Improved ROI by Measuring Marketing Effectiveness 
By Peter Warren

Recent studies have highlighted a number of benefits to marketing departments measuring the effectiveness of their Marketing activities. Departments that measured:
- Spent 90% of their marketing budgets vs. only 67% at non-measuring firms
- Were more likely to experience greater budget increases 
- Were significantly more satisfied with their marketing efforts 

(Note: The definition of “measured” used here refers to any form of measurement, not necessarily marketing return-on-investment or other sophisticated measures). The most popular measures are customer satisfaction and number of sales leads, but some companies use other hard metrics like increases in sales and profits

Multiple studies underscore the importance of marketing making a case for its credibility within the organization. Measures used by marketing are not always known or understood outside of the marketing department. And marketing is often criticized for having poor process, measures that are too soft, and indecipherable results. In order to prove its worth, marketing needs to improve awareness of what marketing does and how it measures success. What is the challenge for marketers in gaining executive-level credibility and how can they go about accomplishing this? 
What a CEO wants from Marketing is results. Measurement provides that. When the Marketing Specialist can prove that he or she can deliver a set of business results for some number of dollars, marketing becomes a simple business decision: “Should I spend these euro’s for those results or should I put them elsewhere for different results?”
Once marketing has shown it can deliver a set of objective results, such as a 5% increase in leads or a 100% ROI on marketing spending, the question becomes “Can you improve those numbers by doing what you do better?” That is the Marketing Manager's job in running his or her department. In some companies, there may need to be a lot of transparency. In other companies (particularly those that outsource some of their marketing work), it may be fairly opaque. It all starts with a dialog between the MD & Marketing.
