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Common sense measurement

6. Act 1. Set Objectives
Use insights to optimize Set clear goals and key
marketing tactics and inform questions to answer

strategic decisions

2. Define Success

Create objective-driven
metrics and set optimization
thresholds

5. Analyze

Study data to uncover
actionable insights and
answer business questions

4. Report

Collect, synthesize and store
marketing data

3. Build

Identify data sources and
specify tools, technologies
and techniques for the job
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Test, learn & grow cycle

ata Driven
Customer
Insights

Optimization

Targeting High Value
Evaluation Customers Segmentation

Targeting
&
Modeling

Relevant & Compellin
Communication
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Map key metrics to marketing tactics

Purchase Funnel Online Success Metrics

*Target Reach %

= Increass in searchesfor brand
*Increase in all site traffic

* Control survey Bwarens ss iNcrease

s Increaze in any blog mentions (buzz)
*Viral pass-along

Awvareneass

= Lands generated

= Interaction Rates

» Condrol survey considerstion incraase
* Increase in product review page traffic
* Increaze im opt-in/subscription raks s

Consideration
Lead Nurturing
* Control survey favorability increase

*Increase in positive blog mentions (buzz)
=Viral paszs-along

Favorability

= Control survey purchase intent incre ase
=Strong website avent

= Contact requested

» ¢ Coupon printed

Purchase
Intent

= purchass /Conversion

Purchass = Chuality /Amount

* Repeat Purchass /Conversion
Loyalty * Lifetime Cualiby/Amount

s Share of Wallet

* Recommendation
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Marketing Performance Management
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Dashboard tools

*Timely visualization
of metrics

*Drill-down ability for
deeper exploration
of issues

Address [{€] http://sashi: 7001 (Partalimain. do

Marketing Performance
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Dashboard detall

Lol
Adress [{&] hetpifsashi: 7001 Portalfmain, o SIS P N |
Marketing Scorecard Shared: Programaanager| ¢ A | Marketing Strategy Map Shared: pusLic | X
Project: MRk ) DEB.EE 08/31/2006 Project: AP KA Date; 08/ 3/2006
Scorecard:  tarketing Scorecard = Collapse All Scorecard:  Marketing Scoresard 70am: Q Q &
Per-0hj-Msr Actual Target Status Trend s .
- " " Diagram:  Marketing Performance
= @ Business/Financial
B «¥+ Decrease costs 98253 93755 @ &#
& Average call handling time [ 5 0 Y
& Average Cost per Response $18.00 $15.00 @ % Customar
& Total Actual Costs $307,860.33 $300,000.00 © & Irngrove cugtamer
& Total Estimated Fixed Costs $85,129.00  $75,000.00 @ @ = value 5 %m"f,—‘i\
. prove customer
- B« Improve market position 0 0o & Custamer Prafitabifty Forscast / w’ “_—q_‘(‘ satsfaction & (2 -
Y Be n c h m a rkl n & % Share of wallet 15.00% 2000% @ % ~Trmprove customer — e 01
& Brand Equity Value 0.220 0210 @ = orofabiity 5 & ) v
B« Improve profit 3560009 ze1 @ & Slatus T3 ‘.
& Total Direct Marketing Campaign ROI 10.00% 15.00% @ # » mprove Channt
mprove Cl
& Total Mass Media Campaign ROl 1.95% 0.13% @ & N - f Efleclvencss 3 [
& Total Profit $10,680,027.00  §1,02378300 @ & Acuistion & Rateron 5 s B o
° H B« Increase sales 22250071 28925085 @ & tarketing Program Stehs 95 Sabus 114
re n I n g & % Sales Growth 9.00% goox @ &
& Average Online Sales per Visitor S60.30 SE0.00 O &
& Competitive Effects [ 2.50%) (2.00%) © %
& Tatal Sales S89,000,222,005115,700,289.00 @ &
E- & Marketing Process
- L] B« Improve profit 3560009 261 © &
.As s oc I atl o n Of & Total Direct Marketing Campaign ROI 10.00% 15008 @ &
& Total Mass Media Campaign ROI 1.95% 0.13% O & —— -
- - - . @ Total Profit $10,680,027.00  $1,023,783.00 @ &# SusTeeFinancal rprave proft 5
s ra e I c o ec Ives B« Increase sales 27250071 28925085 @ | & s 08 @
& % sales Growth 9.00% 5.00% @ & Sales Farecast
& Average Online Sales per Wisitor $60.30 $50.00 © &
& Competitive Effects [ 2.508%] [z00%) @ b
@ Total Sales $89,000,222.005115,700,289.00 @ #
E 3 Manage marketing efficiency 15 14 @ &# Ingrove market
4 Average campaign cycle time 9.5 9.0 @& | = position 53
& Awerage Campaign Response timeframe 15 10 @ & / \\ fowe 88
é Average days ahead/behind of schedule on 2 o ® - 4
campaign
é Nurber of campaigns approved and awaiting 2 o 8 -
execution
& Mumber of campaigns awaiting approval 20 15 @ =
& Hurnber of campaigns current in progress 40 45 O = Manage vendor Manage marketing
& Mumber of campaigns rejected 1 U] = relations 5 [ e eficiency 5 [
B« Manage wendor relations 87516 0013 O & Stehs 8T Slelus 408
& VAE:edrnar?; ycle time of external marketing o % 8 -
&(;A]verage spend per External Marketing Wendor 17500000 §180,000.00 @ -
= ﬁ Customer
B« Acquisition 1871 2085 O &
& Awerage Acquisition Cost $142.00 513000 @ &
5 Number of Net Adds (1.e., new customers) per o 2o 2 o . 2l | el
@ | \ | |\‘4 Lacal intranet -
| | B
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Marketing performance management leads to:

« Smarter marketing decisions

— Consistent analysis across business divisions (or categories,
brands, products, regions)

— Empower business users and agency partners to “see” insights

» Faster “time-to-decision”
- One-stop shopping for marketing metrics

- All relevant marketing data points are in one place w/ drill
capability

« Lower risk in marketing allocation
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Thank you
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