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By the numbers, yes, but what numbers?

Brand 

awareness

Net Promoter 

Score
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Return on Investment must be your main number

 Transactional

 Each transaction is measured 
on its own

 Relational

 Each customer acquired is 
measured individually

Gain - Cost
----------------

Cost

It’s all direct marketing
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Imagine a catalog marketer who said to the boss…

 I shipped February’s 

catalog on time

 And under budget

 Customers like it

 And it looks beautiful

 Wanna see it?

But that’s all we say about our Web 

sites—where are the numbers?
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How do you calculate transactional ROI?

Visitors 1000

Conversion Rate 1%

Conversions 10

Base
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How do you calculate transactional ROI?

Visitors 1000 1000

Conversion Rate 1% 2%

Conversions 10 20

Increase your 

conversion rate

Base
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How do you calculate transactional ROI?

Visitors 1000 1000 2000

Conversion Rate 1% 2% 1%

Conversions 10 20 20

Increase your 

conversion rate Increase your 

traffic

Base
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How do you calculate transactional ROI?

Visitors 1000 1000 2000 2000

Conversion Rate 1% 2% 1% 2%

Conversions 10 20 20 40

Increase your 

conversion rate Increase your 

traffic

Or both

Base
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But maybe it’s not so simple

 Toyota should divide 

by visitors

 Amazon should divide 

by visits

For conversion rate, do you divide by 

visitors or visits?
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What are your conversions?

Online sales 

 Find a store

 Find a dealer

 Find a partner

Phone call

Affiliate link

 Download a 

white paper

 Fill out a 

contact form
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How do you track offline conversions to the Web?

 The easiest way is for you to 

contact the customer

 If the customer switches channels, 

entice the customer to:

 Print the product’s 

specifications to bring to the 

dealer

 Print a coupon to present at 

the retailer

 Call a special phone number
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What is your Web Conversion cycle? For your site?

Learn

Buy

Shop

Use

Get

Land

Some sites lead to offline activity

Online PC 

Sales?

Land

Consulting?

Learn

Engage
Select
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Use your cycle to measure conversion value

 Finding the right product 

page puts the visitor in the 

“Learn” stage.

 How many customers that 

view a product page put 

items in their carts? 

 And how many check out?

 Multiply by your average 

revenue and you have the 

impact on revenue.

Learn

Buy

Shop

Use

Get

Land

Increasing the success rate at any stage 

increases the overall conversion rate
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For transactions, ROI is simple

 If your conversion rate is 

1%, you must attract 100 

visitors for one conversion

 If it costs $1 to attract each 

visitor and nets $200 for 

each conversion…

 …your ROI is $200 - $100 

divided by $100 = 100%

Learn

Buy

Shop

Use

Get

Land

But what about relationships?
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Lifetime Value is what a new customer is worth

 The math is daunting

 But the idea is simple

 Your acquisition costs for new

customers should reflect today’s

value of what they’ll pay you 

over their customer lifetime

 A simplified example: 

http://www.dbmarketing.com/articles/Art174.htm
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Approximating Lifetime Value with RFM

 Recency: When is the last time the customer 

ordered?

 Frequency: How often does the customer order?

 Monetary: How much are the orders worth?

 When even RFM is too difficult to

calculate, use Recency alone
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Respond to your customers

 Change your products

 Change your content

 Change your prices

 Change your policies

 Change your experience

 Then, change them again

Customers vote with their mice

Learn

Buy

Shop

Use

Get

Which changes increase 

your conversions?
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Read all about it

 “The Bible of search marketing”
--Chris Sherman, Search Engine Land

 Second edition out now

www.mikemoran.com

The 
search 

marketing 
best seller

For more information about the 
books, and for the free Biznology 

newsletter and blog:

Named a “best business 

book” by Miami 

Herald for 2007
 “Great book.”

--Robert Scoble, Scoblizer blog

 “Act now and read 

it.”
--Bryan Eisenberg, Author of #1 best 
seller Waiting for Your Cat to Bark?


