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Week 4 Assignment- SCORE

DATE:  December 18, 2010
FROM: Philip Klinger
MEMO TO: Mark Thompson

SUBJECT:  Communication Plan Evaluation & Measurement- SCORE
Overview:  
This provides an analysis of the marketing communication tactics we deployed to generate interest and thereby attendance for our “Surviving the Economic Downturn” panel discussion on December 6, 2008.

Background:  
The current economic climate has dramatically shifted the kind of counseling requests our organization is seeing today.  Our counseling and workshop attendance during the first half of the year was focused on new business start-ups where today we are being deluged with requests for information on managing cash, receivables and maintaining sales.  To address these needs among our existing and new clients, we conducted our first ever “panel discussion” where we could field a broad base of questions and offer specific advice. The panel discussion was announced and promoted through a series of three email blasts beginning one month before the event and complemented by a public relations effort designed to generate media mentions of the event.  An analysis follows. 

 eMail Results & Effectiveness: 
In measuring the results from the email campaign and its effectiveness upon the target population of San Diego business owners, it is important to analyze the data before and after November 27, 2011. The numbers before November 27, 2011 will express the percentage of messages that drew interest in the target population to register for $35. The numbers after November 27, 2011 will express the percentage of messages that drew interest in the target population in the time range for a $50 registration. That is, in both cases the calculations will indicate which messages were most effective in reaching the target audience. The measure which will be used to calculate the data’s effectiveness in this situation will be the click through rate (CTR). 

The equation for measuring the click through rate is as followed:   CTR= Clicks/ Impressions
Before November 27, 2011 ($35 registration): In order to calculate the effectiveness of the email campaign before November 27, 2011 it is important to analyze the numbers below and place them in the equation for CTR. As can be seen from the chart, there were 519 clicks out of 44,968 impressions sent out in email form. These numbers were generated from the sum of total clicks and the sum of total sent which equals 519 Clicks/ 44, 968 Impressions = 0.0115 or 0.012 which is 1.2% click through rate
	Date
	Total Messages Sent/ Impressions
	Total Number of Clicks

	November 4, 2008
	8,016
	88

	November 5, 2008
	10,680
	70

	November 10, 2008
	7,763
	198

	November 13, 2008
	7,818
	100

	November 17, 2008
	10,691
	63

	Grand Total: Email Campaign Before November 27, 2011
	44, 968
	519


After November 27, 2011 ($50 registration): 
The next chart to look at is data sent after November 27, 2011. Using the equation for click through rate as in the first chart above with the sum of clicks and the sum of sent messages these particular messages indicate: 
259 Clicks/ 25,928 Impressions = .009 or .01 which is 1% click through rate

	Date
	Total Messages Sent/ Impressions
	Total Number of Clicks

	November 28, 2008
	8,019
	81

	December 1, 2008
	7,976
	83

	December 5, 2008
	9,933
	95

	Grand Total: Email Campaign After November 27, 2011
	25,928
	259


Click through Rate of entire Email Campaign:  

519 Clicks + 259 Clicks / 44, 968 Impressions + 25, 928 Impressions

778 Clicks/ 70, 896 Impressions = .0109 or .0110 which is 1.1% Click through Rate
The averages are then calculated based off the 8 weeks it took to complete the campaign. As mentioned above the total Impression sent was 70,896 which then if divided by 8 weeks equals 8,862. This number represents the average number of impressions sent out per week. If we do the same calculation with the total clicks divided by 8 weeks of the campaign, the average number of clicks per week equals 97. 
The average click through rate is then calculated with the same formula for CTR:

97 Clicks/ 8,862 Impressions = 0.0109 or 0.011

Average Click through Rate per Week = 1.1%
*An average Click through Rate of 1.1% is not very high, ultimately insisting that this tactic was ineffective in reaching a large portion of the target population with its message/impression.

Public Relations Results &Effectiveness: 
During this event there were 7 tactics that went into play for creating, interpreting, influencing, and persuading a message to the target audience. This message needed to talk about the event and SCORE; the organization as a whole. Next the message had to appeal to the consumers desire to take risks again in a downturned economy. In order to do this correctly, the Public Relations department needed to construct and develop these tactics with certain measurements in mind. That is, it was important for the team to lay out what areas of each tactic would be measured and then which messages had the greatest effect on the target audience. Below is a chart of two tactics in depth; email and the website.
Measurement Criteria and Source:
	Tactic
	Measures
	Measurements
	Source of Measures

	Email
	-Number of people reached over the entire campaign (Media Reach)

-Number of times the people opened the message/impression (Media Frequency)

-Average Click Through Rate
	-69,911 people received the emails within the 8 weeks of the campaign.

-10,762 individuals opened emails specifically for campaign with the message/impression

- 1.1% (See Email Results and Effectiveness Section) 
	-Third party service provider


	Website
	-Number of total views on the landing page

- Number of unique people who visited the landing page

- Average amount of time people spent on the website landing page
	- 422  total views of the landing page

- 336 unique views to the landing page

- 2.22 minutes/seconds is the average amount of time people spent on the landing page
	-Goggle Analytics




Cost: 
The cost in this scenario is dependent upon 4 separate measures, production cost, media and placement cost, fulfillment cost, and total activity cost. The chart below shows these measures ordered and displayed in columns which is then totaled for each tactic. Once the tactics have been filled in with the correct data, all the separate tactics are then added together for the grand total cost of this strategy. First is the production cost which outlines how much will be spent to create the message that will be sent out. Media and placement costs deal with the amount of money the messages cost to distribute, and display. In the case of press releases and website, distribution does not cost any money and the display by multiple audience members is also free. Fulfillment is the cost of redeeming a coupon. In this particular scenario listed below, there are no coupons being sent out nor are there any free product offers that will need to be redeemed later. If ratings show to be high for any of the tactics, it may be sensible to organize coupons for the target audience of future fellows in future times. In the table below, is a detailed description how much the tactic cost, added, and then summed for analysis/evaluation.  
	Tactic
	Production ($)
	Media & Placement ($)
	Fulfillment ($)
	Total Activity Cost ($)

	Print  Information

	-Clipping Service: $14.00

-Color copies/Outputs: $10.00

-Copies: $4.00

Total: $28.00
$28 x 1/3 PR Fees to this event = $9.33


	-Professional Services: 
$300 

-Postage: $2.00
Total $302.00

$302.00 x 1/3 PR Fees to this event = $100.67

	- No coupons or necessary validations

-No expenses because it belongs to the educational material in a digital format


	Grand Total 

$110.00

	Emails
	-Volunteer or paid staff work creates the email as part of job duties: $0.00

	-Third party service provider: $200.00/ month (November only, no extra cost for December)
	-There is no expense for packaging, shipping, or handling
	Grand Total

$200.00


	Telephone
	-Volunteer creates the message: $0.00
	-$5.00 for use of phone line- unlimited talk


	- No coupons or necessary validations


	Grand Total

$5.00

	Press Release

	-Authored by the agency, free to produce since it is included in the professional services already detailed in Print Information tactic (above) - $0.00  
	-“mailed and emailed to all the local media, traditional and electronic”- apart of postage cost and professional services already calculated in Print Information tactic (above) - $0.00
	-Postage fee included in the Print Information tactic; No additional postage fees for press release =

$0.00
	Grand Total

$0.00

	Website


	-Volunteer and Staff as part of job duties: $0.00

	-Free to use Google Analytics
???
	No coupons or necessary validations
	Grand Total
$0.00

	Exhibition

	-Volunteer Speakers: $0.00
	Room Rate (Rental): $50.00

	-No expenses
	Grand Total
$50.00

	Word of Mouth


	-Volunteer and part of inside employees: $0.00

	-No spending on the press for speaking out the message
	-No expenses or coupons
	Grand Total 
$0.00

	Total Cost
of Email Campaign
	Total Production

$9.33
	Total Media and Placement

$355.67
	Total Fulfillment

$0.00
	Grand Total

$365.00


Return: 
In the return section displayed in the chart below, a Product GM% title and a Break-Even Title appear. Using the information known about SCORE and the turnout from their December 2008 event, important factors such as Total Revenue, Sales, and Donations, could be plugged into the formula below representing a clear Product GM%. The data necessary to use from SCORE’s December 2008 event are the Total Revenue, Total Expenses, Profit/Loss, which then allowed to calculate the GPM = (Gross Profit / Revenue). In this case 1.301% was calculated to represent the Product GM%. This can be seen more in depth by plugging in the figures to the GM% formula:

Total Revenue – Total Expenses = Product GM%

$1,800 (Total Revenue) - $365.00 (Total Expenses) =

$1,435 / $1,800 = GPM%

GPM%= .7972   or   79.72%

Financial - Break-Even Threshold and ROI analysis: 
Once the Product GM% had been calculated, then the Break-Even could be figured out and displayed in a quantifiable notation as well. The total of each tactic is then plugged into the equation for Break-Even; B/E = Cost of Investment / (1.00 – GP%). A detailed list of the calculations for each tactic used in the SCORE December 2008 event are listed and displayed below.

	Tactic
	Product GM %
	Break-Even $

	Print Information
	79.72%
	$110.00 / (1- .7972 = .2028)

$110.00 /.2028 = $542.41 



	Email
	79.72%
	$200.00/ (1- .7972 = .2028)

$200.00 /.2028 = $986.19


	Telephone
	79.72%
	$5.00/ (1- .7972 = .2028)

$5.00 /.2028 = $24.65


	Press Release
	79.72%
	$0.00 / (1- .7972 = .2028)

$0.00 /.2028 = $0.00


	Website
	79.72%
	$0.00 / (1- .7972 = .2028)

$0.00 /.2028 = $0.00


	Exhibition
	79.72%
	$50.00/ (1- .7972 = .2028)

$50.00 /.2028 = $246.55


	Word of Mouth
	79.72%
	$0.00 / (1- .7972 = .2028)

$0.00 /.2028 = $0.00

	Total: All Break-Evens Summed
	Grand Total:     $1,799.80


Using the information from the chart above, a total of $1,799.80 was needed in order to generate enough income to break even. According to data measurements, the December 2008 event only made $1,800.00 in revenue meaning that they made only .20 cents in profit. This is not a great outcome in profit based on the amount of work and energy all the tactics took to put in place, monitor, and facilitate. Based on the findings for break-even analysis, suggestions and recommendations should be at the forefront of SCORES interest in future times or they may not have enough financial backing (without grants) to continue events/workshops. Keeping this in mind, it is important to increase the Return of Investment. Displayed below are calculations for the December 2008 event and a short analysis of its findings. Before finding the exact figures for the ROI it is import to calculate the total revenue because it directly fits into the equation associated for ROI calculation.
Total Revenue of the exhibition: 

15 people registered via Website for $35 = $525

5 people registered via the website for $35 = $175
7 people registered with the office through telephone paying $50 = $350
10 people registered via the website for $50 = $500
5 people walked up to the door paying $50 = $250

Total Revenue = $1,800 from 42 individuals (Sum of registered guests above)

The formula for Return of Investment ROI is defined by the equation: 
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A ROI “generally refers to advertisers’ desire to have measurable return (i.e. sales, increased safety belt usage, etc.) on the advertising funds they invested.” (Glossary of Terms for Marketing and Communications, p. NA)

According to our text, “there are five levels of ROI measurement:

A. “Sales tracking, test markets, market research;

B. Ad hoc programme and initiative ROI;

C. Optimizing resource allocation;

D. Brand asset valuation;

E. Integrated measurement.” (Aitken and Young, p. 53)

In the case of this specific event, the data above plugged into the ROI equation appears:

$1,800 – $365.00 / $365.00 = 3.93%

3.93% is the Return of Investment (ROI) for this particular event. 

Using this information, these tactics did not have a good return of investment. A Return of Investment of 3.93% would not be that bad to a for-profit organization because it would compound on a regular basis. However, for SCORE this is not the case since it is a non-profit without the selling of shares. Generating a higher Return of Investment is important because the more return that is made from the investments, the more investments can be made in future strategies and tactics used from the return. 

Summary and Recommendations for the future: 
Summary:

Throughout this paper dialogue and focus has been emphasized on multiple areas. The overview and background lay out the foundation for SCORE as a non-profit organization that places emphasis in helping business owner learn ways to compete in a struggling financial market. Next, dialogue included the results from the email campaign and the effectiveness in reaching the target audience. In this section a measurement was made by looking at the click through rate (CTR) of all the emails sent out and how many really had a calculable effect on the target audience in influencing their decisions to join the workshop. The average click through rate calculated out to be an average of 1.1% which is very low for deeming this tactic effective on the target audience.  Following this are the results of the public relations department in their ability to reach and ascertain a common message and build support of the event. This section used numbers from the email campaign to lie out in chart form the measurements, criteria, cost of the tactics, and the results from those costs. Spending $365.00 in the messaging of the event through 7 different tactics did not prove to have a substantially effective impact on spreading the December 2008 event. Financial break-even thresholds were then calculated out to see the total profit for the December 2008 event. Discovering that SCORE only made .20 cents off the event we could then summarize that new tactics and strategies should be implemented to increase the ROI. Further calculations established the ROI for the December 2008 event was not very high, also suggesting the need for new strategies and tactics.  
Recommendations: 
In looking at all the data and the process of the tactics used in this email campaign, I have drawn a few different ideas for new public relation methods. In using the data, it can be seen that the first emails were sent out only a month before the event, only using a little over 7% of all potential emails for the $200.00 service fee to the third party service provider. I would suggest using closer to all 1 million emails for this tactic if the cost allows for it, as it does in this case. As is, using only 7% of what is allowed for the $200.00 flat rate is a waste of money for the investment in that tactic. This would hopefully give SCORE the opportunity to reach a larger number of the target audience. 
In the cost chart another apparent piece a data specifically sticks out. A few of the tactics do not cost any money for messaging. As important as this might be when working on a budget, a greater return may be generated from tactics that have a greater cost of investment. I would suggest SCORE sponsoring a sports team for children that is fairly inexpensive throughout the year. For as little as $300.00 a year, SCORE could help children purchase equipment for team sports while throwing out the message to parents and business owners who come to the games. It is important to find tactics that may not be free, but in the long run portray the largest potential for ROI. 

Another idea that SCORE might consider is cutting costs in areas that do not seem to be working. At the current time 1/3 of professional services in the public relations department go towards some of the tactics used such as Print Information. This is still $100 that does not have to be spent. It would be wise to consider using volunteers to make the banner, posters, or other printed materials they use in this tactic and save the professional services for other tactics created and used in the future. 
BIBLIOGRAPHY

Young, A., Aitken, L., (2007) Profitable Marketing Communications: A guide to marketing return on 
            investment. Kogan Page Limited., London and Philadelphia.  
Web References

http://email.about.com/library/glossary/bldef_click-through_rate.htm
http://www.nhtsa.gov/people/injury/NewmediaForumWeb/MediaForumPlanner/pages/Glossary.htm
http://www.opentracker.net/article/hits-or-pageviews#Hits, visitors & pageviews
http://www.mediacollege.com/internet/statistics/visits/
