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David Mitroff, Ph.D.

My Background

+ Founder and Chief Consultant of Piedmont Avenue Consulting, Inc.
(www.PiedmontAve.com), an Oakland based award winning business consulting and
marketing firm with a proven track record of producing results for our successful clients. The
firm has 3 full-time employees and 7 part-time workers.

* Founder of 7+ Companies including recruiting and staffing firm, consulting and marketing
firm, event planning, hotel and restaurant collective, and more

+ College Instructor in Marketing and Entrepreneurship for the University of California
at Berkeley International Diploma Business program and a Google Mentor for the
Google Startup Launchpad Accelerator

- Keynote Speaker and Author who has trained and advised 35,000+ business
owners through keynote talks, workshops and business consulting. Author of the book
Online Business Growth Strategies.

* Featured Media Expert for NBC, ABC, Forbes, Entrepreneur, Inc. Magazine, Washington
Post, Chicago Tribune, The Meeting Professional, Hospitality Technology, California Lawyer
and more.

+ Professional Connector (www.ProfessionalConnector.com) and hosts over 50 events
each year for the last 7 years.

« Extensive educational background, which includes a Doctorate in Clinical Psychology with
coursework in Business Administration, Legal Studies, Marketing and Culinary Arts
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< PIEDMONT AVENUE

NAD CONSULTING
DIRECTING SUCCESS THROUGH CREATIVE INSIGHT AND MEASURABLE

RESULTS
Piedmont Avenue Consulting, Inc. is a San Francisco Bay Area based business development and marketing

consulting firm who creates brand awareness, strengthens customer loyalty, and increase lead generation by
leveraging new technologies and streamlining business processes.

WHAT WE DO

* Business Development Consulting

* Customer Loyalty Programs
* Brand Awareness and Positioning SCHEDULE A FREE CONSULTATION

* Business & Sales Strategy

* Internet Social Media Marketing Make sure to give us your business
* Website and Internet Marketing Optlmlzatlon card to schedule your consultation
* Managed Marketing and Email Services or to receive the presentation

* Creative Front of Mind Customer Interactions
* Streamlining Operations; Technology Integrations



Online Business Growth
Strategies

A Practical 9 Step Guide to Digital Marketing

Get your book

How much easier would it be for your business to have a guide outlining
the 9 key areas to follow to develop an online presence?

In this book, readers will find out their current online presence score,

receive practical examples to reach online success and uncover numerous GRUWTH
free and paid tips and tricks that will help to create a dominating online STRATEG’ES

presence. The higher your online presence score, the more successful
your business will be. This book is designed to make an impact.

HTTP://PIEDMONTAVE.COM/MARKETING-BOOK/

Available at

amazon


http://piedmontave.com/MARKETING-BOOK/

Chapter 1: The Marketing Divide



MARKETING DIVIDE

e More than 80% of companies
do NOT use data-driven
marketing.
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MARKETING DIVIDE

e More than 80% of companies
do NOT use data-driven
marketing.

e A marketing divide exists
between organizations that do
data-driven marketing and
those that do not.

e Organizations that embrace
marketing metrics have a

competitive advantage.



15
Essential
Marketing
Metrics

Brand Awareness

Test-drive

Churn

Customer Satisfaction (CSAT)
Take Rate

Profit

Net present value (NPV)

Internal Rate of Return (IRR)
Payback

Customer Lifetime Value (CLTV)
Cost per Click (CPC)

Transaction Conversion Rate (TCR)
Return on Ad Dollars Spent (ROA)
Bounce Rate

Word of Mouth (WOM)




Non Financial
Metrics
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Non Financial
Metrics

Financial
Metrics
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Non Financial
Metrics

Financial
Metrics

"New Age
Marketing
Metrics"

pa

.

.

Brand Awareness

Test-drive

Churn

Customer Satisfaction (CSAT)
Take Rate

Profit

Net present value (NPV)

Internal Rate of Return (IRR)
Payback
Customer Lifetime Value (CLTV)




LEADERS VS. LAGGARDS

KEY TERMS

Demand Generation Marketing - Drives revenues in a
relatively short time period (i.e. sales, coupons, events)
Branding and awareness - Drives and is designed for
awareness, hot to promote an upcoming sale (i.e. sports
sponsorship)

Customer Relationships - Focuses on creating a personal
link to the customer to drive loyalty and engagement (i.e.
thank-you notes after a purchase)

Shaping Markets - Desighed to make the market
receptive to your products or services (i.e. social media
blogging)

Infrastructure - Investments in technology and training to
support the marketing system (i.e. EDW, analytics)



COORDINATION OF ACTIVITIES
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80/20 RULE

Successful marketing strategies don't require 100% of the
data to get started.

20% 80%

What is 20% ..that will give 80%

of the data... of the value?




UBSTACLES

TO DATA-DRIVEN
MARKETING

g—

Chapter 2: Where Do You Start?



FIVE OBSTACLES

Getting Started

Causality

Lack of Data

Resources and Tools

People and Change




Cetting Started




Start small and
collect the right
data.

Secure executive
support.




Causallty
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Isolate Cause and Effect...

...by conducting small experiments with
control groups.




Isolate Cause and Effect...

...by conducting small experiments with
control groups.







B2B Businesses

How to obtain customer data when businesses
sell to other businesses:




B2B Businesses

How to obtain customer data when businesses
sell to other businesses:

e Share data with business partners
e "Frequent drinker programs"
e Surveys to customers




Resources & Tools




Resources for Success

IT Department:

SUCCESSFUL
DATA-DRIVEN Provide the

MARKETING
CAMPAIGN Infrastructure




Resources for Success

IT Department:

SUCCESSFUL
DATA-DRIVEN Provide the

MARKETING
CAMBAIGH Infrastructure

TAKEAWAY: Marketers and technologists must work
closely together to design an effective campaign.
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Create A More Data-Driven Culture

Measure results
&

Reward results




Create A More Data-Driven Culture

Training:

Introduce
techniques,
approaches,
and tools.



Create A More Data-Driven Culture

Senior Executive
Leadership
should lead the
movement for
change
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Design
Diagnosis
Opportunities
'Tools

Process



THE 10 CLASSICAL
MARKETING METRICS
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But creativity and marketing
can coexist

TV Ads

Loyalty Card Gifts Product Placement
COnclem Services Event Sponsorship
Exclusive Access

The Behavioral
Impact Model

Product Brochures
Comparative Charts
White Papers

Coupons
Sales
Event Ads



Metric #1:
-

Brand Awareness




’l Power of brand:

White coffee cup vs. Starbucks coffee cup.
How does adding a logo change this product?



Metric #1:
The Essential Awareness Metric

Do you recognize this brand?




Metric #1:
The Essential Awareness Metric

Brand awareness = ability to recall a
product or service



Brand Awareness
Marketing:

When the acquisition
cost of a customer is

greater than the
money made from the
product or services,
this is a good indicator
to change marketing
tactics.




gI Metric #2:

Test Drive




"Test Drive" is a customer
pretest of a product or
service prior to purchase

i.e. trying on clothes!




Test Drive Conversion Rate =

of purchases / # of drives




EXAMPLE

Luxottica

Ray-Ban website offers
a "virtual" mirror to try
on glasses.




Metric #2:
The Essential Evaluative Metric

= —

Test drive = customer pretest of a product
or service prior to purchase



| Metric #3:

Churn




* % of existing customers who

chose not to do business with you
e Measure customer loyalty through
repeat purchases



EXAMPLE

Lexus

1. Marketing
incentives
2. Free touch-ups

Lexus boasts
incredibly loyal
customers




Metric #3:
The Essential Loyalty Metric

Churn = % of existing customers who stop
purchasing your products/services



Metric

g l CSAT

(Customer Satisfaction)




"Would you recommend this

product/service to others?"




Ultimate for marketing =
when your customers are so
excited about your products or

services that they persuade
others to use it




Metric #4:
The Golden Marketing Metric

Ask the question:

Would you recommend this to a
friend or colleague?




Metric #5:

’l Take Rate

% of customers who accept an offer
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Take rate =

# of accepted offers / # of contacts

AC = Acquisition Cost

Cost per contact x Number of contacts  Cost per contact

AC
Number of accepted offers Take rate




Metric #5:

The Essential Operational Effectiveness
Metric

H Merry Christmas & happy holidays from your friends at the
0

1 7th Street Deli & Sweet Shoppe!

Z
<
©
=
&
aq
o
-t
©
=
®
=
o
¢

Offer valid with any regular purchased classic 1
we fountain treat on Saturday, December Ist |
! or Sunday, December 2nd 2007 E

Limit one per customer per coupon per visit,
only original coupons are valid. x

W g The 7th Street Deli & Sweet Shoppe
A 317 7th Street ¥
4 "e..aﬂ\ Hoquiam, WA 98550
u (360) 533-7112 :

Take Rate = % of customers accepting a
marketing offer



Metric #6-9:
Four Essential Financial Metrics

. Profit = revenue - cost
NPV = net present value

. IRR = internal rate of return

© ® N O

. Payback = the time for a marketing
investment to pay back the cost of the

initiative



Metric #10:
The Essential Customer Value Metric

CLTV = future value of a customer



Scorecard:
Marketing Campaign Planning

Measurgment
STRATEGIC ’ T T g
Forward-Looking Metrics
TACTICAL ’
Backward-Looking Metrics
OPERATIONAL ’

Internal-Looking Metrics

measures
Examples: brand swareness,
CSAT, CLTV, test-drive

mm\umm
oy et o gl
Examples sales, load
CONVErsson

Metrics that measure the
execution efficiency

Fxamples take rate, ad
dollars spent, cost (0 serve




Scorecard:
Marketing Campaign Planning

v

Strategic =
forward looking
metrics

Tt

il.e. evaluating
brand awareness



Scorecard:
Marketing Campaign Planning

Tactical =
Backward
looking metrics

i.e. # of sales
made




Scorecard:
Marketing Campan Ianning

Operational =
internal metrics

i.e. evaluating
the success of
marketing
campaigns



B2B Measurement Challenge

Why might B2B businesses have a
harder time using metrics to measure
marketing success?



B2B Measurement Challenge

Customer surveys can be used as a
proxy for customer data.







ASSESSMENT PROCESS / BOOK

9 Key Areas of Social Media

Website & Blog

Online Directories
Review Sites
Social Networks
Micro Blogging
Rich Media

Mobile Apps
Industry Specific

Event Promotion



12 Month Marketing

Calendar

Month Location - National -
National Holidays Industy Lol
Local Holidays / Events {’" Feb Mar Apr May Jun Jul Aug  Sept  Oct’ Nc.:w Dec
Industry Related

Location Based




Next Steps




Next Steps

Build Your Brand
& Take Action

Come up with your Growth
Plan

Create a Wix.com website
and/or update your website
to include:

Clear call to action

Integrate social media

Increase Brand
Awareness

Make adjustments to your
Online Business and Personal
Presence (test and see what

works)

Work on increasing your
brand awareness on Social

Media

310 70 40 40
50 20 10

40 10 W0

Keep Learning
& Improving

Develop a more
comprehensive marketing
plan based on your initial
tracking and experiments in
social media.

Attend another workshop or
event

HERSES



Find more at www.PiedmontAve.com/Resources

QUESTIONS?

David Mitroff, Ph.D.
David@PiedmontAve.com
510-761-5895

L\EJ David@PiedmontAve.com
fb.com/PiedmontAve

E twitter.com/DavidMitroff
linkedin.com/in/DavidMitroff




David Mitroff, Ph.D.

Founder, Chief Consultant | Piedmont Avenue Consulting, Inc.
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