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pinpaint Inbound Marketing vs.

Outbound Marketing

It is increasingly accepted that
marketing to your customers
when they are already
interacting with you (i.e.,
Inbound marketing) is more
effective than reaching out to
your customers on your
schedule (i.e., Outbound
Marketing),

but

how much more effective?

Www.pinpoint-corp.com Market Smarter. Adapt Faster. 800.809.0612



pinpoint Inbound marketing with
Interaction History real-time offer decisions

o @ST PURCHASES/SERVICE } L

e -‘Meix WEB SiTE ACTIVITY. oé‘k y
MARKET sP |
TING CONTACTS/RES f T Best Offer

SERVICE INTERACTIONS

Inbound marketing provides the

s opportunity to consider the combination
of both past behavior and present
behavior (or context) when making a real
time decision about customer
communication,

SO

what is the value of utilizing this
combination of customer information?
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el The Measurement Approach

To address these questions, Pinpoint looked at organizations with marketing
programs that met the following criteria:

1. Active, high volume programs for both Inbound Marketing and
Outbound Marketing (> 100 million marketing touches per year each for
inbound and outbound marketing)

2. A common set of messages/offers delivered across inbound and
outbound marketing programs

3. A consistent methodology used for both inbound and outbound
marketing for attribution of revenue to marketing touches

4. Use of fine grained customer segmentation, that considered a wide
spectrum of customer relationship data, in both Inbound and outbound
marketing tactics

5. Inbound marketing tactics that make real-time offer decisions using the
current interaction context.
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inpoint -
PINPOEL The Metrics
Pinpoint collected the following metrics for both inbound and outbound marketing programs:

1. Number of marketing touches

A marketing touch is a single marketing interaction that may contain multiple offers or
messages to the customer (e.g. one email is one touch, even though there may be 4
different offers in that email).

Only inbound and outbound marketing touches targeted to individual customers were
included.

2. Amount of revenue attributed to marketing touches

As long as the attribution methodology was applied consistently across all inbound
and outbound marketing touches within an organization, the specifics of how each

organization computed attribution of revenue to marketing were not factored into the
analysis.

3. Revenue per marking touch

The aggregate amount of attributed revenue divided by the total number of marketing
touches, computed separately for inbound programs and outbound programs.
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pinpoint The Results

1. Number of marketing touches
77.8% of all marketing touches were performed by outbound marketing
22.2% of all marketing touches were performed by inbound marketing
2. Amount of revenue attributed to marketing touches
20.9% of all attributed revenue came from outbound marketing
79.1% of all attributed revenue came from inbound marketing
3. Revenue per marking touch

Revenue per marketing touch for inbound was 13.3 times as much as revenue
per marketing touch for outbound

Inbound Marketing was found to be 13.3 times as effective as Outbound Marketing
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Pinpoint The Results — A Closer Look

The magnitude of the difference in effectiveness of inbound marketing over
outbound marketing was larger than we expected, so we took a closer look.

There are two major differences between inbound and outbound that could account
for the increased effectiveness of inbound:

1. Engagement - For inbound, the touches happen when the customer is
already engaged (e.g., browsing the web site or making a purchase) where
for outbound, the customer generally is not engaged at the time of
marketing touch.

2. Real-time Decision - For inbound, the decision on what offer(s)/message(s)
to present at the time of a given touch used information on the current
context of the customer interaction but for outbound, the offer decision was
made in advance.
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RliRCi The Results — A Closer Look (cont'd)

In order to quantify the contribution of each of these factors to the difference in
effectiveness of inbound marketing, we looked at outbound marketing emails and the
open rate of those emails.

o When a customer opens an email, they are engaging with the organization in
much the same way as when they are browsing the organization’s web site

o As a reasonable approximation, we can factor out the engagement
component of the difference between inbound and outbound marketing by
including only opened marketing emails and inbound marketing touches in
the analysis.
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Pinpoint The Results — A Closer Look (cont’d)

Results including only opened emails and all inbound marketing touches:
1. Number of marketing touches
37.1% of all marketing touches were performed by opened emails
62.09% of all marketing touches were performed by inbound marketing
2. Amount of revenue attributed to marketing touches
20.9% of all attributed revenue came from opened emails
79.1% of all attributed revenue came from inbound marketing
3. Revenue per marking touch

Revenue per marketing touch for inbound was 2.23 times as much as revenue
per marketing touch for opened emails

Real-time marketing decisions were found to be 2.23 times as effective
as marketing decisions made in advance of the customer interaction
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For more information about this case study
or assistance with planning , implementing or improving
your real-time marketing solution,
please contact

Paul Becker
paul.becker@pinpoint-corp.com
704-560-0845

Or visit

WWW.pinpoint-corp.com

Www.pinpoint-corp.com Market Smarter. Adapt Faster. 800.809.0612



mailto:paul.becker@pinpoint-corp.com
mailto:paul.becker@pinpoint-corp.com
mailto:paul.becker@pinpoint-corp.com
http://www.pinpoint-corp.com/
http://www.pinpoint-corp.com/
http://www.pinpoint-corp.com/

