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Customer lifetime value (CLV) is a dynamic mathematical concept that is gaining increasing importance as a marketing metric in both academiac and practice (Gupta, Sunil, 2006) ).‏. Customer lifetime valueThe CLV model is a Model refers toaddressing how to retain the relationships between buyers and sellers (often referred to as “dDynamic l Love”) can be maintained over time., Tthe three most important parameters variables that impactto insure maximization of CLV is areinfluenced by three variables, the first is customer loyalty, second is trust, and the third is retention of customer retention (Furchter, Sigue, 2009).	Comment by Author: This is a somewhat unusual style for in-text citations. Please check whether it should contain “and” or “&” if this is two author names; or, if it is a single author, whether it should be changed to include the author’s surname only. This applies throughout the document.	Comment by Author: 
Please check whether I have retained your intended meaning here. If so, please also add reference. 	Comment by Author: Please check whether I have retained your intended meaning here. The original was very wordy and difficult to follow.
However, tThere is a big significant gap of in academics research about with respect to this model, especially particularlyof in terms of how to maximize CLV can be maximized in different characterization attributes in term of specific firm kindsin the face of differences in firm type, iIndustryies, and cultures featuresculture. 
The cCharacterization process for related to CLV aim aims to investigate the academic perspectiveattitude and rebuild the model to fit and cover moreso that it can be applied to more dynamic marketing situations. ThisIn our study, we  will focus on the following coming three main basic parameters for that affect dynamic love between seller and buyers, and that thus should be considered when formulating marketing strategies.	Comment by Author: The intended meaning is unclear here (which attitude? Held by whom?). Please consider revising to make the meaning clearer. Does this change correctly reflect your intention?

The first parameter impact on dynamic love between seller and buyers is the firm type; that is, Firms whether firms are of Business2Businessbusiness-to-business (B2B) or Business2customersbusiness-to-consumer. (B2C) (Lacey, Morgan, 2009), because the marketing strategy must be tailored to the type of firm emphasized the differences of these two kinds on the in order to build customer loyalty. market strategy towards the loyalty of customers, Other view related toThe firm type, or  mMarket orientation, also has an impact on involved competitors’ actions, which means that despite even in the face of a high value of CLV, still competitors work on each daystrive to equalize market terms forto customers (Kholi & Jawrski, 1993). The differences in attitude between the two themes firm types will affect the customers’ loyalty, trust, and equity of customer thus in this case. Thus, it iss important to investigate include this parameter in the mModel on this stage (Furchter, Sigue, 2009).	Comment by Author: Again, please check your required referencing style; “&” is not used elsewhere.	Comment by Author: Please clarify whether you are referring to firm or customer attitudes here.	Comment by Author: The reason for this citation is unclear here, since the sentence is simply summing up the importance of including the parameter in the model based on the preceding text. Please check.
The sSecond attribute parameter is Types ofthe type of industry. This can beies, which divided into hHigh- technology products, consumer products, and sService products lining by green environment production. Though there are a number of mMarketing theories is becoming more additives for each one offocusing on these types industry types, academic articles that compare industries in relation to CLV are lacking. Tthus, it is agains important to integrate the this parameter into the mModel based on this parameter, there is a gap of academic articles through compartions of the industries towards CLV.	Comment by Author: The intended meaning is unclear here. Please consider revising.
The third parameter is Multi culture (Hostede, 2010). Based on Hofstede (2010), cultures can be characterized based on their respective levels of contains (individualism,; long-term orientation,; masculinity,; uncertainty avoidance, and; power distance). Extant CLV Model research is lacking of information towards multi has overlooked culture  Hofstede’s (2010) cultural components, especially the relation between trust and customer attitude in the context of  uncertain situations and the degree of, collectivism present in a culture.
Several articles have investigated and developed a CLV model and maximization for it, thus the main challenge figuredexamined how CLV can be maximized, as well as the challenges and negative aspects linked to such maximization. For example, (Furchter, Sigue, (2009), explaineds such that maximizing the CLV will does not always seek for betterenhance financial performance in the long- term, since customer retention, it mean to maintain customer could can cause entail a to high rate of investment (ROI)., Tthus, although we intend to provide a new characterization ofed CLV in different mode, there is still a need interfering of mutual leverto use a recognized measure, such as innovation, to redirect understand the CLV engine so as to enhanceto better optimization and reveal to give response tomitigate the challenge related to a high rate of investmentROI challenge mentioned above.	Comment by Author: Please check whether I have retained your intended meaning here.

Abundant research over the past decade has considered product iInnovation of products and creativity of marketing plans is as a famous lever for increased profit in researches in the last decade (Baker, 2014). Firms which that implement innovation in their products and organization can improve firm their performance in terms of of share market share, profitability, and new-venture success of new ventures (Im, Workman, 2014). 	Comment by Author: The meaning is unclear here. Please check what you intend to say and revise to make the meaning clearer. Does this change correctly reflect your meaning?
TheHowever, the relation between CLV and iInnovation in academic still enigmaticis still not fully understood in terms of how it affects firms’ profit maximizationmaximizing the profitability of the firm. This will be one of theThus, a central contributions of this study is to sshed light about on the attitude of these two modelsimpact of this relation. Because product iInnovation of products seek tocan help to enhance maximize the trusted customer trust in the firm (Saunila, Sanna, 2014), we can, I assume that remaintaining customers based on new innovations products and success will afford lessreduce the rate of investment ROI and more profitable for long termincrease profits in the long-term.
Instant Extant researchers studies have also investigated the CLV emphasizing acrobatin terms of  relations with between customer satisfaction level, customer offer score, customer retention, customer equity, and return of on investment (ROI) (Kumar, 2006). These However, these factors are all consequences still bounded on sensitivity toimpacted by innovations impact.	Comment by Author: The meaning is unclear here. Please check what you intend to say and revise to make the meaning clearer.
Other important concern, which needs to be shed onAnother important aspect to be considered, is in formulating the mModel in relative to market Mixis the marketing mix (price, promotion, place, and product). For for example, does do online marketing online approaches better optimizateion CLV compared to traditional approaches?, does Does following a the pricing strategy always seek for betterlead to enhanced CLV?, Marketing mix modelling insure a bettercan enhance the ROI in specific terms circumstances (Cain, Kitchen , 2010). Consequently, – does improving the CLV mModel improving viaby incorporating the market mix will insure a maximization ofmaximize profitability?	Comment by Author: Do you mean “reduce ROI”, since you have defined it above as “rate of investment”, or should this be “return on investment”?
Forecasting methods are widely used in production, marketing, and the supply chain, forecast model suppose to be chosen  as in order to reduce optimal to costs reduction or other enhance firm performance (Armstrong, 1987). In From a mMarketing criteria perspective, there is so relativeis an association relation between CLV and forecasts, especially in thewith regard to OEM products and innovativeon success products, since firms can use forecasts to better manage CLV processes, while CLV models can provide superior forecasts and contribute to new product success., This However, this relation is still not wide expandedhas not been widely explored in term of its aAntecedents and consequences of for CLV., In other words firm can use forecast to manage better CLV process, in other criteria firm which use a high CLV Model process can gain a superior forecast and contribute for a new product success. Thus, this article’s Microin-depth investigation of forecasting as consequence is a new academic criteria will be highly contributedrepresents a further contribution to the field.  	Comment by Author: Please define at first mention.

[bookmark: _GoBack]The A final concern aspect to consider is pertains to the COVID-19. threat which in my view its opportunity  in these days to study it as a This global threat has deeply affectedimpact on marketing strategy, firms’ attitudesmindset and of marketing strategiesy, will be changed andand also requires significant marketing agility required to leadin order to adjust firm strategiesy (Hongwei, 2020). Tthus, I believe that this threatCOVID-19 has the potential to effect negatively impact the customer satisfaction, customer ethics, and customer equity, and makes a hugeleads to great uncertainty for regarding firm strategy decisions about thewith respect to CLV., Ffor example, does should firms remaintain customers which whose his equity become has declined law as resultdue to of credit issues?	Comment by Author: This might benefit from further explanation.

Research Study Questions
· Does product iInnovation impact positively impact on CLV and move onresult in high profitability?
·  Does mMarket program strategy iInnovation impact positively impact on CLV and move onresult in high profitability?
· CLV cCharacterization:
· Does the CLV mModel had different attitude on firm’s model ofvary depending on whether the firm is B2B and or B2C?	Comment by Author: The first question was repeated, so I have deleted this second one.
· Does CLV Model had different attitude on firm’s model of B2B and B2C?
· Does the CLV mModel vary depending on had different attitude on Variance of consumerwhether the firm offers high- technologicaltechnology or and service products?
· Does the CLV moModel vary depending on had different attitude on customers with differentcustomer cultures?
· 
· Does CLV merging combined with with the innovation effect positively impact firmthe profitability? of the firm.
· Does CLV combined with forecastingmerging with forecast effect positively impact firm profitabilitythe profitability of the firm?.
· Does Is CLV impact negatively impacted for by COVID-19?

Optimal Policy
In this research we will use dynamic optimal mathematical theories to examine the relation between CLV and other parameters. The mMinimum and maximum of a real function are used to optimize the case by via formulization (Sethi, Thompson, 2006).	Comment by Author: Please check whether I have retained your intended meaning here.

Drawing Proposed Model


[image: ]	Comment by Author: Please change “Share Market” to “Market Share”, “Market Mix” to “Marketing Mix”, “Life Time” to “Lifetime” “Retention of customer” to “Customer Retention”, “Multi-Culture” to “Culture”, “COVID” to “COVID-19”.

Please make capitalization consistent within the figure..OVID-19"ture"tion"er"he figure.ithin the figure,d this.to avoid rep.onfusion.f not—i.e., if you do mean "ing the parameter in t
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