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•	 Web site visitors—where they enter, leave and their 
click-stream along the way

•	 Telephone inquiries—name and identity of callers, 
which campaign they’re responding to and even 
recordings of the call to measure qualitative value

•	 Responses to direct mail and print advertising—by 
using Web landing pages and unique phone numbers

•	 Pay-per-click hits—by tracking keywords, copy, click-
throughs and purchases

To be ROI responsible, you budget for pre- and post-project 
measurement, so you can do more of what’s working and 
scrap what isn’t. This learning also illuminates the other key 
to ROI responsibility: budgeting.

I’ve been asked dozens, if not hundreds, of times: “For my 
industry, what percentage of sales should we devote to our 
marketing budget?” I get it from my students. I get it from 
our clients. And I get it from the people in the audience 
when I speak. My answer is usually, “It doesn’t matter”  
or, “Why do you care?” depending on how feisty I’m feeling.

Think about it. Do you really want to do what your 
competitors are doing? Even if you did, your goals and 
financial capabilities would never be identical.

Zero-based budgeting is required, a process that simply 
means don’t start with baseline assumptions. Don’t 
pre-project budgets based on industry averages or agency 
recommendations that don’t reflect your company’s goals 
and resources. Start from scratch to build your budget. Pay 
what you need to meet your goals, based on the appropriate 
strategy, tactics and deliverables necessary to execute your 
marketing plan.

An adrenaline boost for your marketing— 
and your company
When considering the elements of Responsible Marketing, 
I knew people would understand strategic responsibility, 
execution responsibility and ROI responsibility. For most 
business leaders, it’s something they intellectually know 
they need to do. In fact, some experts would argue that 
operating responsibly in those areas is merely table stakes.

But after serving hundreds of companies and meeting 
with thousands of prospective clients, I can tell you that 
it’s not true. If you address strategy, execution and ROI 
responsibility alone, you’re already doing considerably more 
than most businesses. 

The rest of the package—casting, social, environmental and 
message responsibility—might seem a bit soft and fuzzy. 
Don’t make that mistake. Doing good is the backbone of 
Responsible Marketing. Emotionally—deep down in our 
hearts—we know it’s something we ought to do.

Clearly, companies and individuals want to work with 
values-based organizations. In fact, they’re hungry for 
it. At some level, almost everyone prefers to be associated 
with great brands and remarkable ideas. Responsible 
Marketing offers a framework that responds to our needs 
and our wants, our mind and our heart. It’s something your 
company can rally around that’s good for you and your 
customers.

But the bigger reason we’re so excited about Responsible 
Marketing is the very reason it will help you break through 
the clutter. We’re all part of Earth’s two largest affinity 
groups: inhabitants of a planet that desperately needs our 
attention and members of the human race—groups that 
want—and need—to do the right thing.

Patrick M. Byers is President + CEO of Outsource Marketing, 
the Northwest-based marketing outsourcing pioneer that offers 
companies a marketing department if they don’t have one, 
more strategic and creative horsepower if they do.  
To learn more visit www.outsourcemarketing.com

Responsible Marketing™ is a trademark of Outsource Marketing, LLC.




