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Average Revenue per User Customer Acquisition Cost

Acquisition Cost vs. Average Revenue per User
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Lead-to-Opportuntty Ratio

5:1

Undualified Leads tumed into
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STOMER LIFETIME VALUE | LAST 10 WEEKS
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18,4 days

AVERAGE SALES CYCLE LENGTH

Opportuntty Average Length of Sales Stages

3,2 days on average
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Opportunity-to-Win Ratio
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23% —
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Opportunity-to-Win Ratio, Last 10 Weeks

New Sales Opportunities
Nr. of Opportunities Purchase Volume

107 (+7%) $55,510 (+1%)

New Sales Opportunities & Purchase Volume

by First Contact date

o= Number of Opportunities =+ Purchase Value

Average Purchase Value

$518.78 (+4%)

to last month

Nr. of Opportunities & Average Purchase Value

by package
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