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The	Marketer’s	Guide	to	Justifying	
Your	Existence	Series

Part	Three

Presentation	materials	and	video	replay	will	be	provided	within	one	week.

Have	questions?	Use	the	questions	panel	– we’ll	field	them	as	we	go	
and	during	the	Q&A	recap	at	the	end	of	the	call.		



Presenters
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Moderator
Christine	Ahlgren
Community	Banking	Segment	Marketing

Stephen	Nikitas
Senior	Strategy	Director



Today,	We’ll	Discuss	…

● Measuring	 lifetime	value

● Measuring	ROMI

o Response	Rates

o Revenue	
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Must-Know	Marketing	Metrics:	Lifetime	Value

TODAY'S	SLIDES	ARE	NOT	FOR	DISTRIBUTION4

Simple	Customer	Lifetime	Value	Formula

Lifetime	
Value

The	initial	
cost	of	
customer	
acquisition

Number	
of	years	
they	
remain	

a	customer

Annual	
Profit	per	
Customer	



The	Marketer’s	Guide:	ROMI

TODAY'S	SLIDES	ARE	NOT	FOR	DISTRIBUTION5

The checking acquisition campaign generated favorable economics, with a net estimated 
contribution of $217,737 after all direct mail and incentive expenses

¡ Translates to an ROMI of 368%

Campaign Economics:  
Total Balances Acquired $12,330,444
Current Net Interest Margin % 2.85%
Gross Margin In $351,418
Estimated Year 1 Attrition Rate 21.21%
Estimated Year 1 Gross Margin $276,882
Less All-In Campaign Costs ($32,564.80)
Less Estimated Checking Incentive Costs ($26,580)
Net Estimated Contribution $217,737
ROMI% 368%
Campaign Economics Favorable



The	Marketer’s	Guide:	ROMI
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Q&A
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Type	your	question	in	the	questions	panel

Presentation	materials	and	video	replay	will
be	provided	within	one	week.

Visit	harlandclarke.com/webcasts	 for	this
and	previous	events.harlandclarke.com/LinkedIn

harlandclarke.com/Twitter

www.harlandclarke.com/webcasts

Stephen Nikitas
Senior Strategy Director


