing for Families - incenti...
Content Marketing for Gen £ - implem... -

Customer Engagement for Tech Enth_.. —

Campalgn Name

Brand Awareness for Urban - matrix w... -

e s e A _
T T T T

T T T T T T 1
o 200 400 [:1]h] 200 1,000 1,200 1,400 1,600 1,800 2,000
Cost Per Acquisition (USD)

o Key Insights:

o The Efficiency Benchmark: The "Mobile Marketing for Families" campaign is
the absolute efficiency leader, with a CPA of only $1.07. This suggests an
incredible resonance with the families demographic on mobile-centric social
platforms.



o High-Volume Profitability: The "Content Marketing for Gen Z" and "Customer
Engagement for Tech Enthusiasts" campaigns manage a strong balance of
volume and cost, with CPAs under $80.

o Premium Acquisition: The "Influencer Marketing for Gen X" campaign is the
most expensive acquisition path at $1,893.08 per customer.

e Budget Inefficiencies: The wide gap between a $1.07 CPA and a $1,893 CPA indicates
that we are essentially paying 1,700x more to acquire a Gen X lead via influencers than
a family lead via mobile marketing. Unless the lifetime value of those Gen X customers
is proportionately higher, this represents a significant strategic inefficiency.

e Overspending Risks: The "Influencer Marketing for Gen X" and "Brand Awareness for
Urban" campaigns account for over 95% of the total Social Media spend. Any decrease
in conversion performance in these two high-spend areas poses a critical risk to overall
shop profitability.

e Optimization Opportunities: There is a clear opportunity to shift budget away from the
high-cost Influencer =~ Marketing path  and  toward Mobile = and  Content
marketing segments. Doubling the budget for the "Families" or "Gen Z" initiatives
would likely yield a far higher customer volume for the same capital investment.

Business Recommendations:

Cap Influencer Spend: Implement a maximum CPA threshold of $1,000 for all future
influencer partnerships to prevent cost runaway.

Scale the Mobile Engine: Aggressively increase the budget for Mobile Marketing for Families,
as it has proven to be a high-velocity, low-cost acquisition engine.

Audit the "Urban" Segment: Conduct a creative audit of the "Brand Awareness for
Urban" campaign to see if localized content can lower the current $895.45 acquisition cost.



Acquisition Cost Analysis: Top 10 High-CLTV Subchannels
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Acquisition Cost (CAC) for Top 10 High-Value Subchannels

Acquisition Cost (CAC) per Cust
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The data above highlights both the "stars" of our marketing strategy and significant areas of

financial risk.

Insights

The Efficiency Sweet Spot: Billboards (Other) and Signs (Other) are the absolute top
performers. They acquire customers with near-perfect CLTV scores (~99) at
remarkably low costs of $6.58 and $147.75 respectively. These subchannels should be
prioritized for immediate budget scaling.

High-Value Audio

Channels: Radio  (Online) and Podcasts  (Online) maintain

extremely high customer quality (CLTV ~99.5) with moderate to high costs. Radio is



particularly efficient at $216.66 per customer, while Podcasts represent a more
premium path at $4,922.57.

Critical Cost Risks: The Digital Ads (Online) and Social Media
(Traditional) subchannels exhibit unsustainable acquisition costs
of $276,208 and $121,334 per customer. Although these customers have high CLTV
(79-87), the current spending level indicates either a major operational bottleneck or
an ineffective bidding strategy that requires an urgent audit.

ROI Opportunity: A strategic reallocation of just 10% of the $131.7M Digital Ads
budget into highly efficient channels like Billboards could theoretically result in a
massive surge in total customer volume without sacrificing long-term value.

Demographic Insights: High-Frequency Ordering Groups

Order Freguency by Age and Income Segment
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Insights

The "Frequent Shopper" Profile: Middle-income customers are the most active across
almost all age groups. Specifically, Middle-Income Seniors (80-89) are the top
demographic, averaging 685.4 total orders per customer.

Young Adult Engagement: Middle-Income Young Adults (20-29) represent the second
most frequent segment, with an average of 638.25 orders. This group also has a high
customer count (1,168), making them a primary driver of overall revenue volume.

Unit Price Stability: The average order amount is perfectly consistent at $10.00 for
every demographic group. This confirms that growth in this business is driven purely
by acquisition and retention (increasing order frequency) rather than by increasing the
price per order.

Scale vs. Frequency: While the 80-89 group has the highest frequency, the 20-29, 30-
39, and 60-69 groups provide the massive volume needed for the shop's scale, each
containing over 1,200 active customers.



