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Today’s Objectives

e Leverage RightNow Marketing™ analytics to determine
the effectiveness of your marketing campaigns

— Determine key metrics to capture
— Improve future campaigns
— Replicate prior campaign success

— Track campaigns to budget

e Get more out of your RightNow Marketing deployment




-
Why Metrics Matter?

e Marketing is the last of the corporate functions to
formally develop and adopt processes and standards that

can be tracked and measured quantitatively

e 2005 CSO Executive Report: Target Marketing Priorities
Analysis

— Priority #1 — Acquire New Customers

— Priority #2 — Increase Program Response Rates

— Priority #3 — Improve Target Marketing ROI

2005 Executive Report: Target Marketing Priorities Analysis
CSO Insights, Jim Dickie and Barry Trailer




What to Measure?

e Capturing the data is the foundation — it’s not the end
product

e We should learn to identify the measures we can metric
over time

e Improve the campaign during the next iteration

e The key is improvement—it’s a continual learning
process




Example - What to Measure?

e Monthly closeout specials
— Company: Golf retailer
— Audience: All opt-in customers
— Goal: Promotion of overstock items

e Measures to track
— Delivery rate and bounced messages
— Message opens
— Unsubscribe requests
— Click-through rates
— Purchase rates




How to Measure?

e Data is probably in disparate systems: email, Microsoft
Excel, PDFs, etc.

e Consolidate data with RightNow
— Integrate sales, service and marketing data in one database

— Leverage RightNow’s XML API to integrate with other
databases

— Use RightNow’s Analytics Console to view standard reports
and create customized reports

— EXxport reports directly to Excel or automatically send them
via email




Key Email Marketing Metrics

Delivery

Conversio




Industry Averages from JupiterResearch

Delivery
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Insight into RightNow’s Marketing
Implementation

Trailing 12 Month Audience Email Statistics

e 929 Delivery Rate
e 20% Open Rate
e 1% Click-Through Rate

Trailing 12 Month Event Triggered Email Statistics
e 98% Delivery Rate

e 449% Open Rate
e 10% Click-Through Rate




Tracking Key Metrics in RightNow Marketing

e RightNow Analytics Reports
— Invalid email addresses
— Delivery statistics
— Outbound email details
— Outbound email results
— Response statistics
— Tracked link activity
— Activity drilldown
— Activity by category
— Audience email summary
— Event triggered email summary
— Event triggered email in queue
— Forward to a friend statistics
— Soft bounces
— Campaign activity
— Opportunities by campaign




Analytics Console - Reporting

e Highly modifiable standard reports
— Selectable run-time filters
— On-the-fly formatting changes

e Easy-to-create custom reports
— Graphical report designer
— Drill-down and multi-line reports
— Custom chart generator

e Advanced report features
— EXxport to Excel and PDF
— Report scheduling
— Incidence alerting




Key Email Marketing Metrics - Delivery




Delivery Statistics

Parameters Description Report

Delivery Statistics

2,400 B sent

B Delivered

B Hard Bounces
Soft Bounces

W Other Bounces

Parameters Description Report

Delivery Statistics

7,300 B Sent
B Delivered
W Hard Bounces
Soft Bounces
W Other Bounces
5,000
- S
HTML Multipart Text
Media Sent Delivered % Hard Bounces % Soft Bounces % Other Bounces e
HTML 1771 1608 90.8% 126 7.1% 12 0.7% 25 1)
Multipart 1606 1255 78.1% 289 18.0% 18 1.1% 44 2|
Text 10 9 90.0% 1 10.0% 0 0.0% o o,
Total 3387 2872 416 30 69
o T
rrn-l uitipart Text
Media Sent fivered % [Hard Bounces % Soft Bounces % Other Bounces %
HTML B84 84 100.0% 0 0.0% 0 0.0% 0 0.0%
- Multipart 6504 6437  99.0% 30 0.5% 27 0.4% 10 0.2%
85% dellvery rate Text 14 14 100.0% 0 0.0% 0 0.0% 0 0.0%
Total 6602 6535 30 27 10

9996 delivery rate
<190 hard bounces




Deliverability by Domain

Parameters Description Report

Results by Domain
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Delivery rate of 8526 or
0 = Domain Sent Delivered %o Delivered Oglened % Opened Clicked % Clicked
less versus 99%6 or higher wooam iz sl mex  [we  cuew  m 4z
hotmail.com 2838 280 98.8% 305 *10.9% 87 3.1%
gmail.com 2391 2301 100.0% 194 *8.1% 85 3.6%
aol.com 1116 111 99.5% 97 *8.7% 36 3.2%
comcast.net 527 523 100.0% 75 *14.2% 22 4.2%
msn.com 437 43 09.5% 53 *12.2% 17 3.9%




Key Email Marketing Metrics — Open and
Click-through




Response Statistics — Open and Click-through

Parameters

Description

Report

Response Statistics

15,000 B Total Opened
W Opened
| Total Cicked
Clicked
W Forwarded
Responded
Unsubscribed
10,000
Parameters Description Report
Response Statistics
5,000 4,500 W Total Opened
W Opened
W Total Clicked
Clicked
- W Forwarded
Responded
Unsubscribed
0- 3,000
HTML Multipart Text
Media Total Opened Opened % Total Clicked Clicked % Forwarded % Responded
HTML 4023 2640 21.9% 60 61 0.5% 0 0.0% 5 0.
Multipart 14879 8618 16.8% 554 462 0.9% 0 0.0% 88 0]
Text 5 5 3.1% 5 5 3.1% 0 0.0% 00 50
Total 18907 11263 628 528 0 93 ’
<
o
O HTML Multipart Text
= Open rate of 16-20%0 versus 30- _ S
Media Total Opened Opened % Total Clicked] Clicked % rwarded % Responded % Uns
40% HTML 49 23 324% 15 6 8.5% 0 0.0% 0 0.0%
Multipart 3432 1705  40.3% 530 328 7.8% 3 0.1% 3 0.1%
- o o Text 2 2 33.3% 4 2 33.3% 0 0.0% 0 0.0%
e Click rate of <1%b versus 8%+ = =5 ) oo =TT S S




Tracked Link Activity

Parameters || Description || Repork |

Tracked Link Activity

Total Clicks

Unique Clicks

Customer servioe

Customer Service Contact Info
Eastern LLS Calling Plans
International info

Prepay payment site

Western LS. Calling Plans

Record Count: 6

B Customer service |
W Customer Service Contact Info u
B Eastern U5 Calling Plans u
International info
B Prepay payment site |
Western U.S. Calling Plans
Link Name Total Clicks Unique Clicks Link URL
Customer service 100 284 httpeffglobal.custhelp, com
Customer Service Contact Info 50 41 httpeffwewewe global . comfcusthelp/contact. btml
Eastern .S Caling Plans 249 156 http:f fwewew, global, comfeuscaling. btm
International info 56 46 http:f feewewr . global . comfinternationalfindesx. bt
Prepay payment site 24 60 http:f feewewe . global. comfprepay findesx. bitrn
Western 1S, Calling Plans 353 323 httpef fwewewe, global cornfwuscalling. bt
Total 892 710




Key Email Marketing Metrics - Conversion




Conversion Rate by Campaign

Parameters

Description Report

Document Activity by Web Page

topten

witalmarketing

WPMA-FORM-MarketingVox-060606-Newsletter-105ecretsEmai ing

WPMA-FORM-MarketingVox-Banner-060601-105ecretsEmailMarketing

WPMA-FORM-MediaBuyerPlanner-BannerWeb-060801-E-MailMarketing

WPMA-MarketingWox-Banner 060724-E-MailMarketing

WPMA-Marketing\ox-BannerWeb-D607 24-E-MailMarketing

WPMA-MarketingWox-NewsletterAds-060615-VitalMarketing

WPMA-MarketingWoxAds-060619-VitalMarketing

WPMA-MediaBuyerPlanner-BannerNewsletter-060801-E-MailMarketing

B Submits
W Views

0 3,000 4,500
Shortcut ID Friendly Name Views Submits donversion Rate
topten MAWP - Top Ten Success Secrets of Email Marketing 935 443 47.4
vitalmarketing MAWP - Vital Marketing - Ten Core Tactics 2696 1151 42.7
WPMA-FORM-MarketingVox-060606-Newsletter-10SecretsEmailMarketing  VWPMA - FORM - MarketingVox - 060606 - Newsletter - 10 Secrets Email Marketing 227 a0 39.6
WPMA-FORM-MarketingVox-Banner-060601-105ecretsEmailMarketing WPMA - FORM - MarketingVox - Banner - 060601 - 10 Secrets Email Marketing 1369 141 10.3
WPMA-FORM-MediaBuyerPlanner-Bannery/eb-060801-E-MailMarketing WPMA - FORM - MediaBuyerPlanner - Banner Web - 060801 - E-Mail Marketing 58 8 13.8
WPMA-MarketingVox-BannerMewsletter-060724-E-MailMarketing WPMA - MarketingVox - BannerMewsletter - 060724 - E-Mail Marketing 204 47 23.0
WPMA-MarketingVox-BannerWeb-060724-E-MailMarketing WPMA - MarketingVox - BannerWeb - 060724 - E-Mail Marketing 365 60 16.4
WPMA-MarketingVox-MewsletterAds-060619-VitalMarketing WPMA - MarketingVox - Newsletter Ads - 060619 - Vital Marketing /a3 262 29.7
WPMA-MarketingVoxAds-060619-VitalMarketing WPMA - MarketingVox - Ads - 060619 - Vital Marketing 2067 121 5.9
WPMA-MediaBuyerPlnner-Banneriewsletter-060801-E-MaiMarketing WPMA - MediaBuyerPlanner - Banner Newsletter - 060801 - E-Mail Marketing 187 20 10.7
Total/Average 8991 2343 24.0




Conversion Rate by Campaign

Document Activity by Web Page

DSDSID(SWCTheLoyaIt\mebForm:
CSWC-050511-NewGovernment: |
CSW‘C-DSDS1lBeyundIsIands-MuIﬁ-ChannelCug.omerService_
CSWC-050623-WinningCustomerService-GetintheGame: |
CSWC-DSD?19-Ten5ecre1sForSuccp_r.stuICushomerServioe_
CSWC-050721-StudentR, |
CSWC-DSDB15-BIueprintfurBuiIding_
CSWC-051103-Beyondlsla nds_
CSWC-DED13I-Weh(nrm-TargusAmazingSeriﬁ_
CSWC-DEDZB-Wehmrm-Conﬁnental'l'lreAmazingSeries_
CSWCD50510TheloyaltyConnection |

bﬁtpal.ch_

WCCS-FORM-060207-TenSecretsTravelocity |
WCCS-FORM-060427-Government |
MCS-FORM-GGGS23-TEnSecrEI‘sCPG_
WCCS-FORM-060606-FinServ |
WCCS-FORM-060620-CRMGuru |
WICCS-Webform-060323-BlackDecker

ionshipMar

B Submits
W Views

0 200 1,600 2,400
Shortcut ID Friendly Name Views Submits| Conversion Rate
050510CSWCTheloyattywebform CSW(C - 050510 - The Loyalty Connection 77 11 14.3
CSWC-050511-NewGovernment CSWC - 050511 - The New Government Contact Center 644 a0 14.0
CSWC-050513BeyondIsknds-Mult-ChannelCustormerService  CSWC - 050513 - Beyond Islands - Multi-Channel Customer Service 1222 530 43.4
CSWC-050623-WinningCustomerService-GetintheGame CSWC - 050623 - Winning Customer Service - Get in the Game 1060 383 36.1
CSWC-050719-TenSecretsforSuccessfulCustomerService CSWC - 050719 - Ten Secrets for Successful Customer Service 323 190 58.8
CSWC-050721-StudentRelationshipManagement CSWC - 050721 - Student Relationship Management a8 49 55.7
CSWC-050915-BlueprintforBuilding CSWC - 050915 - Blueprint for Building 548 291 53.1
CSWC-051103-BeyondIskands CSWC - 051103 - Beyond Islands 543 250 46.0
CSWC-060131-Webform-TargusAmazingSeries CSWC - 060131 - Webform - Targus Amazing Series 228 64 28.1
CSWC-060223-Webform-Continental TireAmazingSeries CSWC - 060223 - Webform - Continental Tire Amazing Series 576 232 40.3
CSWC050510TheLoyaltyConnection CSWC - 050510 - The Loyalty Connection 130 85 65.4
testpatch CSWC - 050510 - The Loyalty Connection 8 6 75.0
WCCS-FORM-060207-TenSecretsTravelocity WCCS - FORM - 060207 - Ten Secrets Travelocity 719 286 30.8
WCCS-FORM-060427-Government WCCS - FORM - 060427 - Government 206 a3 45.1
WCCS-FORM-060523-TenSecretsCPG WCCS - FORM - 060523 - Ten Secrets CPG 252 130 51.6
WCCS-FORM-060606-FinSery WCCS - FORM - 060606 - Fin Serv 101 41 40.6
WCCS-FORM-060620-CRMGuru WCCS - FORM - 060620 - CRMGuru 275 134 48.7
WCCS-Webform-060323-BlackDecker WCCS - Webform - 060323 - Black Decker 856 447 52.2
Total/Average 7856 3312 44.9




Pulling Everything Together - Test Cells

Definition Delivery |
Name Status Send Date/Time Sent Delivered | Opened | (%) Clicked (%) REplied
Ingider short version Complete 06/12/2006 0939 AN 1934 1818 514 (28%) 160 (B8%) 3
Inzider long version Complete 061212006 0941 AN 1934 1822 546 (29%) ri: (4%) 8
= Hame = Status Cell Type
| Inzider short version | I ;I [~ Einal r‘ Quantity ¢& Percen
+ Document | Ingider - MAIL - 050608 | -Suble{:1|::_".: nsider June 2008
Browse | Preview | -Mailboxl vl
Name Address
Proof List | » | MKT - Proof - Jeff Scurlock | From | [
Message | FRST PROOF - Please Doub|~ | Reply-To | |29 |
[~ Send Proof on Save
Proof Results

e Tested click-through difference between short and long
copy versions of monthly newsletter

e 100%b difference in click-through rates




Outbound Email Summary

Parameters Description Report

Outbound Email Summary

Categories

Category Sent Bounced Delivered Opened
Hosting Mailings 2324 107 2217 949
Marketing Mailings 2335170 309044 2026126 480060
Marketing Test 63 1 62 36
PS Mailings 28 3 35 21
TS Mailings 6659 286 6373 2770
TS5 Test 14 2 11 4

Total 2344268 309444 2034824 4833840




Lead Generation Campaigns

e Lead generation campaigns — common measures
- Click-through rates
- Landing page views
- Landing page submits
- Leads created
- Sales opportunities created
- Revenue generated




Lead Generation

e RightNow Marketing lets you create and track your lead
generation efforts

e Create landing page

- Captures click-throughs

- Calculates form submission percentage
e Capture lead information

- Collect prospective customer information
e Follow-up messages

- Event-triggered communications
e Sales opportunity captured

- Integrates with RightNow Sales™

- Calculates campaign effectiveness
e Revenue by campaign

- Provides campaign ROI statistics




Campaign Console Dashboard

e ROI Calculator built into the Campaign Console
— Integrated data with RightNow Sales
— Real-time campaign reporting

SUMMary | [ead Generstion Efforts - August Whitepaper .

N
Budget | § 14,500.00 Rd
Expected Actual
Cost |5 1350000 »| [$12950.00
Sales | § §2,500.00 v| [$112.485.00

Leads I 112
Opportunities I 35

Jﬁuu

Cost Per Lead F12054 5101.597
Cost Per Opportunity F 38571 F196.21
Het Profit ¥ 69,000.00 F99,535.00

ROI 611% 369%




Active Opportunities by Campaign

. Analytics Console {(mmaffeo70) - Iﬁ' |_)i

RGE | BDG|a®|D e ey 6eo
Reports | [ Parameters || Report |
L:_|- Reports

E-23 Marketing

Ea Zampaigns

e o | ACtive Opportunities by Campaign

':“, Closed Cpportuniti
% Document Activity Campf&_}n Opportunities Manager Value
#5 Document Activity worldConex Lead Generation 2 $ 709,999.00

.~ Total Monthly Trar Total 2  $709,00000
-0 Contacts

{:l Cutbound Email
-2 Tracked Links
-] Sales

{:I Service

P‘_, mailing report
EI. My Reports

----- e‘, Closed Opportunities by
----- # Document Activity by Web
----- P‘_, Diocurnent Activity Compar]
----- P‘_, Total Monthly Transactions

4 | el




Conclusion

e Start measuring
1) Focus on what’s important to your organization
2) ldentify the measures you can metric over time
3) Start capturing the data
4) Utilize the reports you need to measure results
e Measurement should lead to iterative improvements

— Don’t measure just to measure—measure to learn and improve

e Never miss an opportunity to target more effectively




Resources

e User Conference Breakout Sessions
— RightNow Marketing 8: A First Look
— RightNow Feedback: Listening to Your Customers
— Marketing Metrics That Matter
— Tips and Tricks from RightNow’s Marketing Team
e Analytics Training Courses
— Rightnow.custhelp.com — ID # 1949
e Analytics Creation and Support Services
— Rightnow.custhelp.com — ID # 1731
e Tutorials

— http://www.rightnow.com/rntdocs/tutorials/7.5/ma/m
a_user/user_links.php

e \Web Resources

— www.marketingsherpa.com




	Marketing Metrics That Matter
	Agenda
	Today’s Objectives
	Why Metrics Matter?
	What to Measure?
	Example - What to Measure?
	How to Measure?
	Key Email Marketing Metrics
	Industry Averages from JupiterResearch
	Insight into RightNow’s Marketing Implementation
	Tracking Key Metrics in RightNow Marketing
	Analytics Console - Reporting
	Key Email Marketing Metrics - Delivery
	Delivery Statistics
	Deliverability by Domain
	Key Email Marketing Metrics – Open and Click-through
	Response Statistics – Open and Click-through
	Tracked Link Activity
	Key Email Marketing Metrics - Conversion
	Conversion Rate by Campaign
	Conversion Rate by Campaign
	Pulling Everything Together - Test Cells
	Outbound Email Summary
	Lead Generation Campaigns
	Lead Generation
	Campaign Console Dashboard
	Active Opportunities by Campaign
	Conclusion
	Resources

