
Is my budget being spent wisely?

What activities are yielding the best results? 

Which are failing?

Are expenditures helping us achieve our annual sales revenue goals?

Are we getting the biggest bang for our buck?

We’re always told it takes money to make money. Nowhere is this more obvious than in the realm of

commercial sales and marketing. Between branding, advertising, prospecting, production of

marketing collateral, proposal preparation, and sales commissions, a company can easily spend 20

percent of its income on just finding, attracting, and closing customers. For a business with $12

million in annual sales, that’s $2.4 million per year — or $200,000 per month.

Unfortunately, too many companies rarely question such expenditures. They just spend and spend

and hope for the best, chalking it all off as “the cost of doing business.” But like all aspects of a

business’s operations, the efficacy of one’s sales and marketing activities should be subject to close

scrutiny. But Senior Leadership should be asking:

In short, your sales and marketing activities should be subject to scientific analysis. 

The numbers should check out.
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https://www.brainyquote.com/quotes/plautus_380741
https://www.brandingmag.com/2015/10/14/what-is-branding-and-why-is-it-important-for-your-business/
https://www.sbnonline.com/article/just-cost-business/
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Introducing… the Revenue Solution

The sad truth is most organizations do not

closely track revenue in the same way they

consider expenditures. Even in the midst of

these challenging economic times, when

many companies are counting themselves

lucky to still be in business, they still aren’t

considering this. Instead, they just keep

spending dollars, hoping their efforts will

pay off. Hardly anyone is peeling back the

proverbial onion to see if what they are

doing is really working.

Recognizing this reality, my organization,

Blueprint CFO, recently launched the

Revenue Solution. Data-driven, yet forward-

looking, we put hard numbers against your

sales and marketing activities so businesses

can allocate their (often) limited funds on

things that work well and avoid spending on

things that don’t. Our system analyses a

variety of Key Performance Indicators (KPIs)

over a 12-month period, including:

The result of our analysis provide a clear

roadmap to sales success — and greater

company profitability.

https://en.wikipedia.org/wiki/Customer_acquisition_cost
https://blueprintcfo.com/
https://kpi.org/KPI-Basics


Case Study: Plumbing Supply Manufacturer

To see this in action, let’s consider our client, a Southern California-based plumbing supply

manufacturer. They were spending approximately $10,000/month using the services of a marketing

agency. On top of this, they employed their own internal department for both inside and outside sales

as well as customer support. The total sales and marketing outlay, including salaries, commissions, rent,

telephones, internet, website design and maintenance, etc., was actually costing them a

$200,000/month.

Being a manufacturing concern, this organization was deeply concerned with the cost of making and

distributing their products and always seeking ways to optimize spending. Ironically, their policy of

“continuous improvement” did not extend to its sales and marketing. As a result, little to no effort was

made to determine if their marketing company was actually growing their customer base. Not only that,

they hadn’t run the numbers to determine if their inside and outside sales staffs were “right-sized” for

growing their business. The Bottom line? No one on the team could produce a number designating the

actual return on their sales and marketing investment.

Finally, a concerned executive brought this deficit to the attention of leadership. In response, they

hired Blueprint CFO to apply our Revenue Solution to their situation. After tracking the company’s

expenditures and revenues over several months, we determined much of the money they were spending

on online marketing was a waste. 

Likewise, their web marketing sounded like a “trendy” investment. In reality, it wasn’t bringing in new

customers. In fact, most of their revenue was coming through traditional sources: relationships with

existing customers and referrals. Based on this analysis, we recommended the company cut back on

web marketing and focus its resources on its sales staff, making sure they had the tools and training to

take full advantage of their face-to-face contacts.

As a result of this analysis, not only was the company able to reduce its monthly sales and marketing

spending to $160,000 per month — a savings of 20 percent — but it was able to incorporate

“continuous improvement” in its methodologies through the use of an online revenue sales tracker we

designed. The result? Sales increased. Costs declined. Revenues soared.

Do You Know Your Sales and Marketing ROI?
If you don’t know this answer, you’re probably spending money in the wrong places. To
understand our unique approach to data, your company’s lifeblood, please read about
us in Forbes. And if you want to receive a complete review of your sales and marketing

to obtain your revenue solution, please email me at jim@blueprintcfo.com or visit
www.BlueprintCFO.com.

https://blog.kainexus.com/continuous-improvement/6-principles-of-the-continuous-improvement-model
https://www.forbes.com/sites/cognitiveworld/2020/04/27/when-the-economy-reopens-lets-create-our-best-future-yet/#3b166e1b7e11

