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If you can’t measure it,
you can’t manage it

- PeterDrucker




A Calculating ROI

AMeasuring ROI at 4 levels
AMeasuring ROI: Tools and techniques
A Looking at each marketing channel

A Choosing channels for your program

Calculating ROI

Revenue — Marketing

ROI =
Marketing

$10,000 — $2,000
ROI =
$2,000

= 400%
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So, what’s a good ROI?

Marketing
Budget Necessary ROI

$10,000 — $2,000

209% — 0
b 52,000 400% ROI
$10,000 — $1,500
15% ‘ 27T 5670
b S 567% ROI
Lo $10,000 — $1,000 500% ROI
L $1,000 - 0

Measuring ROI: The challenges




Marketing CAN .D be measured

.-

At some point, the cost/effort to measure
marketing ROI becomes cost prohibitive.
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Measure what you can
and use experience and judgment




Comparing ROI at four levels

Conversion
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® Engagement

Interest

()
Awareness

Conversion

A Cost per impression (awareness)

A Cost per call/click/visit (interest)

A Cost per lead (engagement)

A Cost per conversion (conversion)

Least

reliable

Most

reliable
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Which is the better investment?

Print Banner ads

$1000 for 100k print ads $500 for 250k banner ads
in a magazine on a popular website

500 website visitors 500 website visitors

3% of the traffic converts 1% of the traffic converts
providing 15 registrations providing 5 registrations

Measuring ROI: Techniques
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Mailing Lists
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