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COGS — Cost of Goods Sold

Gross Profit per Unit
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COGS — Cost of Goods Sold
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COGS — Cost of Goods Sold
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COGS — Cost of Goods Sold

el deladl 4885 Glus 48 Ggllaally cddoall jslaadl gud (S3gae ymin (oSS mibgy Jlo @
QA gl dgecy y=adly cadsilly gubadll CadSS gax I (10 COGS

JU) 70 = daslly pipal] 4055 3

Jby 5= 39SV adll dgee JUy 15 = Il padly cadaald 3

8u>9Jl/JLy COGS=70+15+5=90 U

:BenchmarkJ! =

2o 2w (30 %60 ] %40 (o> ( E-commerce ) doldl ol (§ >

%20 (o d.9\ % MB)J\ uL@jSJ\g\ O o LB >

aogalsl

J-o<l

ouim dae) — 4da giae (3 8al) aaaa issue 01 lj.l.l.lj-l.l



-
u
T
(@)

7401 | Fdol | rgol |

brwgiall 1l s Ol 4511 8glasyl
AOV — Average Order Value
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Gross Profit per Unit
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Gross Profit per Unit
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Gross Profit Margin Calculation
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Gross Profit Margin Calculation
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Contribution per Order
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Contribution per Order
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Contribution per Order
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Calculating the Maximum Allowable Cost to Acquire a Customer
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Calculating the Maximum Allowable Cost to Acquire a Customer
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Calculating the Maximum Allowable Cost to Acquire a Customer
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Calculating the Maximum Allowable Cost to Acquire a Customer
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Calculating the Maximum Allowable Cost to Acquire a Customer
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Calculating the Maximum Allowable Cost to Acquire a Customer
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Calculating the Maximum Allowable Cost to Acquire a Customer
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Calculating the Maximum Allowable Cost to Acquire a Customer
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Calculating the Maximum Allowable Cost to Acquire a Customer
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Calculating the Maximum Allowable Cost to Acquire a Customer

: Benchmark J!
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Calculatlng the Maximum AIIowabIe Cost to Acqwre a Customer
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Calculating the Maximum Allowable Cost to Acquire a Customer
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The relationship between Customer Lifetime Value (LTV) and the allowable
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The relationship between Customer Lifetime Value (LTV) and the allowable
Customer Acquisition Cost (CAC)
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The relationship between Customer Lifetime Value (LTV) and the allowable
Customer Acquisition Cost (CAC)
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The relationship between Customer Lifetime Value (LTV) and the allowable
Customer Acquisition Cost (CAC)
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The relationship between Customer Lifetime Value (LTV) and the allowable
Customer Acquisition Cost (CAC)
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