i Campaign Strategy - Response Model to Improve Campaign ROI
a (Response Model ROI Simulation) RIVERS
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Campaign Strategy - Response Model to Improve Campaign ROI
(Improving the Marketing Funnel) RIVERS

Target Audience

Profitable Sales




Campaign Strategy - Response Model to Improve Campaign ROI
(ROI Formula Overviewl)
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Calculate the ROI for Client

Budget

Total Marketing Expense
Co-Op Credits

Net Marketing Cost

Marketing Impact
Target Audience Reached

-
-

Financial Results
Avg Sales Mmgt Cost per Lead
Cost to Sales Organization

g Marketing Expense

Total Investment

Total Incremental Gross Margin
Total Investment

Marketing lead rate Return
Incremental Leads
Marketing Cost per Lead Investment

Sales Impact

Leads from Marketing into Sales
Net Close Rate of Leads
Incremental Sales

Average Revenue per Sale
Total Incremental Revenue

Average Gross Margin Rate
Average Gross Margin / Sale
Total Incremental Gross Margin
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tt

Return (GM - Invt)

-
-
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.l Campaign Strategy - Response Model to Improve Campaign ROI
b, (ROI Formula Overview?2) RIVERS

Targeting Tactics - Selection

Original New Incremental
Budget
Total Marketing Expense $100,000 -
Co-Op Credits -$50,000
Net Marketing Cost $50,000
Marketing Impact
Incremental Leads 500
Marketing Cost per Lead $100 -
Sales Impact
Net Close Rate of Leads 10.0%
Incremental Sales 50
Average Revenue per Sale $10,000
Total Incremental Revenue $500,000
Average Gross Margin / Sale $3,500 —
Total Incremental Gross Margin = $175,000
Cost to Sales Organization $75,000
Financial Results
Investment $125,000
Return (GM - Invt) $50,000
RO 40% —




Campaign Strategy - Response Model to Improve Campaign ROI

(ROI Increase through Improved Conversion)

Campaign ROI

1 (¥ Cost
| [7] Revenue
l [ Profit

$6,000

$4.000 || ‘
$2,000

ROI: 120%

Total Campaign Cost: $5,000.00

# of Responders: 5000
# of Buyers: 110
Revenue Generated: $11,000.00
Profit: $6,000.00
Cost per Responder: $1.00
Cost per Buyer: $45.45

lls below to enter data

urchased: 5,000

-per-click: $1.00

note: double-clic

Clic

Conversion Rate: &= 2.2%
(What % of responders will buy?)

Average Buyer Purchase: $100

(How much will buyers spend?)

paign ROI

[¥l Cost
|7l Revenue
1 Profit

ROI: 330%

Total Campaign Cost: $5,000.00

# of Responders: 5000
# of Buyers: 215
Revenue Generated: $21,500.00
Profit: $16,500.00
Cost per Responder: $1.00
Cost per Buyer: $23.26

note: double-click cells below to enter data

Clicks Purchased: 5,000

Cost-per-click: $1.00

Conversion Rate: e 4.3%
(What 9% of responders will buy?)

Average Buyer Purchase: $100

(How much will buyers spend?)
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