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MEasURING THE EFFEcTIVENEss of marketing 

campaigns is a major task facing all marketing 

executives. Not only is it important to track the effec-

tiveness of these programs in order to know whether 

these efforts are doing their job, it’s essential so that 

Chief Marketing Officers can demonstrate to upper 

management the return on their investment. 

Recently the St. Louis AMA conducted a roundtable 
discussion on measuring the effectiveness of mar-
keting with twelve local area Chief Marketing Offi-
cers. This discussion was the sixth in a series spon-
sored by the AMA. During the session, the marketing 
executives discussed their experiences with and 
suggestions for evaluating marketing campaigns.

P a r t i c i p a n t s  i n c l u d e d :
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How Companies Measure the Success of 
Marketing Campaigns

Ymj Hmnjk  Rfwpjynsl Tkăhjwx ufwynhnufynsl ns ymj 
Wtzsiyfgqj qnxyji f szrgjw tk  |f~x ns |mnhm ymjnw 
htrufsnjx hzwwjsyq~ rjfxzwj ymj xzhhjxx tk  ymjnw 
rfwpjynsl jkktwyx3 Frtsl ymjxj fwj ymj ktqqt|nsl?

63 Xfqjx
Ktw rtxy1 xfqjx nx ymj ltqi xyfsifwi ktw rjfxzwnsl ymj 
xzhhjxx tk  ymjnw jkktwyx -n3j31 ini ymj ns{jxyrjsy uwtizhj 
f xznyfgqj wjyzwsD.3 [fwntzx qj{jqx tk  xtumnxynhfynts fwj 
wjutwyji ns fsfq~xnx tk  xfqjx ifyf3 Xtrj xnruq~ uqty 
ymjnw xfqjx ts f lwfum fsi wjfi ymj jkkjhy1 |mnqj tymjwx 
mnwj wjxjfwhm htrufsnjx yt htrj ns fsi htsizhy rtwj 
xtumnxynhfyji xyfynxynhfq fsfq~xjx3

I think mostly it’s sales and volume. Those are the metrics 
that we look at. And then for marketing programs, it’s really 
measuring back against response. I will go back to my direct 
marketing programs and not just look at redemption rates 
and see what’s happening, I try to do some kind of  calcula-
tion to show whether it paid out or not. But I will also try to 
match it up to timing. I will plot our volumes by day and look 
at when we dropped certain efforts and try to look at their 
responses and look at it that way as well.

A lot of  times if  you just plot the numbers on a graph, you 
see your media bump and then you see like three months 
later your sales spike. Then when you turn the media off. It 
becomes pretty convincing. You don’t have to be a statistician.

We worked with a research company and basically created 
an ongoing regression analysis, that we would feed into this 
regression analysis every dollar we were spending on advertis-
ing and promotion and events and so forth by week. GRPs by 
radio, television and all that. Then you can create this huge 
analysis. The dependent variable would either be awareness 
or it would be sales or new card holders. We looked at all 
three. Then you could see which aspects of  your marketing 
effort was (sic) driving the dependent variable.

73 Share of  Market
Tymjw ymfs ymtxj |twpnsl ktw mtxunyfqx1 kj| tk  ymj 
qthfq rfwpjynsl j}jhzyn{jx wjutwy fhhjxx yt xmfwj 
ifyf ymfy ymj~ hfs zxj ktw fsfq~xnx tk  rfwpjynsl fh-
yn{nynjx3 Rtxy gjqnj{j ymfy tsq~ {jw~ qfwlj htsxzrjw 

uwtizhyx y~uj htrufsnjx hzwwjsyq~ mf{j fhhjxx yt 
Snjqxjs tw NWN y~uj ifyf3

Hospitals use share data. We have data we report to the state 
and then the state feeds it back. It’s sort of  voluntary. I will 
provide the data, in return I get everybody else’s data. 

93 Sj| Qjfix
F szrgjw tk  ymj j}jhzyn{jx wjutwy wjq~nsl ts ymj 
szrgjw tk  sj| qjfix fx f rjfxzwj tk  ymj jkkjhyn{j-
sjxx tk  xtrj rfwpjynsl uwtlwfrx3 Xtrj xzw{j~ 
ymjnw xfqjx ktwhj yt ijyjwrnsj |mfy f xujhnăh j{jsy 
ini ktw ymjr ns yjwrx tk  ij{jqtunsl sj| qjfix3 Ymj 
HRTx firny ymfy ymnx rjfxzwj nx sty fq|f~x zxjkzq 
ns ymfy ymj xfqjx wjux mf{j f {jxyji nsyjwjxy ns xf~nsl 
ymfy ymj~ mf{j gjjs hfqqnsl ts ymfy fhhtzsy fsi 
ymfy ny |fx ymjnw jkktwy ymfy rfij ymj inkkjwjshj1 sty 
rfwpjynslúx3

We did surveys with our sales teams to ask how many leads 
ymj~ lty tkk  tk  xujhnăh j{jsyx3 Fsi ymjs mt| |fx ymj ktqqt|2
up on those. It’s more so we can say to ourselves, that event 
|fx f ltti nijf1 ny |fx uwtăyfgqj ktw zx yt it fsi rf~gj |j 
should do it again.

One of  the ways we measure marketing effectiveness is by 
the number of  sales leads that actually bounce back to the 
magazine from the traditional bingo card.

When we survey our sales reps about how many leads did 
you get from this, we get a very poor positive response because 
it’s in their vested to say, “Oh well, I was already calling on 
that account.”   

:3 Sj| Hzxytrjwx 4 Sj| Rjrgjwx

Hts{jwxnts Wfyj nx fstymjw nrutwyfsy rjfxzwj ktw 
xtrj tk  ymj rfwpjynsl j}jhzyn{jx3  Ymnx nx ufwynhz-
qfwq~ ywzj ktw ymtxj |mtxj ăwrx mf{j j}yjsxn{j if-
yfgfxjx |mjwj hts{jwxnts yt hzxytrjw4rjrgjw hfs 
gj ywfhji gfhp yt xujhnăh rfwpjynsl fhyntsx yfpjs3

Beyond measuring the number of  people who call in to get 
on a list, we want to know did they bring their child into the 
hospital. It’s amazing how many healthcare organizations 
itsúy it ymfy3 Ymj~ rf~ yfpj ymj ăwxy xyju3 Ymj~ rf~ ljy 
them in but they don’t measure conversion rate or do they end 
up visiting your facility.

The Roundtable discussion was held October 27, 2006 and was moderated by Mr. Lon Zimmerman 
of Zimmerman Marketing Research.
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;3 =55 Szrgjw Hfqqx 4 \jg Xnyj Mnyx

F utuzqfw |f~ tk  rjfxzwnsl ymj jkkjhyn{jsjxx tk  
rfwpjynsl hfrufnlsx nx {nf ywfhpnsl nshtrnsl hfqqx 
fsi |jg uflj mnyx3 Rfs~ wjutwy xjyynsl zu inkkjw-
jsy =55 szrgjwx ktw utyjsynfq hzxytrjwx yt hfqq 
gfxji ts ymj rjinf ymj~ |jwj j}utxji yt3 Xnrn-
qfwq~1 rfs~ mf{j inkkjwjsy |jg xnyj ZWQx -qfsinsl 
ufljx. xjyzu ktw inkkjwjsy rjinf fsi ymj~ ymjs 
rjfxzwj ymjnw xzhhjxx g~ htzsynsl mnyx fy ymj {fwn-
tzx |jg ufljx3
On our direct mail and our trade publication we put differ-
ent phone numbers so that if  they see the ad and they call 
in, we can track through the call center who responded via 
that campaign. 

You can assign a different number to the various media 
channels. And the customer doesn’t know the difference. It 
comes in. They log which number was used and if  they 
route it back to the bank’s phone number, then you can 
compare where the response is coming from, the newspaper 
because the number there is different than the one you have 
on the radio and the one you have on the TV. Then you can 
kind of  get a better way of  measuring which media is driv-
ing your response. 

We also watch the responses to our website. Hits on our 
website. Much of  our advertising is to drive people to our 
website. It’s very extensive and very informational so if  we 
think we can drive somebody to our website, then we’ve met 
a major hurdle.

We use Landing Pages quite a bit in our advertising. When 
we do a new product launch we direct potential customers 
yt f xujhnăh qfsinsl uflj fsi |j |tzqi gj fgqj yt rjfxzwj 
the time they spent on that page, and that is as well as click 
throughs. If  they explored the product line or if  they went on 
to sister products. It’s kind of  a twist on the 800 number.

Ymj j}jhzyn{jx flwjj ymfy |mnqj ns{fqzfgqj1 ymnx 
rjfxzwj nx qnpjq~ yt zsijwxyfyj wjxzqyx3 Wjlfwi-
qjxx tk  ymj =55 szrgjw tw qfsinsl uflj ymj~ |jwj 
j}utxji yt1 xtrj hzxytrjwx fwj ltnsl yt hfqq ymj 
rfns umtsj qnsj tw {nxny ymj |jgxnyj mtrj uflj 
ymfy ymj~ fqwjfi~ mf{j gttprfwpji3

However, those that have just seen it continually and then 
after a few months, decide I’m going to look up my local guy, 
Núr xynqq xywzllqnsl |nym yw~nsl yt ălzwj tzy mt| yt rjfxzwj 
that. 

Ns f gwtfijw xjsxj1 ~tz fwj wnlmy3 Nyúx tg{ntzxq~ {jw~ inkăhzqy 
to measure. Again one of  the things we are doing is have 
we moved that needle over a twelve month period of  time by 
measuring where you are at here and then coming back and 
measuring the same thing 12 months later.

It’s interesting to hear how many people are doing that. I’ve 
always struggled with it because at some level, whether it’s 
the 800 number or it’s the landing pages, it’s always going 
to under report because somebody is going to go to (Com-
pany).com as opposed to the slash whatever.

Relative Acceptance of Softer Measures of Marketing 
Effectiveness

\mnqj ymj rfwpjynsl j}jhzyn{jx fhhjuy xtkyjw rjf-
xzwjx qnpj gwfsi f|fwjsjxx1 nshtrnsl umtsj hfqqx 
fsi mnyx ts ymj |jgxnyj fx gjnsl {fqni fsi {fqzfgqj 
rjfxzwjx ktw fhhjxxnsl ymjnw rfwpjynsl uwtlwfrx1 
rtxy gjqnj{j ymfy ymjnw ytu rfsfljrjsy nx rtwj 
szrgjwx iwn{js3 Ymj~ |fsy yt pst| mt| rfs~ 
itqqfwx mf{j ~tz nshwjfxji ns xfqjx fx f wjxzqy tk  
ymfy hfrufnls1 mt| rfs~ sj| fhhtzsyx1 fsi mt| 
rfs~ sj| rjrgjwx ~tz mf{j gwtzlmy ts gtfwi3

My CEO always asks are we winning or losing. In my par-
ticular case and in the banking industry perhaps in general, 
it’s all about the numbers. What you get for every dollar that 
you spend.

But I do think on measurements, you need a measure on 
revenue, but that is very hard with the start of  a campaign 
to really tie it back. But if  people are calling in and going 
to your website, you need a very good case for the people who 
call in, buy on average this and they buy that. Then you can 
justify it that way. But the key measure is how much revenue 
does it make.   

Tsj tk  ymj gfxnh gzxnsjxx tgojhyn{jx tk  htzwxj nx yt gj uwtăy-
able. If  that is your ultimate goal, shouldn’t we stay focused 
on measuring the return on each dollar invested and stay 
focused on the numbers? And to the extent that branding is 
nrutwyfsy1 fsi N it gjqnj{j ymfy ny nx1 xmtzqisúy |j ăsi xtrj 
way of  measuring the value of  that brand? You are not go-
ing to do it all the time but I’m not so sure we should be as 
concerned about some of  these softer issues unless we can tie 
them back into the ultimate goal which is driving 
uwtăyfgqj xfqjx3
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For more information about this or future 
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match-Backs key to successful measurement of 
marketing effectiveness

Rjfxzwjx tk  rfwpjynsl jkkjhyn{jsjxx fwj rtxy 
{fqzfgqj |mjs ymj~ hfs gj ynji gfhp inwjhyq~ yt ymj 
rfwpjynsl fhyn{nynjx ymfy hfzxji ymjr3 \mnqj sty 
ujwkjhy1 ymj rfwpjynsl j}jhzyn{jx flwjji ymfy ymj 
fgnqny~ yt rfyhm2gfhp f rjfxzwj yt ymj rfwpjynsl 
jqjrjsy |mnhm hfzxji ny nx hwnynhfq yt rjfxzwnsl 
rfwpjynsl jkkjhyn{jsjxx3 Sty tsq~ it rfyhm2gfhpx 
ln{j ymj rjfxzwjrjsy xtrj {fqniny~1 ymj~ fqxt 
jsfgqj ymj j}jhzyn{jx yt htrufwj ymj wj{jszj 
ljsjwfyji g~ ymj rfwpjynsl jkktwy flfnsxy nyx htxy 
yt hfqhzqfyj wjyzws ts ns{jxyrjsy ktw ytu rfsflj2
rjsy3

This match-back idea, really can be very useful because if  
you do the match-back, then you can take those people that 
we touched with marketing that became members or spent 
money with us, you add it all up and it’s very easy to do an 
ROI. And it looks pretty damn impressive. Now granted, 
some of  the more astute of  them will say you can’t claim 
hwjiny ktw fqq tk  ymtxj rfyhmjx3 N xf~ ă sj1 yfpj mfqk  tk  ymjr3 
But it’s usually pretty impressive if  you take total spent for a 
year for each customer. I like match-back. It’s pretty handy.

I think the primary way we are doing it is match-back. 
When we get new members we match them back: Ok, is this 
somebody we mailed or didn’t mail in the prior period, past 
two periods and so forth. It’s not a perfect measure because 
they may have just coincidentally become a member, not be-
cause we mailed them something. But it seems to be a pretty 
good indicator.

One thing that we do at the hospital is we have a call center 
and people call in for referrals to a physician, to register for 
a class or to register for an event. Some of  those events are 

charged; some of  them at are at no cost. But the key is they 
get in the database with their name and address and then 
we look at downstream usage at the hospital. After they 
have registered how quickly they did it take to convert them 
to a customer. We will put a value on and are able to look 
at the revenue generated and tie it back to the event. You 
can compare your revenue generated against the cost of  the 
acquisition program. 

Xtrj tk  ymj j}jhzyn{jx hfww~ ymnx ă sfshnfq fsfq~2
xnx f xyju kzwymjw fsi htrgnsji |nym ifyf ns ymjnw 
ifyfgfxjx1 ymj~ hfqhzqfyj ymj ÷qnkjynrj {fqzjø tk  
ymj sj| hzxytrjwx ljsjwfyji3 

What we are really trying to get to is not just did we acquire 
a new customer but what kind of  revenue did we generate 
from that customer over the life of  that relationship. So we 
are starting to look at how long they stay with us, what 
revenue we generate from the product that they opened with 
us. But then also what else do we sell that customer and 
what do we generate in revenue from that. Then you back 
out the operational cost and then what we are really getting 
to is what I’m a big believer in, is what we call the lifetime 
value of  that relationship. If  you can measure that and that 
is easier said then done, then you can start looking at how 
much am I willing to pay to get a new DDA customer? As 
long as I can keep my initial acquisition cost underneath 
that threshold, then I win. If  I don’t, if  it’s above that 
threshold, then I lose and I change my approach. 


