Four Processes to Fine Tune your Marketing Organization’s Performance
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If your focus is marketing, you’re probably expected to communicate to others the impact of
your marketing programs on the business. Now more than ever skills in marketing metrics,
measurement tools and analytics are essential to your survival.
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Are you finding yourself trying to answer these questions?
Are we effectively communicating the value and impact of your marketing efforts?
Can we measure the impact our strategy is having on the organization?
How well are we marketing, communicating and motivating increasingly choosy customers
to consider our company’s products and services?
What kind of return are we getting on our marketing efforts?
Are our marketing and sales efforts optimally aligned?
What do we know about our current customer base in terms of their tenure, loyalty,
purchase frequency, buying criteria, and advocacy?
What do we know about our prospective customers in terms of their buying preference and
criteria, switchability, and pain points?

Many marketers are finding themselves in a position of defending their marketing budget and
struggling to get the resources they need to be successful. If you’re finding yourself in this
situation and trying to answer these questions, the timing may be right for you to consider
focusing on marketing performance management. Performance management is about
understanding where money is being spent, for what purpose, and how these activities are
affecting the business. While many parts of an organization are already deploying performance
management practices, marketing remains one of the final frontiers for performance
management.
Many marketing organizations struggle with measuring marketing effectiveness and improving
marketing accountability. Assessing a marketing program’s impact based on customer and
market data, and analytics as opposed to intuition and experience requires a new processes.
Marketing performance management is about developing these new processes; processes that
align marketing within your organization to achieve the business’ objectives.
These processes should be designed to maximize both effectiveness and efficiency and can be
implemented by any size enterprise. By establishing and leveraging these processes, marketing
investments will be focused on realizing meaningful business results.
As a marketing professional, you play a critical role in directing the way your marketing
organization manages and measures its performance. It is up to you to insure that the marketing
organization is meeting the expectations of the leadership team and that you understand what to

measure and report against. A focus on marketing performance and the rigorous assessment and
measurement of marketing investments improves your company’s ability to achieve its business
results. This is accomplished by clearly identifying the linkages between investments and
outcomes which then enables the marketing organization to maximize returns and generate better
results for less and fulfill its charter: acquiring, keeping and growing the value of customers to
generate profitable revenue.
When implementing marketing performance management and measurement, what
processes will your marketing organization need?

So where do you start? The first step is to conduct an audit or assessment of the current state of
your marketing and marketing measurement. Marketing performance improvement begins with
assessing the marketing organization’s current proficiency on these processes. A baseline needs
to be set before performance can be improved. A successful performance-driven marketing
organization is reinforced by a culture that links rewards, compensation and promotion to
measurable results. You can model the way and be a key player in creating this culture. By
communicating the value of measurement and discussing the implications of embracing
measurement (or not) you send the message that performance management is critical to your
marketing organization’s success.

