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If it doesnõt make money,          
it shouldnõt make senseé
Measuring impact of activity

Dan Joyce
March 15, 2011
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11,000 2,000

$1.8B

$14B

Grow Share 

Holder 

Value

Business 

ñSellingò Costs

(Investments)

Why we exist

Drive more bang for buck, ie ROI
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View from the top 

Being more efficient & more effective

Growth ($M) 2009 2010 V%

Orders 2,000$      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 590$         600$          2%

Selling % of GM 39.0% 41.7% -2.7%

   Effectiveness Ratio 94%
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Commercial 

Effectiveness

Ratio

All the activities of the 

organization

Begin with the end in mind
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Old advertising adageé

"I know half my 
dollars are 
wasted - I just 
don't know 
which half!"



Honeywell Confidential 8

CEO pressure on marketing

ñI think of MarCom more 

as spenders than 

investorsò
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Based on

Neuroscience

Right brain MarCom, please move to left

Left Brain

- Analytical 

- Science

- Math

Right Brain

- Creative

- Art

- Communications
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ÅLess strategic

Å1: many

ÅHarder to measure 

linkage to sales 

outcomes
ÅMore targeted & strategic

Å1:1

ÅEasier to measure sales outcome
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Link Marketing / MarCom to Sales

Your CEO and CFO donõt care how many Facebook 

followers you have, they want to know how that is 

going to translate into additional behaviors that leads 

to a sale.

Focus on the outcome, not the activity 
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Levels of measurement maturity

1) Measure

Nothing

Å Executing tactics 
without ever looking 
back

Å Tactics in search of 
strategies 

2) Measure
Activity

ÅWeb visits

ÅDuration visits

ÅClick thru rate

ÅPR coverage

ÅAd equivalent

ÅBrand mentions

ÅAd reach

ÅTrade show traffic

Å# impressions

Å# contacts

ÅCost campaign

Å# leads

3) Measure
Impact

ÅCustomer behaviors 

- loyalty

- Market share

- Awareness

- Intent to purchase

- Perceptions

- Retention 

- Pipeline stage

ÅResponse rate by targets 

ÅCost per A -leads

ÅLeads to revenue

ÅTotal MarCom impact to 
sales

ÅNew product sales 5 
years $ % sales

Cost / Quantity Cost / Quality 

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

Sales 
Call

Trade 
Show 

Inside 
Sales 

Business 
Letter

Direct 
Mail

InternetAd in 
biz 
pub

Conta
ct 
Meth
od  

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

Sales 
Call

Trade 
Show 

Inside 
Sales 

Business 
Letter

Direct 
Mail

InternetAd in 
biz 
pub

Conta
ct 
Meth
od  

Flying Blind 

Clearer objectives, targets, 

alignment

Often fuzzy objectives, wide 

targets, mis-alignment
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Align MarCom & measurement to sales funnel

Support the sales pipeline ïmeasure success 



Honeywell Confidential 15

Targets  - Awareness ïConsideration ïTrial ïPurchase - Loyalty 

Example: Low cost survey aligned to sales stages
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Lower the spend

Measure and better align future spend

Align

resources

Increase support

Increase support

Understand how customers want to be served
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MarCom lead count dashboards in CRM
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Bigger picture

CRM

Chatter
Collaboration

Sales #
Customer Info

ERP Data

Customer Care
CRM

Marketing 
Automation

ÅContacts
ÅPipeline Management
ÅCustomer Insights
ÅTop Targeted Leads
ÅContent and Tools
ÅMetrics

ÅMarcom /Channel
ÅLead Nurturing & Scoring
ÅMetrics

ÅConnect actions to sales growth
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Recommend books on topic 

MaCom measurement will set you free

òThe great thing about fact-based decisions is that 
they overrule the hierarchy.ó

Jeff Bezos, Founder, Amazon.com



Measuring the Value of Marketing Communications

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

March 15, 2011



The State Of Affairs

22

ÅAnything that costs money must 
be justified

ÅMany organizations donõt know 
how to measure integrated 
programs

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

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

ÅHow do I calculate the ROI of 

marketing and communications?

ÅHow do I weigh individual elements in 

the marketing mix?

ÅCan I tie publicity to sales or a stock 

price?

23



First, Some Simple Math

Marketing 

Í

Marketing Communications 

Í

Integrated Communications

Í

Tactics
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Why Measure? Because The Results Help:

ÅPrioritize work 

ÅJustify the spend

ÅRefine a program

ÅMove from anecdotal to factual

ÅShift from òreactiveó to òproactiveó mode
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Why Is It So Difficult?

ÅIt takes time

ÅIt takes money

ÅWeõre dealing with human behavior

ÅExternal factors

ÅThere are very few 1:1 correlations

ÅIntegrated programs 

ÅViewed as justification rather than insight

ÅDistinguishing between òvalueó and òROIó
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EVERYTHING CAN BE MEASURED, BUT é
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Determining Value
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Monetary

Utility

VALUE

Brand 
Building



é ITõS A JUNGLE OUT THERE!!!
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The òHIPPOó Methodology
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Based on the Highest Paid Personõs Objective



The òPenguinó Methodology 
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Each tactic measured the same way 



The òMonkey-See-Monkey-Countó Methodology 
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Counting é just because you can

http://www.wired.com/wiredscience/wp-content/image.php?u=/images_blogs/photos/uncategorized/2007/12/03/mathchimp.jpg


The òT-Rexó Methodology
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So big that it consumes your entire budget


