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CEO Concerns Worldwide Are EndemicCEO Concerns Worldwide Are EndemicCEO Concerns Worldwide Are Endemic

42
%

exceptional, helping business 
drive change

appropriate, up to the task 
Mixed, meeting some of our 
needs
Weak, not meeting most of 
our needs17%

Exceptional

Weak

10% 11%

17%

42%17%

How Would You Describe The Skill Level Of Resources  Required To 
Manage Course-Altering Changes and Course-Correctiv e Actions?

Very Effective

Somewhat Effective

Not Effective

Not Applicable

37%

54%

9%

2%

54%
Somewhat 

Effective

How Effective Is Your Leadership With Managing Cour se-
Altering Changes and Course-Corrective Actions?

50% 50%

50%
Significa

nt 0%
None

50%
Some

To What Extent Do You See Your Sector/ Industry 
Undergoing Course-Altering Market Changes?

50%50%

Able to Anticipate

Able To Identify

Often Miss

16%
Often Miss

How Effective Is Your Leadership And Organization A t 
Identifying Course-Altering Changes?

59%25%

16%

© 2008 Matryzel
®
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As They Struggle With Various Options As They Struggle With Various Options As They Struggle With Various Options 

Establish Exploratory Partnerships (JVs etc)

Conduct Scenario Planning

Act As A Fast-Follower

Have Arms-Length Subsidiaries For New Opportunities

Create Initial Investments Through VC/ PE Funding

Open Source Development

Others

Use Game Theory

Apply Real Options Theory

40%

32%

27%

22%

17%

15%

9%

7%

7%

CEOs Struggling With Various Tools That They Either Plan To Use, Do Not Plan To Use, Have Knowledge 

Of, Are Told To Use To Assess Potential Course-Correcting Actions

CORPORATE VISIBILITY – GLARINGLY MISSING AT THE STRA TEGIC LEVEL

© 2008 Matryzel
®
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MARKETING & MARKETING & 
SHAREHOLDER VALUESHAREHOLDER VALUE
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Do We See Focus On Shareholders?  Or Customers?Do We See Focus On Shareholders?  Or Customers?
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Brochures, Advertisements, Free Promos Brochures, Advertisements, Free Promos –– Are They Sufficient?Are They Sufficient?
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Shareholders Value Excellence Across Shareholders Value Excellence Across –– And Visibility To All Activities And Visibility To All Activities 
Across The EcosystemAcross The Ecosystem

Suppliers Purchasing Inbound 
Logistics

Production
Outbound 
Logistics

Sales & 
Marketing

Distribution 
Systems

End User 
Customers

Supply ChainSupply Chain
Demand ChainDemand Chain

VALUE CHAIN VALUE CHAIN –– ENTERPRISE ENTERPRISE 
ECOSYSTEMECOSYSTEM

RISK TO THE ENTERPRISERISK TO THE ENTERPRISE

� Are Current Marketing & Branding Approaches Addressi ng This Need?
� Online Ads, Customer Care Waiting Time, Brochures, Unverifiable Claims

� Too Much Emphasis on Product, Packaging, Competitive  Responsiveness

� Too Little Emphasis On Customer Experience, Process  or Technological Innovation and 
Sales Performance
� Too Much Technical Jargon – Baby Formula, Pregnancy Test Products, IT Services

� No Emphasis On “Influencer Impact” or “Recall Value”

� Cluttered Websites – Aping Competition

� Product Marketing Replicated By Services & Solutions  Companies 
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MEASURING INFLUENCEMEASURING INFLUENCE
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Focusing On The Standard Focusing On The Standard –– Erodes ValueErodes Value

�� Stock PriceStock Price

�� Capital Market Capital Market 
PerceptionsPerceptions

�� # of Events Attended# of Events Attended

�� Brand EquityBrand Equity

�� Advertising & Advertising & 
PromotionsPromotions

TACTICAL INDICATORSTACTICAL INDICATORS STRATEGIC INTERPRETATIONSTRATEGIC INTERPRETATION

�� Not A Result of Not A Result of 
Marketing Alone Marketing Alone ––
External Factors External Factors 

�� Markets Have To Markets Have To 
Memory!Memory!

�� Too Cluttered Too Cluttered –– No No 
Value StatementValue Statement

�� Commoditized Commoditized 
Products or Services Products or Services 
DonDon ’’ t Provide Equityt Provide Equity

�� Perceptive Buyers Perceptive Buyers 
DonDon ’’ t Depend On It t Depend On It ––
Messaging Too WarpedMessaging Too Warped
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Are You Measuring The Right Factors?Are You Measuring The Right Factors?

�� Revenue GeneratedRevenue Generated

�� Qualified LeadsQualified Leads

�� Feedback From Sales Feedback From Sales 
ChannelsChannels

�� Customer Retentions Customer Retentions 
& Relationship & Relationship 
DeepeningDeepening

�� Website Traffic & Website Traffic & 
Content ViewingContent Viewing

TACTICAL INDICATORSTACTICAL INDICATORS STRATEGIC INTERPRETATIONSTRATEGIC INTERPRETATION

�� Increased Bottom lineIncreased Bottom line

�� Higher Conversion Higher Conversion 
Opportunities Opportunities 

�� Opportunities For Opportunities For 
InnovationInnovation

�� ReferenceReference --Ability & Ability & 
ExpansionExpansion

�� First Point Of Call & First Point Of Call & 
Opinion FormulationOpinion Formulation
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MEASURING MARKETING MEASURING MARKETING 
ROIROI
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The Marketplace View Today The Marketplace View Today –– Shared By StakeholdersShared By Stakeholders
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Measuring Marketing ROIMeasuring Marketing ROI

WHAT TO MEASURE & WHYWHAT TO MEASURE & WHY

�� COST PER LEAD COST PER LEAD – Are You Spending More Than The Opportunity Itself?

�� LEADLEAD --TOTO--CLOSE RATIOCLOSE RATIO – Use Solution Selling Methodology To Track This.

�� COST TO FULFIL A DEAL/ ORDER COST TO FULFIL A DEAL/ ORDER – How Much of Pre-Deal Spend Is Because of 
Marketing?

�� RENEWAL RATES BY CUSTOMER SEGMENT OR SERVICE/ PRODUC T LINERENEWAL RATES BY CUSTOMER SEGMENT OR SERVICE/ PRODUC T LINE – Vital 
To Ensure Marketing & Value-Messaging Focus Appropriately Directed

�� EVENTEVENT--BASED ROI BASED ROI – Leads From Events vs. Deals Closed; includes # of Analysts & 
Influencer Groups Met With [incl. Advisors, Media et al]

WHAT TO ANALYZE & WHYWHAT TO ANALYZE & WHY

� Standard financial and marketing measurements: Net Present Value (NPV); Gross Margin; 
Incremental Customer Value (ICV); Customer Lifetime Value (CLV) 

� ROI Threshold or Hurdle Rate 

� Comparing Incremental Revenues vs. Incremental Costs 

� Past marketing investments vs. future decisions
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And Be Aware of MythsAnd Be Aware of Myths

MythMyth : Various vendors' ROI assessments are useful for c omparing thei: Various vendors' ROI assessments are useful for c omparing thei r applications' contributionr applications' contribution . In 
reality, payback period is a much more effective relative measure of a given application's ability to deliver 
value.

Myth: Hard numbers are all that matters in defining  ROI. Myth: Hard numbers are all that matters in defining  ROI. It's a safe assumption that 70 percent of the total 
cost of any CRM implementation is going to be training and assisting people to change how they work today. 
For every dollar spent on CRM, at least two or more additional dollars needs to be spent on assisting the 
people who actually use the application change how they work. It's the numbers spent on "soft" strategies like 
changing how people work where the true ROI gets earned -- and when marketing has an idea of their 
performance on processes with the metrics above, this myth gets exposed quickly.

Myth: You can predict ROI using industryMyth: You can predict ROI using industry --specific averagesspecific averages . One company's best practices can be 
another's worst. Too often companies buy into the vision of ROI by proxy instead of performance. When a 
company is armed with marketing metrics, this is much easier to refute.

Myth: When all else fails, costMyth: When all else fails, cost --reduce your way into a positive ROI. reduce your way into a positive ROI. A hold-over strategy from the 
recession, this rarely works and as many have said, it's impossible to cost-reduce your way into market 
leadership.

Myth: Sustainable ROI is possible without integrati onMyth: Sustainable ROI is possible without integrati on . The most dangerous of all myths, because there is 
evidence everywhere that the exact converse is true. In the case of marketing, the more integrated the 
processes the higher the ROI of the systems added to automate the information required to complete the goals 
the processes were designed to achieve in the first place.

Myth: ROI on a perMyth: ROI on a per --project basis is always traceableproject basis is always traceable . This is certainly not true, and only happens when a 
process is owned from start to finish, and has clear boundaries. Cause-and-effect happens when processes 
change first and technology gets selectively applied.
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