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Business object ive :  Wha t i s  the overa l l  obj ec ti ve of thi s  c a mpa i gn? How c a n i t hel p i nform wha t the c a mpa i gn i s  des i gned to a c hi eve? 

Desired result (s):  Wha t does  s ucces s  l ook l ike for  the ca mpa i gn a nd how ca n 
i denti fyi ng tha t hel p you determi ne wha t the c a mpa i gn pl a n needs  to l ook l i ke? 

Target  market :  Who a re we ta rgeti ng?

Sales goal (total): Wha t i s  your  s a l es  obj ecti ve for  thi s  ca mpa i gn? Matur ity of business:
I s  your  bus i nes s  a i ming to grow or  j us t ma i nta i n? How 

does  thi s  l i nk to broa der  portfol i o s tra tegy?

Cost  per  sale : How muc h c a n you a fford gi ven ma rgi n a nd uni t c os ti ng? TAM/SAM: Wha t i s  the tota l  a ddres s a bl e ma rket for  your  product?

L eads (MQL ) generat ed:
How ma ny top of funnel  l ea ds  do you need to provi de 

s a l es  gi ven a  funnel  throughput forec a s t?
New vs exist ing 
Customers:

Are you foc us ed on new c us tomers ? Ex i s ti ng known 
c us tomers ? Expa ns i on opportuni ti es ?

Funnel improvement  
conversion rate :

How muc h c a n you r ea l i s tic ally i mpr ove the s a l es  funnel  
over  the l ength of the ca mpa i gn?

Market  adopt ion:
How s a tura ted i s  your  ma rket wi th the broa der  ca tegory of 

devi c e tha t you ha ve (i .e. ADCs )

Cost  per  MQL Wha t i s  the es ti ma ted c os t per  MQL 

Market ing return on 
invest ment :

Wha t i s  your  return on i nves tment gi ven the dol l a r  s pend? BD Penetrat ion of TAM Wha t percenta ge of the overa l l  ma rket ha s  BD penetra ted?

Exist ing campaigns/market  insight s:  Wha t c a n we ga ther  from other  exper i enc es ? Overall spend/effort :  Wha t i s  the budget? How muc h wi l l  thi s  c os t? 

Compet it or  act ivit y: Wha t a re c ompeti tors  doi ng to s el l ? Ad spend:
Wha t i s  your  tota l  proj ec ted a d s pend ba s ed on your  

c a mpa i gn budget? Dr i ven by top l evel  pl a n -ba s ed a na lys is 
on pa s t ca mpa i gn KPI s /Funnel  convers i on ra tes

Past  result s: How ha ve pa s t c a mpa i gn s ta c ked up? L abor  est imat e:
How much l a bor  wi l l  thi s i nvolve from the OOT + a ddi ti onal 

s upport requi red (i .e. s a l es , MLR)

Team: Who i s  worki ng on thi s  c a mpa i gn? Who i s  the produc t owner? Sc rum ma s ter? 

Timing: When do you expect to ha ve thi s  i n ma rket? 
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Business object ive :  Accel era te MedBa nk new cus tomer  a cqui s iti on by i ncrea sing the qua l i ty a nd qua nti ty of ma rketi ng qua l i fi ed l ea ds i n the s a l es  funnel  vs . FY22.

Desired result (s): Dr i ve $150,000 i n revenue growth wi th our  prel i mi na ry ASC 
ca mpa i gn

Target  market :  ASCs  a re the foc us  of the pr i ma ry c a mpa i gn ba s ed on a  c ombi na ti on of 
ti mi ng, content, a nd s tra tegy.

Sales goal (t ot al): $150,000 (ba s ed on c a mpa i gn budget) Mat ur it y of business: Grow  (ba s ed on MedBa nk/MMS portfol i o s tra tegy)

Cost  per  sale : $11,166 (ba s ed on top down model ) TAM/SAM: $230M (ba s ed on s egmenta ti on wor k)

Leads generated: 97 (ba s ed on funnel  throughput)
New vs exist ing 
Cust omers:

New, ex i s ti ng known a nd expa ns i on opportuni ti es

Funnel improvement  
conversion rat e :

3% tota l  over  6  months  (ba s ed on es ti ma ted 
i mprovements )

Market  adopt ion: 15% (ba s ed on s egmenta ti on work)

Market ing return on 
invest ment :

2.07  (ba s ed on s a l es  vers us  a d s pend) BD Penetrat ion of TAM 6% (ba s ed on s egmenta ti on work)

Exist ing campaigns/market  insights:  Li mi ted pa s t ca mpa i gn da ta  i nhi bits  our  a bi lity 
to dra w mea ni ngful  conc l us ions

Overall spend/effort :  Spend i s  ba s ed on c urrent budget a l l oc ati ons by Bi l l  a nd Kel l y

Compet itor  act ivity:
Omni cel l  runs  l i mited SEM ca mpa i gns , offers  a  better  

di gi ta l  exper i enc e
Ad spend: $67,000 (ba s ed on tota l  budget mi nus  a gency pr i c i ng)

Past  results:
One previ ous  c a mpa i gn tha t fa i l ed to del i ver  ba s ed on 

l a ckl uster  l ea d qua l ity (ba s ed on i ns i ghts  from BU)
Labor  est imate: $TBD (ca n’t determi ne wi th current knowl edge)

Team: William Hert z, Cr ist ina Margat e , Bret t  Doucet t e , Kr ishna Polasani, Rishi Sharma, Jessica Zent ner , Ke lly Vajda

Timing: Ca mpa i gn i n ma rket by October  7 th
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