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View from the top Honeywell

Growth ($M) 2009 2010 V%
Orders $ 2000 $ 2,200 10%
Sales $ 1,800 $ 1,900 6%
Selling Cost $ $ 230 $ 250 -9%
% Rev 12.8% 13.2% -0.4%
% Orders 11.5% 11.4% 0.1%

Effectiveness
GM $ 500 $ 600 2%
Selling % of GM 39.0% 41.7% -2.7%
Effectiveness Ratio 94%

/

Being more efficient & more effective

Honeywell Confidential *Example data for illustration



All the activities of the
organization
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Begin with the end in mind
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Ol d advertising adage§qewen

"I know half my
dollars are
wasted - | just
don't know
which half!"
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CEO pressure on marketing Honeywell

“We need to cut spend across “If we are going to invest in
the board by 20%, and you communication right now, we better
need to know WHICH 20%." be sure it is in the right place.”

“Help me navigate the
immediate crisis and not
only survive but come

out well-positioned.” “How will longer-
term consumer

confidence issues
effect my business?”

“How do | surgically prune
my costs in the short term
without cutting off long-
term strategic options?”
“How should we
message differently
today vs. 6 months ago?”

“The income statement has become
paramount, so any investment that Al think of
doesn’t show up there has to have a as spenders than

strong argument for it.” i nvestor




Right Brain

- Creative

- Art

- Communications

Left Brain
- Analytical
- Science

- Math

Right brain MarCom, please move to left



AL ess strategic
Al: many

AHarder to measure
linkage to sales

AMore targeted & strategic
outcomes

Al:1
AEasier to measure sales outcome

Honeywell Confidential 10



Link Marketing / MarCom to Sales

Your CEO and CFO dondot care
followers you have, they want to know how that is

going to translate into additional behaviors that leads
to a sale.
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Focus on the outcome, not the activity




Levels of measurement maturity

Honeywell
1) Measure 2) Measure 3) Measure
Nothing Activity Impact
A Web visits A Customer behaviors

A Executing tactics
without ever looking
back

A Tactics in search of
strategies

Flying Blind

Often fuzzy objectives, wide

targets, mis-alignment

A Duration visits
A Click thru rate
A PR coverage

A Ad equivalent
A Brand mentions
A Ad reach

A Trade show traffic
A # impressions
A # contacts

A Cost campaign
A # leads

Conta | Adin Internet Direct Business | Inside | Trade Sales
iz Mail Letter Sales Show Call
Meth pub

Cost $.50 $1 $2 $14 $32 $175 $200

Cost / Quantity

- loyalty

- Market share

- Awareness

- Intent to purchase

- Perceptions

- Retention

- Pipeline stage
A Response rate by targets
A Cost per A -leads
A Leads to revenue

A Total MarCom impact to
sales

A New product sales 5
years $ % sales

Cost / Quality

—
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Clearer objectives, targets,

alignment
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Align MarCom & measurement to sales funnel

Honeywell

Marketing Campaigns

Support the sales pipeline i measure success

14



Example: Low cost survey aligned to sales stages

Honeywell
1. Are you aware of this product?
YES N 715 100%
NO 1 0%
Total 716 100%
3. Have you purchased and installed this product?
YES —————————— 647 91%
NO —— 64 9%
Total 711 100%

5. On a scale of 1-5, how would you rate your overall impression of this product?

Unfavorable

Indifferent

Favorable
Total

2
3
26
229
454
714

0%
0%
4%
32%
64%
100%

Targets - Awareness i Consideration i Trial T Purchase - Loyalty

Honeywell Confidential
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Measure and better align future spend Honeywell

Align
2 What are your top three (3) preferred ways to learn about new products from resources
* Honeywell? (Check 3)
From Honeywell
‘ Sales Rep A 456 46% Increase support
ool — s 76%
Honeywell
Faxes from
Honeywell - 25 3%
Mailings from — 290 30%
Honeywell
From My
Distributor Sales 605 62% Increase support
Rep
At Distrnibutor
Counter -— 104 11%
Training
Meetings ——— 203 21%
Industry Meetings ! 21 2%
Trade Shows 108 11%
Trade Magazines - 163 17% Lower the spend
Word of Mouth™ e 45 5%

On Web
Other, p

el Understand how customers want to be served

Honeywell Confidential



MarCom lead count dashboards in CRM Honeywell

Americas Launch Activity EMEA Launch Activity APAC Launch Activity
Monthly Open Opportunity Funnel Monthly Open Opportunity Funnel Meonthly Open Oppeortunity Funnel
20,00 r B0 15.00 r &0 B.00 r 20
15.00 — - 60 6.00 - R
10000 — 40 B
I —— - r
10000 — 40 I 4.00 C 1o
I 5.00 20 -
I I -
0.00 . ; 0 oop NN o 0.00 : ,
Juna 2010 July 2010 August 2010 Juna 2010 July 2010 August 2010 Juna 2010 July 2010 Auwgust 2010
Campaign Budget Tracker Campaign Budget Tracker Campaign Budget Tracker
50 25.00 400,00 8 40.00
40 20.00 a 20,00
200.00 o0
30 I 15.00 .
20 = 10,00 100.00 4 =nan
10 5.00 0.00 2 10.00
a 0.00
0 0.00
& ':. (100.00) o
e P
e &&3@? S P
S s é}&gﬁ*ﬁ W & T Sf S
Campaign Type Campaign Type
B Record Count - Web/Online Campaign Type B Record Count : Web/Online
B Record Count - Training B Record Count : Web/!Online B Record Count : Training
B Record Count - Trade Shows Record Count : Training Record Count - Trade Shows
Record Count : Talemarketing B Record Count : Trade Shows B Record Count - Seminars
B Record Count - Seminars B Record Count : Telemarketing Record Count : Other
B Record Count - Promations Racord Count - Seminars B Record Count - Email
Record Count - Other B Record Count : Othear B Racord Count : Direct Mail
B Record Count : Launch Racard Count - Launch ¥ Record Count : Advertisamant
Record Count - HTM.L Newslatter B Racord Count - Email == Sum of Total Budgeted Cost in Hierarchy (converied)
W Record Gount : Emeil B Record Count : Direct Mail

B Record Count - Direct Mail
B Record Count - Advertisemant
== Sum of Total Budgetad Cast in Hierarchy {converied)

B Record Count : Advertisemant
== Sum of Total Budgeted Cost in Hierarchy (convarted)

Honeywell Confidential



Bigger picture Honeywell

=

Marketmg CRM ERP Data
Automation

A Marcom /Channel A Contacts A Connect actions to sales growth
A Lead Nurturing & Scoring A Pipeline Management
A Metrics A Customer Insights

A Top Targeted Leads
A Content and Tools
A Metrics

Honeywell Confidential 18



Recommend books on topic Honeywell

i Marketing by the
i Dashboard Light

Your Gut Is Still
%S%G&Tp(f Not Smarter
RELATIONSHIPS ”73” yaur Head Y()ur

How Disciplined, Fact-Based
Marketing Can Drive Extraordinary

Growth and Profits marl{eting

| Eited by WICRAEL ). BAYER zet SUSI | HART

sucks.

expers and sy leaders in

0OThe great t hi-bagedddswmnsisthata c t
t hey overrule the hier

MaCom measurement will set you free
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Measuring the Value of Marketing Communicatic

Presented by Matt Kucharski, Senior Vice President, Padilla Speer Beardsley

March 15, 2011
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The State Of Affairs

AAnything that costs money must
be justified

AMany organi zati ons
how to measure integrated
programs

AAs a result, many resort to
counting what they can count

({D padilla speer beardsley


http://www.google.com/imgres?imgurl=http://weblogs.cltv.com/news/local/chicago/Money stacks.jpg&imgrefurl=http://weblogs.cltv.com/news/local/chicago/2008/04/&h=309&w=339&sz=15&tbnid=8kRIkifjsVYtYM:&tbnh=108&tbnw=119&prev=/images?q=money+photos&zoom=1&q=money+photos&usg=__VI9zFwPdO7L2QySMS6sd6oNSgXE=&sa=X&ei=O6N7TfXlG5TrrAGImtjCBQ&ved=0CC0Q9QEwAQ

Common Questions We Get

AHow do | calculate the ROI of
marketing and communications?

AHow do | weigh individual elements in
the marketing mix?

ACan | tie publicity to sales or a stock

price?
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First, Some Simple Math

24

Marketing
|
Marketing Communications
|
Integrated Communications
I

Tactics

B

padilla speer beardsley



Why Measure? Because The Results Help:

A Prioritize work

A Justify the spend
A Refine a program

A Move from anecdotal to factual

AShi ft from Oreacti v

25
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Why Is It So Difficult?

Alt takes time
Alt takes money
AWedre dealing wi

A External factors

Alntegrated programs

AViewed as justification rather than insight

ADI stinguishing bet weg

26 2@ padilla speer beardsley



EVERYTHI NG CAN BE M



Determining Value

Brand
Building

28
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é I ToS A JUNGLE OUT



The oOoHI PPO6 Met hodol ogy

Based on theHighestPaid Pe r s dOhjéctive
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The oPenguindo Met hodol ogy
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Each tactic measured the same way
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Counting
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http://www.wired.com/wiredscience/wp-content/image.php?u=/images_blogs/photos/uncategorized/2007/12/03/mathchimp.jpg

TheRexXTd6 Met hodol ogy

Sobig that it consumes your entire budget

33 £ padilla speer beardsley



