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DESCRIPTION 2

Client
Bass Management Consultants

Report Type
Industry

Request Description
What metrics are top companies in high-tech usin t(g agufe their marketing effectiveness?

\/
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HIGHLIGHTS A

Use of Metrics

“The budget cuts that Information Technology marketers have endured over ast three
years are symptoms of a more problematic, underlying cause. T Industry,
marketers are losing ground because of their inability to measure af
of marketing...” (“Tech Marketers: Don’t ‘Sell Out’!, IDC).

Overview
According to IDC, there is a lack of marketing yrergents for those who market
Information Technology. This is also reflected in flicient amount of information

available on the web on what metrics are used by
the findings include:

of measurement. Budgets for theSe prograhs have been cut because of marketers’
inability to justify their value (““] eb drketers: Don’t ‘Sell Out’!, IDC).

» Marketers indicate that lead generation, press and analyst influence and sales
closed are the most important measurements of their performance
(Marketwire.com).

» Dell is one of the high tech companies cited as having metrics in place to measure
marketing effectiveness (Marketbridge.com).

b4
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OVERVIEW

Marketing

Marketing has always been recognized as a funcfrOpal
Marketers have reinforced this idea by not providy
efforts. According to IDC, marketers use two k& ,
based on personal experience and the influep ¢l préssure of senior management and sales.
However, marketing instinct is not a meast ght and senior management is only measuring
the bottom line.

Lack of Measurements
» Budget cuts have
measure and co
» The priority of
are shifted-tgwaprd factical, high measurable programs that relate directly to sales,

ting departments in IT because of their inability to
e value of marketing.

Fig.1: Marketing budgets are stabilizing
at the top line; but program priorities are
shifting dramatically.
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SOLICE:

Q: How have your overall marketing programs
budgets changed for 20037

» Marketers are becoming increasingly frustrated with their inability to measure
results. A $175M software vendor states, “We have absolutely no way to
measure marketing results aside from new business that closes. Beyond that,
there is no way to measure” (IDC).
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Measurement and Technology

» In the past CRM has been the focus of marketing automation applicagions.
However, measurement will soon be the focus as marketers seek tools
them justify their budgets.

» 60% of companies will increase spending on marketing technology in
54% will increase ad spending.

» Measuring marketing is the top technology priority and markg
vendors for technology advice (Nail, Mastering Marketing
» A survey of the members of the Association of Nationz
marketing officers and marketing managers were alkg

marketing effectiveness. CIOs and IT managgry cd to defer to CMOs and
marketing managers. According to Jim
becomes a partnership for marketing an
(Surmacz, CIO.com).

d

ich they must work together

Measurements Used

» According to IDC, sales two of the top measurements for marketing
effectiveness.

Fig.3: Marketing's primary measurements
are mostly sales-related.

Sales 25.30%
Leads 21.80%
Varies by program 12.60%

RO 9.20%

_ Conversion to sales 65.90%
Cost/qualified opportunity 3.40%
- Customer survey 3.40%
f Awareness 3.40%
: Mo criteriassubjective 3.40%
_ Press/media cutreach 2.30%
£  Sales/cost effidency 230%
& sales meetings 2.30%
; Communication responsiveness 1.10%
=  Stock price 1.10%
Closed loop tracking 1.10%

Madcetin g

Q: What Is the Primary measurement of marketing
effectlveness at your company?

Souree:
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» Rich Vancil of IDC recommends five measurement mandates. They are as

follows:

> Don’t reinforce the stereotype of not being able to measure marketing
efforts.

> Align marketing measures with sales measures.

> Establish consistent metrics.

> Recognize and communicate that measurementAsghidicult.

> Don’t leave marketing staff out of the measu égiation
(“Measuring Marketing in the Down Econom Analyst

Connection).
» In their report, “Tech Marketers: Don’t ‘Stll IDC also recommends that
marketers earmark 5% of every prograprexexutipfi dollar for the measurement of
performance (IDC).

An Example
» Dell is one high tech
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RECOMMENDED NEXT STEPS

This R® Report is the product of cg-research.com’s review of availghle online sources.
During the research process we uncovered other sources that w end for a more
in-depth look at your query.

ffic information such as further case
se marketing metrics. Please contact

Further research would help pinpoint mor
studies and examples of high tech companie
cg-research.com for more details.
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SOURCE OVERVIEW
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