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Why Metrics Matter for Your Business
The whole point of metrics, the entire reason people care about them, is 
that they summarize the most important things you care about in a 
trackable, measurable, objective way. They let you compare yourself to 
competitors, track progress against your past, set clear goals, and with a 
teeny tiny bit of math, make indisputable statements that align everyone. 
"Our business isn't sustainable" is just, someone's opinion, man. 
Reasonable people can argue it. But "It costs us more to acquire a 
customer than we get in value from them" is a fact that settles debates.

So, what should you track? The metrics that best reflect what you, as a 
business owner, need to know. There are fundamental business concepts 
that apply to every single business plus a few more that matter deeply, but 
only for specific industries or stages. Here's what I know you care about, 
no matter your field:

1

How valuable are my customers?
How much is it worth to gain one customer? What's the 
breakeven point, not just short-term, but long-term? You're 
building a sustainable business, so understanding the 
lifetime value of your customers is key.

2

How easy is it for me to get customers?
How efficiently can you turn effort into new faces? If you 
had $1,000,000 to spend, how many customers could you 
acquire? This is about mastering demand generation.

3

How efficiently can I provide my core 
offerings?
Does your offering make sense to deliver? Is it only viable 
at a higher price? This digs into the heart of your 
operations.

4

Do I actually make money on my business?
Is it worth the time, money, effort, and stress? Can you 
pay your bills? Compared to the above, this reveals if you 
have a volume problem (not enough customers) or an 
efficiency problem (not enough profit per customer).

Next, we'll introduce the 4 main metrics to track these questions plus a few more that shift based on your industry or business 
cycle. These give you clear, shareable answers to lean on when seeking advice or planning growth.



Your Core Metrics Overview
The Metrics That Power Your Business Decisions

These metrics form your foundation. 4 are universal for every business, and additional ones adapt to your industry or business 
model. They connect to answer your core questions, turning gut feelings into data you can act on.

Metric What It Measures Why Track It?

Gross Profit Margin / 
Contribution Margin

Revenue minus Cost of Goods Sold 
(e.g., materials, labor) / variable costs 
(e.g. shipping)

Efficiency of your core offering. Low? Revisit 
pricing or costs.

Customer Lifetime Value 
(LTV or CLTV)

Total value from a customer over time Customer value and breakeven. Drives long-
term strategy.

Customer Acquisition Cost 
(CAC)

Cost (money + time) to win a customer Ease and efficiency of getting customers. High 
vs. LTV flags waste.

Net Profit Margin Profit after all costs (fixed + variable) Overall viability and worth. Spots volume vs. 
efficiency issues.

Additional Metrics by Industry/Business Model:

Churn Rate
Essential if you're in retention-based 
industries with subscriptions or recurring 
product sales (e.g., gyms, SaaS). Tracks 
customer lifespan and is a key 
prerequisite for accurately calculating 
LTV.

Inventory Carrying Costs
Critical if you maintain inventory to 
deliver products or services. Reveals the 
full burden of holding stock (storage, 
obsolescence, tied-up cash) on your 
operations.

Burn Rate & Runway
Key for early-stage businesses operating 
at a loss to measure survival time. For 
profitable businesses, it's still vital for 
risk mitigation. E.g., how long could you 
last if a COVID-level event wiped out 
revenue temporarily?

Return on Capital Investment 
(ROCI)
Vital for capital-intensive services relying 
on heavy machinery or assets like 
construction. Assesses if your 
investments generate returns.

Revenue Growth Rate
Important for businesses scaling or 
entering new markets. Tracks if your 
efforts are compounding into 
sustainable expansion which is critical 
for investors, lenders, and validating 
product-market fit.

Stuck Sourcing Metrics?
Don't let messy data derail your 
roadmap. Apply for a full Data Health 
Check to scrutinize every data source, 
empowering you to monitor these 
metrics confidently.

https://pages.eininsights.com/data-health-check-landing
https://pages.eininsights.com/data-health-check-landing


Gross Profit Margin & Contribution Margin
Understanding Gross Profit Margin & Its Close Kin

Under Generally Accepted Accounting Principles (GAAP), Gross Profit Margin is 
defined as the profit remaining after subtracting the Cost of Goods Sold (COGS) 
from revenue, expressed as a percentage. COGS includes direct costs tied to 
producing your goods or services4think raw materials, direct labor, and 
manufacturing overhead like factory utilities or equipment depreciation linked to 
production. The formula sets the stage: (Revenue - COGS) / Revenue x 100.

Meet its similar cousin, Contribution Margin, which takes a broader view by 
including all variable costs that fluctuate with production or sales volume, beyond 
just COGS. This might cover shipping, sales commissions, or freelance labor per 
project. Contribution Margin = (Revenue - Total Variable Costs) / Revenue x 100. 
For many businesses, especially those with minimal variable costs outside COGS, 
these two can align closely, but not always.

Why They Matter

Both metrics reveal the efficiency of your core offerings, answering "Is my product or service profitable enough to sustain me?" A 
solid Gross or Contribution Margin gives you "breathing room" to cover fixed costs like rent or salaries, and signals if scaling 
(e.g., more ads) makes sense. Low margins? It's a red flag to rethink pricing, cut variable costs, or adjust your offering before 
growth drains your cash.

Gross Profit Margin
Start with total revenue from sales. Subtract COGS (direct 
costs from your books). Divide by revenue, then multiply 
by 100 for the percentage.

Example: $10,000 revenue − $4,000 COGS = $6,000 Gross 
Profit; $6,000 / $10,000 × 100 = 60% margin.

Contribution Margin
Take the same revenue, but subtract all variable costs 
(COGS + extras like shipping or per-sale commissions). 
Divide by revenue, then multiply by 100.

Example: $10,000 revenue − $4,000 COGS − $1,000 
shipping = $5,000 Contribution; $5,000 / $10,000 × 100 = 
50% margin.

Typical Ranges & What Affects Them

An average SMB has a gross profit margin somewhere between 35340%, but what's reasonable highly depends on what kind of 
business you are running and your business strategy:

Luxury vs. Commodity: Luxury retail stores can average 41360%. By contrast, commodity sectors such as food distribution, 
groceries, and basic materials average 13330%, reflecting tight competition and low pricing power.

Service vs. Product: Services and software naturally have lower COGS than businesses that sell products, and so services 
should see a much higher gross profit margin than average.

Industry: It's hard to find averages by industry specifically for small businesses, but you can look at industry averages on the 
stock market because publicly traded companies are required to report their margins. You can find a summary across 
industries at Professor Damodaran's NYU Stern data

Breaking It Down

You can calculate Gross Profit Margin and Contribution Margin for your entire business, but breaking them down by 
each product or project offers deeper insights. It highlights winners (e.g., a 70% margin product) versus losers (e.g., 
20% margin drag). The catch is that it requires tracking costs per item or job, which can mean more data entry or 
software tools. Start at the aggregate level, then segment as you can.

Next, we'll dive into Customer Lifetime Value4how to measure your customers' true worth.

https://pages.stern.nyu.edu/~adamodar/New_Home_Page/datafile/margin.html


Customer Acquisition Cost
Understanding Customer Acquisition Cost

Customer Acquisition Cost (CAC) is the total expense a business incurs to acquire a new customer, including all sales, 
marketing, and related costs (e.g., ads, salaries, time value) divided by the number of new customers gained. This metric 
captures the efficiency of your demand generation efforts.

Why It Matters

CAC answers "How easy is it for me to get customers?" and "If I had $1,000,000, how many could I acquire?" It also gauges 
marketing funnel efficiency. Just about every metric in your marketing funnel ends up getting wrapped up into CAC. It 
encompasses online conversion rates, social media engagement, and sales close rates all into one number. There is no one 
good number for CAC for your business, but if you compare it with Gross Profit Margin and LTV, it reveals if acquisition is 
affordable. If your gross margin and or LTV is higher, you can afford to spend more on CAC.

01

Calculate Total Acquisition 
Costs
Sum all acquisition costs including 
marketing spend, salaries, tools, fees 
over a period. Do not forget to count how 
much time is spent on acquiring 
customers and put a dollar value to that 
time.

02

Count New Customers
Track the number of new customers 
acquired during the same period.

03

Divide Total Cost by New 
Customers
Example: $5,000 ads + $4,000 sales 
salaries + 20 hours of your time valued at 
$100 ($2000) = $11,000 total ÷ 55 new 
customers = $200 CAC

Remember what the purpose of this metric is for. It's to help you make decisions. Let's expand on the example and how you 
should handle it. Let's say the following month you spent $5,000 on overhauling your website and making it convert much better. 
Suddenly, your costs jump to $16,000, and let's say you get better conversion rates so you got 70 new customers from the same 
ads and salaries and time investment. If you included this in your CAC, it would have gone up from $200 to $228. The very next 
month, you didn't need to spend $5,000 again on your website, but the benefits stayed, and so you got 70 customers after only 
spending $11,000, so your CAC is $157. Your CAC from month to month shot up, and then back down, but you only became more 
effective at attracting customers. It all had to do with how you wanted to account for the $5,000 website cost, because the 
effects of that are going to be for months or years, but the cost is all in one month. How you deal with this situation is entirely up 
to what sorts of questions you're trying to ask and what decisions you are trying to make.

Typical CAC Values

What a reasonable CAC is for you is highly dependent on how valuable your customers are. If you are trying to sell a multi million 
dollar contract, it would not be unreasonable for you to spend millions of dollars to acquire a customer. However, industries do 
have averages, and they can start setting expectations. I do want to caution you however. CAC is not like Gross Profit Margin or 
Net Profit Margin. It's not covered under GAAP. There's not one standard that everyone uses. And even then, the way people 
typically calculate CAC is the simple way where they have all the numbers. They don't do things like include the time value of all 
the work you put in on your marketing efforts. Also, you'll notice that CAC can vary wildly even within industry. With that said, 
here a few examples.

Home services: $150 to $600

Gyms: $50 to $1,250

Budget Gyms: $60 to $115

Traditional: $150 to $275

Luxury: $750 to $1,250

Restaurants: $10 to $180

Fast Food: $10-30

Dine In: $35-$125

Fine Dining: $100-$180

Insurance: $200-1,500

Health: $300-$900

Property: $200-600

Life: $500-$1,500

Retail and E-Commerce

Fashion
$60-$130

Beauty
$50-$125

Electronics
$75-377

Food & Beverage
$30-80

Jewelry & Luxury
$90-$200

Pet Supplies
$30-$90

Breaking It Down

Calculate CAC for your whole business first, but segment by channel (e.g., ads vs. referrals) or customer type for insights. It 
reveals efficient paths (e.g., $100 CAC from SEO vs. $300 from ads). The challenge is that it requires attributing costs per 
source, often needing UTM tags or CRM data.



Customer Lifetime Value
Lifetime value is an incredibly valuable metric because it tells you how 
much you should be willing to spend to acquire a customer. Lifetime value 
is defined in many ways, but the way I like to define it is in the way that 
best helps you make decisions.

Total Revenue you will ever collect from a customer + All the nonmonetary value they will ever provide (referrals, network 
effects, etc.) - All of the variable costs associated with providing services to that new customer.

And then also, if the revenue you expect to generate from this person happens over a long enough time period, you need to 
discount future cash flows. In a technical sense, you should do this regardless, but it doesn't matter so much if the revenue 
generated is just for the next year or two.

You want this to include everything that a customer will ever provide you. You want a complete and total view of their full value to 
you. Some parts of this are harder to calculate, and sometimes they will be negligible as well, and so you can skip them, but you 
should do so purposefully.

Direct Revenue
Every time this customer has ever 
given you money and every time they 
ever will give you money

Network Value
Referrals, reviews, testimonials, social 
media posts, and word-of-mouth 
marketing they provide

Strategic Value
Experience your team gains, market 
insights, case studies, and 
competitive advantages

Restaurant Example

Let's say that you are a restaurant, and for people you would classify as a "loyal" customer, they come once a month, spend 
about $50 each time. We'll assume you're a higher end restaurant, so your gross margin might be 65%, so the value to you of this 
one person coming is $32.50 per month. You expect the average loyal customer is with you for two years. Some people move 
away, some people's incomes change, or maybe they have a kid, and now they don't go out as much. Regardless, you expect a 
loyal customer will provide you $32.50 worth of value on average 24 times before they churn. That's $780. So how much would 
you as a restaurant owner be willing to pay to get a loyal customer when you know on average they provide you $780 of value?

Roofer Example

You are a roofer, and your average client pays you $10,000 and that costs you $7,000 to provide to them, so their initial value to 
you is $3,000. They won't need their roof replaced anytime soon, so there is no future revenue you need to account for. So is their 
CLTV $3,000? Some people would say so, but I don't think that paints the full picture.

How much is it worth to you if they leave you a 5 star review on google? What if they leave a glowing testimonial you can put on 
your website. What if they put a sign out in their front yard so all their neighbors who also just received hail damage can see who 
put on that beautiful roof? What is it worth to you if they post on social media saying how great of a job you did? What about a 
literal referral? If a customer did all of that for you, how much more business would they drive to you? The way I would determine 
how much it's worth to you, is by how much cost to acquire a customer it saves you. A roofer might pay $100-$400 for high 
quality leads, so if you get 1-3 more leads from customers you serve, their value to you changes from $3,000 to $3,100 - $4,200.

I want you to understand one key thing about this. This is intuitive. You already understand this. You know word of 
mouth marketing is great, and valuable. You know you want people to love you on social media, and provide you with 
testimonials and social proof. What I'm asking you is to put numbers to it, and they can be guesses. What we are trying 
to get is one single number that fully incorporates all the value you will ever get from a customer. Once you know that, 
all sorts of business decisions become easy. The reason why people don't do this often is because there are a lot of 
unknowns. Don't be afraid of the unknowns. Make an educated guess.



How to Calculate CLTV
You will find several formulas online that look something like this. Average Revenue per Account per period * Gross Margin / 
Churn Rate per period, and that's a decent starting point.

Tip: Make sure the period you choose for average revenue and churn rate are the same.

Definitely start there. But there are some problems with it. For 
one, it doesn't accurately represent the future value for many 
situations. For instance, if you don't have a clear way to 
determine if someone churned, the churn rate is pretty hard 
to accurately calculate. If you're a coffee shop, outside of 
your loyalty programs, how do you know how many of the 
1,000 people that visited your store last month are visiting 
this month, and how many of them are new. If someone 
comes every quarter, are they considered churned for two 
months, and then a customer for a month, and then churned 
for another two months and so on? 

Second, Gross Margin is a really solid choice to use to turn lifetime revenue into lifetime 'value' but I would prefer Contribution 
Margin instead. If you found a way to save $3 on your shipping costs, that would obviously mean selling products to your 
customers is worth $3 more dollars to you, but because shipping costs are an example of a variable cost that isn't included in 
COGS, your CLTV wouldn't change if you use Gross Profit Margin compared to using Contribution Margin. Lastly, it only includes 
revenue, not any of the other 'value' producing actions that we've talked about so far.

Calculate Average Order 
Value × Frequency
For the coffee shop example, I 
wouldn't use churn rate, but 
something like Average Order Value 
* Average Number of Orders over 
their lifetime. You could come up 
with an estimate by estimating a 
customer's probability of coming 
back.

Segment Customer 
Behavior
If they have a 33% chance of coming 
back each time, on average they will 
come 1.5 times (1/(1-.33)) before 
never coming again. We could break 
it down. We know people who return 
once are more likely to return again: 
10% chance after first visit, but 80% 
from then on if they return a second 
time.

Add Marketing Value
Break down what % of customers 
leave reviews, or refer friends. For 
the roofer, we might say 20% of our 
clients do some marketing effort for 
us that lead to 1.2 leads on average. 
We spend $200 on leads normally, 
so these 20% of our clients provide 
us 1.2*$200 = $240 in value, and so 
clients on average provide $240 * 
20% = $48 of marketing value.

You can see there that when you break it down like that, you can make clearer decisions about where to focus your attention. Do 
you want to focus on your core audience of people that like your coffee shop after they see it, and get them to come back more 
frequently and more often, or do you want to make sure that more people who visit your coffee shop enjoy it enough to come 
back again?



Typical CLTV

Understanding Your Levers
CLTV can vary wildly. As an example, an architecture firm CLTV might be over $1,000,000 while a seller of a single non-
consumable item on Amazon might have a CLTV as low as $2. And it's hard to tell you what typical values for you should be, 
because LTV is defined differently in a lot of different contexts. Some people just consider it total amount of revenue and don't 
subtract the variable costs, which in my opinion defeats the purpose of calling it 'value'. Instead, we'll talk about the levers you 
can pull to change your CLTV

Price
If you increase the price, all else being 
equal, your CLTV will increase. You do 
have to be careful though because all 
else is never actually equal. Increasing 
the price may also increase your 
customer acquisition costs, or decrease 
the chance that someone purchases 
again or continues using your service.

Recurring Purchases
If you can get someone to buy your 
product or service again, or buy another 
similar product or service, that increases 
their lifetime value.

Subscription Retention
If you can retain people for longer 
periods of time, they are obviously worth 
more to you. Quick tip, if you know your 
churn rate, the reciprocal of your churn 
rate is the average amount of time 
someone will spend with you. 

Increasing Product Value
Some products are more than happy to 
bring on free users that they have no 
expectation of ever getting money from. 
An example would be some multi-player 
games. The players that spend money 
still need a large community of people to 
play with and against, and so the free 
users provide value by increasing the 
value of the community that the game 
provides.

Reducing Marketing Costs
This is things like reviews, referrals, 
testimonials etc. You can think of some 
types of people as this being their only 
value to your business. Referral partners 
for instance. If you were a roofer, 
building relationships with mold removal 
and remediation companies might be 
super valuable to you both. Sure, the 
mold remediation company is never 
going to give you a dime, but they'll be 
able to give you all sorts of leads. 

Value What Customers Bring 
to the Table
If you have a way to get time and effort 
from your customers, then think about 
how that eventually turns into money for 
you. Put a price on anything that 
provides value to you or actively make 
the decision that the price is negligible, 
and so you will purposely not track and 
think about it.

Quick Tip on Churn Rate

If you have a 5% monthly churn rate, the average amount of time someone will stay with you is 1/.05 = 20 months. So 
working on reducing your churn rate is a more easily trackable and forward looking way to track how long subscribers 
will stay with you.



Net Profit Margin
Understanding Net Profit Margin

Net Profit Margin is the ultimate measure of your business's profitability, showing what percentage of revenue remains after all 
costs including variable (like materials), fixed (like rent), and other expenses (like taxes or interest). Defined under Generally 
Accepted Accounting Principles (GAAP), it's calculated as: (Net Income / Revenue) x 100. Net Income is what's left after COGS, 
operating expenses, and non-operating costs (e.g., loan interest) are subtracted from total revenue. It's the bottom line that 
answers, "Am I truly making money?"

01

Start with Total Revenue
Begin with total revenue from all sales 
during the period.

02

Subtract All Costs
Subtract COGS, all operating expenses 
(e.g., rent, salaries), and non-operating 
costs (e.g., interest, taxes). The result is 
Net Income.

03

Calculate the Percentage
Divide by revenue, then multiply by 100 
for the percentage.

Example: $10,000 revenue − $4,000 
COGS − $3,000 operating costs − $500 
interest = $2,500 Net Income; $2,500 / 
$10,000 × 100 = 25% margin.

Why It Matters

This metric tells you if your business is worth the time, money, effort, and stress. Can you pay your bills and still thrive? It's the 
final check after Gross Profit Margin, LTV, and CAC. If all of those metrics are looking good but your Net Profit isn't, you face a 
volume problem. You are efficiently acquiring customers and providing your product or service, but you don't have enough 
customers to cover all your other expenses. A healthy Net Profit Margin ensures sustainability, signals to investors or lenders 
your viability, and guides decisions like hiring or expansion.

One last thing, it's okay to have a low net profit margin, as 
long as it's still positive. Grocery stores notoriously have very 
slim margins, but they can get away with it because they sell 
with such high velocity. It's kind of up to you whether you it 
costs you $1,000 to generate $1,100 over the course of the 
year, or whether you do what grocery stores do, and it costs 
you $1,000 for $1,010, and then reinvest that and do it again 9 
more times that year. Both end up with the same Net Profit, 
$100, but since the margin is divided by revenue, it comes out 
to 10% for our first example (1,100 / 1000) and 1% for the 
second example ($10,100 / $10,000). That being said, every 
grocery store in the world would love to increase their net 
profit margins, but in some industries like grocery, you don't 
have that luxury and you have to get around it some other 
way.

Typical Ranges & What Affects Them

8.5%
Market Average

Total market average across all 
industries

7-10%
Small Businesses

Average net profit margin, with 20% 
considered excellent and 5% considered 

low

10-20%
Large Companies

Fortune 500/S&P 500 top performers, 
especially in automation or specialized 

services

Factors Affecting Net Profit Margin

Operating Costs: High fixed or variable costs (payroll, rent, technology, marketing) reduce net margins.

Industry Type: Asset-light, high-value-add sectors (software, consulting, finance) post higher net margins; commodity, retail, 
and manufacturing sectors operate near cost, resulting in low margins.

Pricing & Revenue Strategies: Optimized pricing, strong marketing, and revenue growth improve margin, while heavy 
discounting or low volumes weaken it.

Taxes & Interest: High tax and interest expenses lower net profit margins, so businesses in regions with low rates or better 
financing see improved margins.

Breaking It Down

You can calculate Net Profit Margin for your whole business, but breaking it down by product line, department, or project 
uncovers profitability drivers. It spots inefficiencies (e.g., a 5% margin product vs. a 20% winner) or cost leaks. The challenge? It 
requires detailed cost allocation across categories, often needing advanced software or manual tracking. Start with the big 
picture, then segment as resources allow.

Next, we'll explore how all these metrics work together to give you complete business clarity.

High-Margin Sectors
15–40%

Tech/software, financial services, 
consulting

Moderate-Margin Sectors
7–15%

Healthcare, restaurants, retail

Low-Margin Sectors
0–5%

Groceries, auto, electronics



How They All Connect

LTV
Customer lifetime value

CAC
Cost to acquire customer

Gross Profit
Revenue minus direct costs

Net Profit
Final margin after expenses

LTV - CAC: The Golden Ratio

This ratio tells you if you are acquiring high enough value customers to justify your costs of acquiring them. Traditional advice is 
to shoot for at least a 3 to 1 ratio, but traditional advice often doesn't include all the things I've told you to include in LTV or CAC. 
In reality, according to provable, mathematically true principles, after you account for every little thing, the value of your time, the 
network effects of a new customer, the word of mouth from happy customers, heck even the experience your team gains in 
providing the service, after you account for it all, you should be willing to acquire a customer if their value to you is even $1 more 
than their cost to you. The problem as you can clearly see is that it's very difficult to account for all of that, and so the 3:1 ratio 
becomes a reasonable 'fudge factor' to make sure you have enough margin that you don't have to worry about all the little things. 
If I had a machine that doubled your money. You wouldn't complain to me that it only had a 2:1 return. The same goes for LTV-
CAC. The more you account for all the aspects of CAC and LTV, the closer to a 1:1 ratio you can justify, and the less you can 
account for, the more fudge factor you need.

Gross Profit Margin → LTV
In the formula for LTV, you see that revenue is multiplied by 
Gross Profit Margin or Contribution Margin to get the value. 
Therefore, if you increased your Gross Profit Margin, all else 
being equal, your life time value would increase as well.

The Balance Effect
When you increase price, you decrease demand (in most 
circumstances), which means you may have people less 
likely to repurchase from you or more likely to churn, which 
might mean a lower LTV.

Gross Profit Margin - Net Profit Margin: Diagnosing Problems

If your Gross Profit Margin is looking good, but your net profit margin is not, it means you are spending too much on your costs 
not directly related to providing your product or service as a percentage of your revenue. You've got two options from here. You 
can either decrease your costs or you can increase your revenue faster than your non-direct costs increase. In general, you 
should prefer increasing your revenue faster. One mistake that small businesses often make is not spending enough on 
marketing.

Example: The Marketing Investment Dilemma

You sell $100 products to people. Your gross margin is 60%. Your rent is $5,000 and you get 50 people per month without 
marketing. Your marketing is $1,000 and it brings in 50 people.

So you've got COGS of 100 * $100 * 40% = $4,000, Rent $5,000, Marketing $1,000, for a total cost of $10,000 and you've got a 
revenue of $100 * 100 = $10,000. So your net profit margin is 0%.

If you increased your marketing to $3,000 and got another 100 people, suddenly your COGS is $8,000, your total costs are 
$16,000, but your revenue is now 200 * $100 = $20,000 making your net profit margin 20% and you're profitable at $4,000 per 
month.

The mental problem business owners run into, is if they aren't making money, they are hesitant to invest more money in 
themselves.

Last thing I want to point out in this example, is the LTV of one customer was $60 ($100 * 60%) and their CAC was $20 
($1,000/50). If you didn't know those numbers, and that you had a 3:1 ratio there, you wouldn't be confident in tripling your 
marketing budget. You would hear triple your marketing budget while you aren't making any money, and you'd look at the person 
like they were insane. But looking simply at the numbers where you make $60 per customer and it costs you $20 to get a 
customer, suddenly you would feel insane not to make that trade as many times as you can.

The Power of Data
When you understand your metrics, 
business decisions become 
obvious. The data removes emotion 
and gut feelings from critical 
choices about where to invest your 
time and money.

Start Simple
You don't need perfect data to start 
making better decisions. Begin with 
the four core metrics and refine your 
calculations over time as you gather 
more data.

Take Action
The best metrics are useless 
without action. Use these insights to 
guide your next marketing spend, 
pricing decision, or operational 
improvement.



Ready to Transform Your 
Data into Action?
Understanding your core business metrics is a powerful first step. The next is 
to actively use those insights to shape your strategy, optimize operations, and 
unlock new growth opportunities. At Ein Insights, we specialize in helping 
businesses like yours leverage their data to make smarter, more profitable 
decisions.

Book Your Consultation
Start with a personalized consultation where we'll explore your current 
data landscape, identify your most pressing business questions, and 
outline how your data can provide the answers. We'll uncover immediate 
opportunities and map out a path to data-driven success.

Comprehensive Data Health Check
Our signature service involves a deep dive into all your data sources. 
We'll analyze how they connect, identify gaps, ensure accuracy, and 
establish a robust foundation for reliable insights that directly address 
your burning business questions.

Specialized Solutions
Beyond the health check, we offer tailored services such as:

Inventory Optimization: Minimize carrying costs and prevent 
stockouts.

Demand Forecasting: Predict future needs with greater accuracy.

Ad Audience Optimization: Maximize ROI on your marketing spend.

Our team of data experts is ready to translate complex data into clear, 
actionable strategies, ensuring you're always one step ahead. Don't let 
valuable insights remain hidden.

Book a Consultation Today

https://www.eininsights.com/schedule
https://pages.eininsights.com/data-health-check-landing
https://www.eininsights.com/schedule

