
 

 

High Lifetime Value Customers at Barclays Bank 

Barclays is a UK-based bank with global operations. As part of the bank’s CRM 

strategy, it undertook an analysis of its customer portfolio to identify which retail 

segments were most strategically significant. The analysis found that customers 

within the 25–35-year age group, who were professionally employed and who 

had a mortgage and/or credit card product, were most strategically 

significant. These were the bank’s most profitable customers. 

The bank also found that this segment represented the highest potential 

customer lifetime value for the bank, 12 per cent greater than any other 

segment. CLV* is derived from the bank’s estimates of future income from fees, 

interest and other charges over their lifetime as a customer. 

 

 

* Customer lifetime value (CLV) is a measure of a customer’s profit-generation for a company. 

CLV can be defined as follows: 

Customer lifetime value is the present-day value of all net margins earned from a relationship 

with a customer, customer segment or cohort. 

 

Source: Customer Relationship Management: Concepts and Technologies (Buttle & Maklan, 2015) 


