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Ask the Audience:

How many people are measured
by thevolume of leads?




Ask the Audience:

How many people are measured
by thecostof leads?



Ask the Audience:

How many people are measured
by leadconversion into revenu@
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A Define a lead
A Evaluate costs
A Talk about lead costs
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Fri 9/27/2013 4:42 PM

Burstein, Daniel

lead cost panel

To Lorenz, Jessica

o You replied to this message on 9/27/2013 4:43 PM.

We just got this question. It's a good way to set up the problem in the lead cost panel. | took a picture of it as an image...

Do you have CPAs specifically for financial products? If yes, what kind of financial products? Also is this for consumer products,
or B2B product?

Daniel Burstein
Director of Editorial Content
MECLABS
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Thisits:al discussion about tead
cost only.  kead gualificatiomandg
nurturing will lbeccovereadin
|ater sessions.
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What pains you In talking about
lead costs?
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Alignment in

Clear definition terms of
2F & f S lvdRie, follow
up, feasibility

. consideration: of
Inclusion of all

appropriate value of
PRIOP Sale/complexity
COStS
of sale
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A Define a lead
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olt depends on what the meaning of the
word W Asalfhet ifhet A T mdansas
and never has been, thatm®t T thatis
one thing. If it means there Is none, tha
was a completelytrud G I 6§ SY S
c.President Bill Clinton
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Definition:
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Where IS a -
lead?

v

Heck, what Is a
lead?
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Inquiry? Handraiser?

SQL? Shared lead?

Purchased list? Multi-touch

Qualified lead? lead?
MQL? Salesready?

Highquality lead?
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Agree with Sales on a definition AN
follow up ¢ Feedback mandate
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LGQa | LINRALISOGZ y2i

Awareness Engaged Prospect Sales Lead Opportunity

Customer
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LGQa F LINRPaLISOGsT y2i

Awareness Engaged Prospect Saleslead — Opportunity

d Customer

b= =4

Nanl visit websiteand either fill
out a form or download
content
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Prospect

Demographic lead scoring
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Lead Cost

What are the costs that should go
Into the calculation of cosper-lead?
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Chart Can youwget a highquality lead for $2 @

29%0

$180 e Less than $20

23%

$51-$150 1 6 % C\\)moir:::‘fjgsherpo

$21-$50

Source: ©2011
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Defining a Lead: Some statistics @

40)/0 of B2B buyers had their first contact with a solution proviaéter actively
downloading/interacting with contentfrom its website (pemandsenreport)

Vendorsinvolvedin the early phases of the buyingrocessbefore contact has been

made with the prospectwill close the Sa|£50/03f the time. (Forrester Research)

More than 90%00f 828 purchasestarted with contentengagement
(DemandGenReport)
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Calculatindead costs @

~The cost of a lead is no longer buying leads on
the market or a webinar attendeeA (aQ &
aggregation of all of the costs that go into
turning a prospect into &felongclient. ~

O

Content + Marketing CostsPerLead

Creation Costs

Ymarketingsherpa
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Costper-lead components

All-in solicit costs Response capture costs Fulfillment costs

A Creative, production,
media (includes postage’
A Include internal and
external costs

A Websites, BRE entry,
telemarketing (setup,
training, etc.)

A Offers and premiums,
pick-packship costs

V4
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Evaluating cosper-lead
" k

Lower cost

Higher qualified leads
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Evaluating cosper-lead

s ibitihdbidbitd i Lower cost

a{ A \Séﬂﬂlrfg more Ieads over the fen
to Saleswill only result in more early stag

leads being lost, ignored or discardé

¢ Brian Carroll
~d e
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Metrics every marketer should track: @

G Number of inquiries (people that raised their hand)
bdzYO SN 2F f SI R&NBIjR2 £ & F

Number of opportunities (leads that move to
pipeline)

Number of closed sales (generated from marketing
leads)

Ymarketingsherpa
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Leadto-
opportunity
ratio

Leadto-sale
(win) ratio

Inquiry-to-
lead ratio
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When you know those metrics you can tracl@

a!  Adrivenlabndset requires leaders
and marketers to plan and budget for th
long term and to take a more holistic vie
that goes beyond cogter-leadd dzR 3 S

Brian Carroll
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A Evaluate costs

Ymarketingsherpa
#leadGen2013 (\)Iead gen su%mit 2(5)13



- At SNFSOU Ve
LISNFSOU YSYVY

v -




Lead Cost

What about costs related to leads
purchased through media versus
acquired through organic traffic?
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Inbound marketing costs 61% LESS per Iea@
than traditional outbound marketing

Outbound:
AVG COST/LEA®346

Inbound:

(\-\)morkeﬂng sherpa
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AverageCostPerLeadby Vertical @

Average

Range $25- $57 $35- $82 $20- $43 $31-$125

Each of the following elements will drive up the cost of a lead:

A GeographidRestrictions

A Job Titles

A Company Budget/Size

A Custom Questions (BANT Qualifying)

Qmorkehng sherpa
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Case Study: Global provider of enterprise @.
cloud services

— Experiment IDCostper-Lead: Intent vs. Filters
—| Testing PhaselLead Generation

Research Notes:

BackgroundA datacompany promoted a white paper associated with the following
topics: BusinesAnalytics, Analytics Applications, Cloud Computing, Risk Management,
Analytical Applications, Business Technology, Security Policies, Appl&atiorty

Objective: Determine if strict filters for job titles are necessary for lead volume

Primary Research QuestiokiVhich form will provide higlguality leads at a
low cost?

Test Design:A/B split test

(\-\)morkeﬂngsherpa
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Global provider of enterprise clows®rvices

Filtered Campaign* Non-Filtered Campaign*

Senior Management
Executive Management CIO/CTO/CS
IT Department Manager
Technology Director 80% match i
Titles Network Systems Administrator N/A : !
Developmental Project Management job titles
Systems Analyst
Software/Tech Engineer/Developers
Other IT/IS Tech Professional
$42.00 $20.00

*Both campaigns were filtered for companies of 250+, with matched re

_ Ymarketingsherpa
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Global provider of enterprise clowkrvices @

The nonfiltered campaign generatec
iIntent-qualified leads fron® additional
Jjob titles that were originally restricte

by the filtered campaign.

*Both campaigns were filtered for companies of 25(

| Ymarketingsherpa
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Results: Global provider of enterprise cloud@
servu:es

35% Increase In Lead®nerated

with a 52% reduction in cegerlead

Controlg Strictfilters for job titles 375 $42

Treatmentc No filters for job titles 506 $20

0 There was 4x greater campaign reach with the treatment

marketingsherpa
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Lead Cost

How should marketers think about
deal size when evaluating lead costs?
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Chart: Average B2B deal sizes by organization w
Q2 KIG A& GKS FY2dzyld 2F @2dzNJ 2NBIF yALT

m Lg (more than 1,000 emp) m Med (100 to 1,000 emp) = Sm (fewer than 100 emp)
8%

Under $1,000

$1,001 - $10,000
36%

$10,001 - $50,000
(\f\)morkeﬁngsherpo

21%
$50,001 - $250,000

More than 22%

$250,000
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Lead Cost

How should marketers think about the
lifetime value of a prospect in relation
to lead costs?
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Traditional Lifetimeév/alue Calculations @

Average Number of Average Lifetime
value of x repeat X retention e

sale transactions time = Value

Ymarketingsherpa
#leadGen2013 (\)Iead gen su?nmit 2(F))13



| SF R4 adzad o0S dvdzl-f}w;

B Cost/Leads
B Cost/Sale

Unqualified leads Qualified leads
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Lead Cost

What role does brand play in lead costs?
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Lead Cost

What other factors should marketers
consider when evaluating lead costs?
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Averagdength of B2B sales cycle by lead generatraturity
. EX
Less than 1

month

1- 3 months

4 - 6 months

7.1o I 22% arketingsherpa

months

V)
More than 1 TR 10%

year

m Strategic
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Averagdength of B2B sales cycle by lead generatraturity @
ronty N 12
1- 3 months |, 3%
4 - 6 months | 2%
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More than 1
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Averagdength of B2B sales cycle by lead generatraturity @
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Averagdength of B2B sales cycle by lead generatraturity @

9%

Less than 1 12%

month
1- 3 months | 33%
22%
4 - 6 months | 21%
7.1 22% (\f\)morketingsherpo
months m Strategic
- .
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Cost vs. Quality

What are the most important things
marketers should do to reduce lead cost
without reducing lead quality?
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The Cost of a Click

Lighting Audit Software
Free 30-day trial of ecolnsight’s lighting audit
©and analysis software

Linked [T}

From: ecolngight, Inc.

GO Ogle Free Energy Audit Apps

Revolutionizing energy audits with

Ad Words mobile and web-based software.

www.ecoinsight.com

(Ymarketingsherpa
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The Cost of a Click

AdWeeds 2.29% CTR
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The Cost of a Click

PV 225% CTR | e e
229% CTR 8(y conversion rate
AdWords . t
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The Cost of a Click

Lil‘lk&dm 067% CTR 25%conversion rate $iﬂ']ger

229% CTR 8(y conversion rate $7O
AdWords - & | e
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The Cost of a Click @

You need to look at all ¢
the metrics
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Common Mistakes

What are the most common mistakes
marketers make that impact lead costs?
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Common Mistakes

Poor data capture

Too much product content

Lack of an offer strategy

IRaRIty (0 altripute cause’ ar

EHECH

Poor capacity planning

L

Too much product content

Lack of an offer strategy

Poor capacity planning
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Common Mistakes

Poor data capture

Too much produ
content

Lack of an offer strategy

Poor capacity planning

Too much product content

Lack of an offer strategy

Poor capacity planning

#leadGen2013
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Common Mistakes

Poor data capture
Too much product content

Lack of offer
strategy

Vital 1or 10Ng-aufationc

Poor capacity planning ,
"I L
COMPIEX-Sale
Too much product content
Lack of an offer strategy
Poor capacity planning

(\) marketingsherpa
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Common Mistakes

Poor data capture
Too much product content
Lack of an offer strategy

Poor capacity

planning

Too much product content
Lack of an offer strategy
Poor capacity planning

#leadGen2013
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Common Mistakes

Poor data capture

Too much product content
Lack of an offer strategy
Poor capacity planning

by
'*l

' Qe i ONne outlet:Is
Cursory list or One list,-one outietIs n
media work EnoUQgr

Lack of an offer strategy

Poor capacity planning

#leadGen2013
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|
Common Mistakes @

Poor data capture

Too much product content
Lack of an offer strategy
Poor capacity planning

=IN0INg-anc: Bedting «Contrals

Lack of ongoing et [11US
testing

Poor capacity planning

#leadGen2013
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Common Mistakes

Poor data capture

Too much product content
Lack of an offer strategy

Poor capacity planning
—~ 1 -
e — SPEAKS VOIUMES:anEULVE

Lack of an offer strategy » 0 I L] li O |] S

Lack of mobile

enablement
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Marketing Channels

Which marketing channels have you had
the most success with for generating lead

Ymarketingsherpa
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Chart: Inbound omoutbound @
Degreeof difficulty not affecting use of effective tactics

30%

25% Tradgech oY
content

20% T
@ptimiZatior

15%

10%
(Ymarketingsherpa

Degree of Difficulty

5%

0% 5% 10%  15% 20% 25% 30% 35%

Level of Effectiveness
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Chart: Inbound omoutbound @
Degreeof difficulty not affecting use of effective tactics

30%

25%

20%

Social

15%
\Webinars

10% ,
(\-\)morketingsherpo

Degree of Difficulty

5%

ource: ©2011
SurveyMethodology FieldedJune 2011, N=1,745

0% 5% 10%  15% 20% 25% 30% 35% 40%

Level of Effectiveness
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Chart: Inbound omoutbound
Degreeof difficulty not affecting use of effective tactics
30%

A0S ROR

25%
20% ,
@ptimt

SOCid
0 i -
15% Viedia VIR

10% ,
(\-\)morketingsherpo

Degree of Difficulty

0
5% Marketing

FieldedJune 2011, N=1,745

0% 5% 10%  15% 20% 25% 30% 35% 40%

Level of Effectiveness

(Ymarketingsherpa
lead gen summit 2013

#leadGen2013



CPL Considerations: Media mix @

Effective programs involve multiple marketing vehicles

Reach your audience where they live, work and play

Look at CPL by vehicle AND average across all vertice

(\-\)morkeﬂng sherpa
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Media Mix Review for Healthcare Company@

Resp Resp Lead Mbr.

Vehicle CPS Qty Budget Rate Qty CPR Rate Leads CPL Rate Mbrs. CPM
Direct Mail

Mail: 3 pkgs $0.45 2,055,000 Direct Mail W 15% 3,190 $292
CPL: $44

(\-\)morkeﬂng sherpa
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Media Mix Review for Healthcare Company@

Resp Resp Lead Mbr.
Vehicle CPS Qty Budget Rate Qty CPR Rate Leads CPL Rate Mbrs. CPM
Direct Mail
Mail: 3 pkgs $0.45 2,055,000 $931,600 1.15% 23,633 $39 90% 21,270 $44 15% 3,190 $292
DRTV Calls/Snat

60s Spot$196 2,800 $ $116] 15% 714 $//0

DRTV: CPL/
$116
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Media Mix Review for Healthcare Company@

Resp Resp Lead Mbr.
Vehicle CPS Qty Budget Rate Qty CPR Rate Leads CPL Rate Mbrs. CPM
Direct Mail
Mail: 3 pkgs $0.45 2,055,000 $93 g I 270 $44 15% 3,190 $292
e Digital: CPL
60s Spot$196 2,800  $55¢ Search: $81 760 $116 15% 714 $770
Digital Clicks il
Search$5.50 7,556 41| Email: $43 14 | $81] 15% 77 3530

[(o]

Email $1.65 30,000 49 Display: $170 s s43| 150 172 5288
Display$4.33 9,800  $42 ) . _ PsON s170| 15% 37 $1,132
Mobile Displays1.24 47,690 ss4 Mobile Display: $584 o1 |sssa| 15% 15 s3.89%0

Digital 95,046  $19 TOta.I Avg $9 6 013 $96 | 15% 302 $638
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Media Mix Review for Healthcare Company@

Resp Resp Lead
Vehicle CPS Qty Budget Rate Qty CPR Rate Leads CPL Mbrs. CPM
Direct Mail
Mail: 3 pkgs $0.45 2,055,000 $931,600 1.15% 23,633 $39 90% 21,270 $44 15% 3,190 $292
DRTV Calls/Spot
60s Spot $196 2,800  $550,000 2 5600 $94 85% 4,760 $116 15% 714 $/770
Digital Clicks
Search$5.50 7,656 9 I . CPL514 $81 15% 77 $539
Email $1.65 30,000 #4 nserts- =48 $43 15% 172 $288
Display $4.33 9,800 N PS50 $17/0 15% 37 91,132
Mobile DisplaysL.24 47,690 s Newspaper: $172 for ss84 15% 15 $3,8%0
Digital 95,046 31 Shared Mal| $1 41 $96 15% 302 $638
Inserts -
Newspaper$0.22 1,041,000 $2 328 $172| 15% 199 $1,438
Shared Mail$0.12 1,200,000 %1+ InsertSAVg $159 020 $141) 15% 153 9$1,176
Inserts $0.17 2,241,000 $3%=; . 1347 | $159] 15% 352 $1,126

#leadGen2013
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Media Mix Review for Healthcare Company@

Resp Resp Lead

Vehicle CPS Qty Budget Rate Qty CPR Rate Leads CPL Mbrs. CPM
Direct Mail
Mail: 3 pkgs $0.45 2,055,000 $931,600 1.15% 23,633 $39 90% 21,270 $44 15% 3,190 $292
DRTV Calls/Spot
60s Spot$196 2,800  $550,000 2 5600 $94 85% 4,760 $116 15% 714 $770
Digital Clicks Converts

Search$5.50 7,556 $41,558 8.0% 604 $69 85% 514 $81 15% 77 $539
Email $1.65 30, 15% 172 $288
Display$4.33 9,4 $170 15% 37 $1,132

8
Mobile Display$1.24 47, AV ( :PL $6 $584 15% 15 $3,890
Digital 95, 15% 302 $638
Inserts

Newspaper$0.22 1,041,000 $229,020 0.15% 1,562 $147 85% 1,328 \$172 15% 199 $1,438
Shared Mail$0.12 1,200,000 $144,000 0.10% 1,200 $120 85% 1,020 $141 15% 153 $1,1/6

Inserts $0.17 2,241,000 $373,020 0.12% 2,762 $135 85% 15% 352 $1,126
Total $0.48 4,306,356 $2,047,248 0.80% 34,363 $60 89% 30,389 $67 15% 4,558 $449

marketingsherpa
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Media Mix Review for Healthcare Compan

Resp Resp Lead

Reality checkCan we hit our quantity or cost
per-sale objectives within budget?

Stakeholder alignmentReaching goals may
require reallocation from historical approach.

——

(\-\)morkeﬂngsherpc
lead gen summit 2013

Total $0.48 4,306,356 $2,047,248 0.80% 34,363 $60 89% 30,389 $67 15% 4,558 $449
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Case Study: Software company tests field Ien@

— Experiment ID Marketing automation company
—| Testing Phaseform field optimization

Research Notes:

BackgroundCompany incentivizes users to fill out forms with keglality
content.

Objective: Get the most information, while reducing overall lead gen costs.

Primary Research Questioklvhich number of fields will generate the most
information at the lowest cost?

Test Design:A/B/Csplit test
# leadGen2013
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Treatments

Treatment A Treatment B Treatment C

; First Name:  * First Name:  *
First Name: %
Eien & Last Name: * Last Name: *
ast Name:
Work Email:  * Work Email: *
Work Email: *
- == Company: * Work Phone: #
Job Function: * Choose One v ! g r
— Job Function: * ggject [+] Company: *
Company: * = —
# Employees: * Sglact & Job Function: * ggjact .]
. Industry: * Advertising & Media [~] #Employees: | Select [=]
5 Fields CRM System: * Sojacy B
7 F|e|dS Industry: * | Advertising & Media ||

9 Fields

(\-\)mcrkefing sherpa
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34% Increase in Conversidétate

25% reduction in lead costs

Costper-lead | RelativeDiff. Relative Diff.

O-field form $41.90 10.0%

7-field form $34.94 -16.6% 12.0% 20%

5-field form $31.24 13.4%

G Shorter forms are more effective in getting Web visitors to complete
registration, more value from higher conversion rate and appending datz

marketingsherpa
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A Talk about lead costs
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