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MAKE SURE YOUR MARKETING DOLLARS coum

Chullengas If your cornpcmy 5 sfrateglc iiar- ‘

keting plan is wurl‘h the pupar it is printed ori, .
then niaximizing resuurces is cerfu:nly umong"
the goals that should be included in this criti-
cal décumént, But- does it also outhne mechq-
nlsms to determine whaiher the sfufed gonls

Solutton: Construétion’ compames ‘}hat qucm-.
’rtfy their murkettng offoits reap even gi'aui-_'
er rewards, This is the’ conclus:on of o rievr”

publication, Increaslng Murkeﬂng Eﬁechve--' .

e -

"Meusuremant is nof wewad as o worfhy th-

fwlty Our’ peOpls aveid: accounmblhiy,” obe. ..
:serves Suzaring Lowe of Expertise Marketing. -
'-_:She explalns, ”Meusuramen'l is percéived. os
“160 hard, 160 costly and too time-consuming:” . B
‘ 'However, she adds: ”Meusurement obstacles . .
vare: lc:rgely se|f~cuused and are relﬂ’red foin-. ..
~erdi@ and: uvoldunce of: accounfubllli'y Now. . -,
thsat we have verified the powerful punch ‘that-
. :formal medsursment provides, there should -~

ba ne’ more excuses to avo:d it

ness al Protessiorial- Firms: Fmdlngs, Analys;s -

and Comroentiry Erom-a G!obaf Sfudy, |oinﬂy
published - by Expertise - Marketing cind Lurry.

Badine Murkatmg Thé findings. dre baged on.|.
a survey of 377 responden}s from o crOp‘s—.'
section of professrons including uccounhng,; :
urchlfacfure, consfruchon/geneml confrdcf- :

ing; law; redl estate;. und several ‘othar. pro-

fesmonul services “secfors, Bodme observﬁs, BN

“We have a verified link befwaen competitive

offectiveness and the intentional.act of méa-| -

suring. Murkeiers and busmass de‘veibpe

should immediately swﬂch 1o uchvn‘las ihqt "
.edh be meusured.”

Noneihe!ess, ihe data show that few of ﬂ-:e
professronul services compumes 'lhqt con‘n-
pleted the survey actually. measure their maiz
keting successes or -have. a spamf’ ic. budgei

companying flgures] The study further, sug-
gests that ‘companies w:th a. formai murkeimg

measurement- budget are’ almost 240% more.|:
- likely to say ihay are extremely efféctive fhian| -
those combanies that don'.formally allocate |-~
money fo measure their marketing and, bus:~.
'nass developmeni ef'Fedweness '

* The percenfuge of compames that huve c:

separdte budget for maasurxng murkehng' :
ROl—and also-ratg fhemselves ds-extremely]) - i
effective against competitors—Is . 35%. ‘Thig| .
compares extremalyfavoiably to the respon-|.. g

) Flgure 2 Whui percent of gross ¢ urmuul

. Hisced yeer? {Excluding dny other markefing

Fzgure 1 Does your budget have @ sepurule
Jine item for medsuring/eveluating ihe
' effecﬁ\reness or resulls of murkeﬂng?

0 ._so RLONSES 209‘ 0 a9 ¢

‘revenites/turnover does your “meastring . .
the effectiveness of marketing” budget .
_represerit for your ﬂrm's last complete

-expendl’rure—jusf measuring/evaluating the -
effechveness or resulfs of markstingf}

o tron'l know
Morg thon 4% 3
-
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dents, of whiéh only 20% said fhey were ”ex-
fr’emely sffective” against competitors, ~ -

" Marketers- in. oll f:elds foce” obstacles do;

" medsurement - with, iha mosf cominon,. comn_

pldints being: “Our peop[e aren’t mclmad 1o’
measure, t's hctrd to chunge ihe;r mmd sei’ #

N .r' A '-:a-". ’
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Lurry Eodlne; Lqrry, Bodme Murkatmg at

Lbcd lne@LawMa rkaimg.com

Suzunne Lowe, Expan‘lse Murkehng, s!owe@

experhsemarke]‘mg com. -
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