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BJREES

MARKETING

Different metrics for different audiences




Marketing
Measurement

These are the
primary Balance
measures of long-
term value - size of
database, number
of customers

These are my
primary Flow
measures for the
business - pipeline
and revenue from
marketing

MQLs is an
important leading
Flow measure
directly showing
current marketing
performance and
forecasting future
pipeline



MARKETING

Balance and Flow

* Marketing performance is measured both by:

* Flow (or "P&L") measures like MQLs, Marketing-generated Opportunities,
Marketing-generated revenue, and,

 Balance measures like Size of database, brand awareness, number of
customers (of different types)

» Both are crucial to understand value generation in the short term
and long term respectively



MARKETING

Flow

Marketing Generated Opportunities Reporting Last Refresh: 16/06/2020 08:23:51
Targets and Actuals
January February March April May June July August September | October November  December
Target
Created Actuals
% to Target
Delta to Target
Cumulative Delta to Target
Created Actuals Prior Year
Year on Year Actuals
Year on Year Actuals % Change

Opportunity Count

Opportunity Count Prior Year

Year On Year Opportunity Count

Year On Year % Change R SRR NS MM —
Average Opportunity Amount USD

Marketing Generated Opportunitites - Target vs Marketing Generated Opportunitites - Cumulative Marketing Generated Cumulative Opportunities vs
Actual (%) Number of Opportunities Budget Target

R R

Created Actuals Previous Year an
Opportunity Count and Opportunit...




MARKETING

Flow

Performance Insights @ “I

View performanceby Successes ¥ Current Month  Jun ‘20 CONTRIBUTION TREND h ==

CHANNELS Channels PROGRAMS Descending 4+ | Ascending 4 | Scale Y axis to fit [

B OrganicAndDirect 160K

m PPC

Email Send 120K

Nurture 800

Successes

Newsletter

moll
.--—————.




MARKETING

Balance

Blue customers

Approx. 15,000
ARR £500 per customer

Permission-to-market
Approx. 200,000

Worth ~£40 each, based on company valuation




MARKETING

All customers are equal, but some are
more equal than others

* We want “permission to market” to as many people as possible

« But a Senior Decision Makers (SDM)is more valuable than an end-
user because she:
* Influences the purchase for a whole team
* Ismore likely to purchase a higher value solution, rather than a point tool

* Crudely, if an SDM buys the premium product for a team of 10,
rather than an end-user just buying the basic version for himself,
then she is ~60-100x more valuable to you.

* |[n reality, end-users are crucial for Word-of-Mouth and
supporting the team-sale, so difference isn’t as extreme as this
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