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Understand the ABCs of ROI marketing campaigns

After working with literally hundreds of
businesses over the past two decades, I'm
always surprised at the way companies of-
tenmiss even simple ways to improve their
return on marketing. With the increasing
number of marketing and advertising
choices available today — and how compet-
itive the entire marketplace has become in
virtually every sector — the need to pay
careful attention to the ROI concept in
marketing is as strong as ever.

SIZE DOESN'T MATTER

It would seem that the larger a company
is, the more likely it would have readily
available resources to prevent common
oversights —but sometimes its many mov-
ing parts and institutional ways make it
as, or more, susceptible to the same ROI
lapses that affect much smaller compa-
nies.

And, while smaller companies may be
much less capable of absorbing the ex-
pense or opportunity costs that are the end
result of a poor ROI marketing strategy —
they too overlook simple things that could
oftentimes keep them more competitive
with their larger, more heavily funded,
brethren.

DEFINING THE GAME

In a perfect world, defining “return on
investment” would be simple and uniform.
But, as we all know, the world of business
is not that tidy or easy. While a balance
sheet requires dividing net profits into net
assets, to get ROI, in the world of market-
ing, definitions vary.

To some, it means getting a greater vol-
ume of business from existing customers
or clients. To others it may mean enhanc-
ing the “top of mind awareness” of a spe-
cific target market. It may revolve around
the perception or “equity” of a brand in

~ .~ the marketplace, or the posi-
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Steve All of these can be impor-
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marks to monitor. At the end
of the day however, part of the equation
usually relates back (especially when
speaking to the CEO or owner of a compa-
ny) to moving the sales needle in some
meaningful way.

And alas, this is usually the holy grail of
marketing ROI — namely, top line revenue
and bottom line margins. The trick to us-
ing any barometer is in figuring out what's
realistic in terms of expectations, results
and time frames for achievement.

STRIKING A BALANCE

Expectation management is a critical
step in establishing and evaluating your
marketing ROI. Just setting an arbitrary
goal is not an appropriate first step.

Rather, you must establish your particu-
lar goals in the context of your market,
your company’s history, your budget allo-
cations and any other possible variables
that could impact the results of your
strategies, either up or down. To not do
this, is setting yourself up for confusion,
frustration or misappropriating “success”
or “failure” too quickly — and missing the
opportunity to reproduce what works, or
terminate what doesn’t.

Even in the case of franchises that follow
a prescribed system or strategy, they can
have widely different results based upon
individual and market specific variables.
You must strike a balance between what
you want to see happen and how likely that
is to happen, given the environment and
the application of all the experience, prac-
tical intelligence and common sense you

can muster to focus on your expectations.

OUTSIDE HELP

If you are committed to measuring any
of the numerous marketing metrics that
are not as visible as top or bottom lines, it's
an excellent idea to get some external as-
sistance in the process. Specialists in the
field of perceptual or market research can
help you get a before and after snapshot of
some of the more intangible ways of meas-
uring success and ROIs.

Not only can they help determine where
your business or brand currently “ranks”
in the potential customer's mind, but they
can help you further activate these find-
ings by determining what's important to
your customers and thus what's most im-
portant in your messaging, which will con-
tribute to a more predictable ROL

One caveat though: Never let the almost
mystical presentation of statistical
analysis override common sense or a
proven perspective gained from your ex-
perience. This data should ideally bal-
ance your instincts — not beat them into
the ground.

Remember, many of our markets’ most
thriving enterprises were started by inno-
vators who realized that most people did-
n't really know what they wanted or need-
ed — until they gave it to them.

SIMPLE STEPS

Regardless of the level to which you
wish to go in establishing, detailing and
monitoring your marketing ROI, there are
many things you can do immediately to
boost your returns on any marketing in-
vestment. Here are a few:

@ Make sure your employees are aware
of your campaigns. Let employees “close
the loop” on any image you are trying to
project to the market through their in-

formed interaction with clients and cus-
tomers. It also boosts morale.

@ Deal with marketing vendors as al-
lies. Amazingly, some businesses have not
figured out how to determine a win for a
supplier. Give them one in a negotiation
and get many more for themselves in re-
turn.

Think about if you “demanded” an up-
grade from an airline you were already
paying to fly. How well would that work?
Make a well-informed, fair-minded deal,
and then stay politely visible to the vendor
— letting them know your needs — and the
value added will flow. :

@ Never confuse price with value. If
vou have a choice between a $100 invest-
ment that would yield a $150 return or a $50
investment that would yield a $51 return,
which is the smarter move? Don't get
caught in a pure price mentality without
appreciating value.

@ Own something. It's amazing how
many businesses try to fight marketing
battles on multiple fronts at the same time
— and essentially lose on all of them. Re-
gardless of your platforms or tactics,
vou're better to have focused dominance in
one place and grow outward from there.
Most highly successful businesses started
with one person, one place or one concen-
trated presence.

Making sure that your marketing ROI is
well thought-out and managed around,
can make all the difference between thriv-
ing and only barely surviving. It's justan-
other reason why running a business isn’t
easy — but hey, if it was, everybody would
be doing it!
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