
By Debra Delaney

We’re very pleased to announce
several exciting additions to the
CCI family:

Cathy Day started working as our
Inside Sales Representative in
July, and is responsible for
researching, identifying and devel-
oping new business prospects for
CCI. Cathy has over 30 years of
sales experience from various
industries including travel and
computer software development &
training.

Shelley Gabbard-Earll joined our
Clients Services team in October,
where she supports the day-to-day
activity for several of our clients.
Shelley comes to us with an exten-
sive background in bookkeeping
and client service.

Todd Stevens started working as a
Sales Executive in November, after
an impressive career that includes
management and executive-level
sales positions with companies like

back to the objective. An example of
a strategic objective is: Generate
$X in gross profit through the VAR
channel by the end of Q2.

Strategy: Define what you need to
do to meet your objective. An exam-
ple of a strategy that maps back to
the objective above might be: Sell X
number of Product X in Q2.

Target Audience: Find out who to
communicate with to meet your
strategy and your objective. An
example of a target audience that
maps back to both might be:
Existing customers that meet the
criteria for potentially purchasing
Product X plus some prospects. 

Messaging: Craft your message so
your target audience will respond.
An example of messaging that
maps back to the strategy, objec-
tive, and the type of audience might
be: Communicate to existing cus-
tomers in a service-oriented tone,
mentioning the benefits of moving
to Product X; communicate to
prospects in a professional and
introductory tone. 

Tactics: Deliver your message in
such a way as to meet your objec-
tive. An example of the mix of tac-
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By Cathi O’Sullivan

In the last issue of The CCI
Journal, we defined marketing
planning and discussed steps in the
marketing planning process. This
planning is critical, and it is the
stage at which strategic thinking
comes into play. 

As crucial as the strategic stage
of marketing is, however, the exe-
cution stage is where all of the
planning is put to the test. This
phase of your project will be more
successful if your strategic plan-
ning is done thoroughly. Following
are the key elements that comprise
effective strategic marketing plan-
ning. These distinctive steps will
take you from concept to plan to
execution to analysis and back
again. As you review the steps
below, think of your marketing
plan as the map used during a road
trip, with cities along the route rep-
resenting benchmarks and reach-
ing the end destination the objec-
tive.

Objective: The objective should be
measurable, should tie back to
business needs, and should be
achievable while still being a bit of
a stretch. All other elements of
marketing planning should map
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Xerox and Centura Software. Todd
brings a wealth of solution-driven
sales experience to the CCI team. 

Cathi O’Sullivan is the Director of
Marketing & Business Develop-
ment at CCI. Cathi is responsible
for directing the marketing efforts
for CCI, as well as for directing the
development and management of
CCI partner relationships and the
CCI Professional Services offering.
She joined CCI in October, after
almost three years as a CCI client.

One of Cathi’s key initiatives
over the last few months was a
complete redevelopment of the CCI
website. We’re pleased to announce
that our website is scheduled to
launch in mid-January. Please visit
the more robust site at
CCIonline.biz.

We’re also going to be offering
the CCI Journal as an HTML e-
mail newsletter starting next quar-
ter. Please let us know if you would
prefer to receive your copy of the
Journal electronically by visiting
www.CCIonline.biz today. 

(“Executing Against Plan,” page 2, column 3)

Objective

Target Audience

Messaging

Tactics

Call to Action

Follow-up

Strategy

BUSINESS, A2



Section A, page 2 BUSINESS SECTION

CCI  :  899 Northgate Drive : Suite 104 : San Rafael : CA 94903 : Telephone 888.260.2667 x210

Bill Kelly is VP of Sales
for CCI and helps
companies define
objectives, evaluate 
strategies and implement
programs that achieve
measurable results.

The way I see it...

More and more, companies are
working to not only generate rev-
enue with sales and marketing
activities, but they are also trying
to make the best use of every dollar
spent. Most channel managers are
being asked to generate higher
returns with diminishing
resources. In other words, deter-
mining a company’s return on
investment (ROI) for every activity
or program is more critical than
ever. 

As we discussed in the
“Automate Your Program and
Increase ROI” article (CCI Journal,
Fall 2002), there are two basic
types of ROI: Operational ROI and
performance ROI. Operational ROI
is defined as the cost of current vs.
potential reduction of costs, and
performance ROI is typically
defined as results (incremental rev-
enues and profitability gained in
trade programs) vs. cost of pro-
grams that provide these results. 

How your company defines ROI
may change from program to pro-
gram or it may change every quar-
ter, depending on your objectives
and your ability to track and meas-
ure results. What does not change,
in most cases, is a company’s need
to extract and analyze meaningful
and relevant ROI data, regardless
of the current objectives. But how
can your company meet these ever-
changing needs?

First, let us look at the various
ways performance ROI data can be
defined and captured throughout
the lifecycle of a program.
Essentially, there are five sub-lev-
els of ROI that may be captured
and they are:

Planned – This is the overall
objective of the program or activity.
The use of pre-approvals, requests
for participation and quarterly
planners can be leveraged to ask
your customers questions related to
exposure (e.g., circulation, names,
attendees) and anticipated number
of responses.

Expected – These are the
results that can be reasonably

ROI: Data Capture Points
to Facilitate Analysis

determined after the activity has
been planned and paid, but before
real results have been generated.
Use the claiming process to pro-
gressively improve your ability to
report on ROI. For example, ask
how many inquiries or sales leads
were received at the time of the
claim request or establish automat-
ed 30 or 60-day follow-ups to see if
any of the planned or expected
results have changed.

Realized – Those results that
are measurable at the response
level of a program are considered
realized ROI. Identify each lead
with promotional codes or other
tracking mechanisms that will
allow you to determine which activ-
ities have generated responses.

Actual – This is determined
when revenue can be compared to
the cost of the activity or program.
Tie point-of-sale (POS) or sales out
information to your customers’
activities. Look for correlations
between products sold and prod-
ucts promoted. Identify how your
customers are promoting specific
products and tie those promotional
costs back to the sale of the prod-
ucts.

Verified – This may be uncov-
ered in various post-sale activities.
Follow-up with your customers
through onsite visits, sales calls
and surveys. 

By taking this approach to cap-
turing marketing data you will
support your company’s initiatives
and have everything you need to
determine ROI. Then, you can ana-
lyze the data in a number of ways.
For example, you can calculate ROI
by dividing the sales revenue gen-
erated by the cost of the marketing
activities. Then break this down by
customer and product or by region
and territory. By comparing ROI
for each marketing activity you will
be able to prioritize and select the
right activities for the right mar-
kets and products. As you continue
to perform this analysis you will be
able to compare average ROI from
year to year and develop an on-
going scorecard to judge overall
program effectiveness.

CCI’s ProgramsPro platform
and solution modules support this
process. Typical configurations
include the Fund Management,
LeadPro and POS modules com-
bined with an online survey tool
and professional services. If you
would like to see this solution in
action, please call me at
415.526.3210 or visit CCI at
www.CCIonline.biz.

To subscribe to the electronic edition of The CCI Journal, log onto
http://www.CCIonline.biz/Press & News page or send us an e-mail at
TheJournal@CCIonline.biz

tics that map back to the strategy,
objective, and the type of audience
might be: Direct mail and e-mail,
telemarketing, and a web response
page. 

Call to action. The call to action is a
strong, clear, compelling offer that
will guide your audience to the next
step. The best call to action state-
ments make it clear that your orga-
nization’s offering is a “must have”
for the audience, and it will tell
them how to get it. 

Follow-up. Regardless of the next
step your audience takes, your
organization should have firm fol-
low-up plans in place so as to con-
tinue to nurture and maintain the
relationship. 

When you know what all the
components of your marketing plan
are, it’s easier to execute against it
and to measure success at each
stage. Once you know where you’re
going, how you’re getting there,
who is going to assist you, and that
you have a road map to follow, it’s
easier to see when and where you
veer off course, allowing you to
make adjustments and still reach
your destination. 

Executing against a marketing
plan requires careful coordination
and attention to detail. Regardless
of the objectives and type of plan,
execution requires that you develop
consistent messaging delivered in a
predictable manner by a team that
includes all key players. Much of
the work that must be done in the
execution phase can be done simul-
taneously, but there are distinct
steps to follow. These are:

Build the execution team
Have the right team of people

working on the plan from the
beginning. And, after the team is
built, define each person’s role, the
hand-off points, and deadlines. 

Build the infrastructure
The infrastructure to support

the project can now be built or fur-
ther defined. Many CCI clients use
a combination of ProgramsPro,
AdPro and Lead Pro as the primary
infrastructure for their projects,
with supporting infrastructure
from other internal and external
sources. Having a good infrastruc-
ture system in place early in the
execution phase will ensure a flaw-
less launch, an excellent customer
experience, and the ability to col-
lect and analyze key data.

Share the plan
Share your plan with other

internal and external team mem-
bers who will be impacted in one
way or another by the project. Give
them the vision for the plan, the
objective, why you think they
should be aware of it, and what is

expected of them, if anything. It’s
always better to over-communicate
than to assume others know what
you’re doing. 

Creative development
This is when any creative ele-

ments (direct mail pieces, tem-
plates for use by channel partners,
etc.) are created and approved. This
is also when any logistical elements
like response mechanisms, fulfill-
ment, postal requirements, etc., are
coordinated and finalized. 

Production
Production is complete when

the final products are approved and
readied for launch. Production
includes everything from printing
mail pieces and getting the postage
ready, posting marketing tem-
plates to AdPro, and verifying that
the infrastructure is ready for
launch. 

Share the plan again
Communicate, communicate,

communicate. This is the time
when you should give another
update to both the decision makers
within your organization and to
your other team members, especial-
ly to channel partners who may be
impacted by or who have the oppor-
tunity to participate in the project. 

Launch
This is when the tactics of your

plan “go public”. Perhaps your mail
piece drops, your e-mail campaign
is sent, and the web and telephone
response mechanisms go live.
Launch time is when all of the
planning, coordination, and tactical
implementation come together as
one. 

Tracking & analysis
Tracking the measurable aspects of
a project (as defined by your plan’s
objective and strategy) may be one
of the most important steps in the
execution phase. By tracking
response, sales, or whatever met-
rics were pre-determined to be sig-
nificant to the project, you can
decide if you’re getting the results
you expected, how to make adjust-
ments if the results are not what
you’d hoped (or if the results are
better than expected), and if and
how to do the next project differently.

Remember, your marketing
plan is a map that can take you
wherever you want to go, if you are
clear about what you want to
achieve. Plot your course, choose
your resources wisely, and the exe-
cution of your plan will be easier
and more successful.

For more information on effec-
tive marketing planning, including
Sample Marketing Plan Checklists,
a generic ROI Calculator, and a
PowerPoint that more fully
describes the steps mentioned in
this article, please visit
www.CCIonline.biz.
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