A client of ours wasn't sure which markefing Channels were effeclive and where he shold invest hig
moriey 4oy forward.

The problem - unstructured and disparae dafa made it hard fo undersfand the corvelafion befween

markefing spend, leads and sles by channel, making i difFicull o know where fo nvest

e \ - data from the below sources was qathered and converled info o wiform fruchure

Maillhirmp PR \.ﬂ@

Step 1 - a madel wins buit for each Channel, aver a 1-year period

Markefing pend

Clicks, downloads, phone
Engagemert
calls, web fraffic
w Leads, sales, sales valve and
Cost per acaquisition and RO/

ﬁep b - analqs(s, ms(‘qhts and actions

Paid facebook. was the least profitable channel s the lead conversion rafe wias low

PR - publicity in qualty TV and print medioms, sales typically spikes 20 days affer /M
effectve af driving repeat purchase and low cost made i the highest profit channel
Life fime valve highest for Clienfs coming through via referrgl

Step 4 Ackons and Recommendations - Change advertisng and i mix signiicarly.

Lower facebook Spend, vamp up Confent for ePMs gnd invest in PR - fargefing veputgble

organisations. Measwre: SCPH by chanel quarterly.





