[bookmark: _GoBack]Evaluation framework and ROI calculation

The example below is an evaluation framework that used by Visit Greenwich to monitor the success of a marketing campaign funded through the DMO Recovery Marketing Fund provided by DCMS/VisitBritain. It was followed up with a conversion survey to measure the impact of the campaign. Visit Greenwich won the Advertising campaign category of The Extraordinary Travel Marketing Awards 2022 partly as a result of the success achieved. Although the example relates to marketing activity, it can be adapted to fit most activity. The ROI calculation is included at the end.

NB: In January 2023 the Government retired the term ‘output’ from evaluation frameworks and replaced it with performance measures, milestones and outcomes. In the example below Outputs would now be called performance measures and milestones would be identified in a separate table. 

Table 1 – Inputs
	Agreed metric
	Target (Where appropriate)
	Total achieved up until 31/07/2021
	Any additional inputs expected beyond target
	Comments (if applicable)

	Q1. Total spend to date
	£67,000
	
	
	

	Q2. How much money has been spent on paid media?
	70% of total budget 
	
	
	

	Q3: How much has been spent on content creation and production? 
	20% of total budget 
	
	
	

	Q4: Any other costs not highlighted? 
	10% of total budget 
	
	
	

	Q5: MIK Value including owned and earned channels
	--
	
	
	



Table 2 – Outputs achieved
	Agreed metric
	Target (Where appropriate)
	Total achieved up until 31/07/2021
	Any additional outputs expected beyond target
	Comments (if applicable)

	Q1: Number of bookable products featured
	10
	
	
	

	Q2: Owned channel impressions - campaign landing page
	137,000 + Usual Traffic
	
	
	

	Q3: Paid media total reach
	1,977,250
	
	
	



Table 3 – Outcomes achieved
	Agreed metric
	Target (Where appropriate)
	Total achieved up until 31/07/2021
	Any additional outcomes expected beyond target
	Comments (if applicable)

	Q1: Paid media Total CTR
	2.61%
	
	
	

	Q2: Total number of bookable products sold 
	380 – Worst Case
2,880 – Best Case
1,230 - Average
	
	
	

	Q3: Total value of bookable products sold 
	£5,700 – Worst Case
£43,200 – Best Case 
£18,450 – Average
	
	
	



ROI calculation
The results of the campaign were fed into a formula to measure return on investment. The figures relate to people who had visited or made a definite booking directly or partly due to seeing the marketing campaign.

	78081
	Total engaged users
	 
	 
	
	
	
	
	

	26%
	Percentage booked/visited
	
	
	
	
	
	
	

	20301
	Total Visitors attributed to campaign
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	£72 
	Ave spend per visitor
	
	
	
	
	
	
	
	

	1,461,676
	£spend in the destination
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	ROI =
	1,461,676
	 
	21.65446
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