
TM

ROI
TRACKING STRATEGIES
YOUR FRANCHISE CAN’T 
AFFORD TO IGNORE



www.ScorpionFranchise.com

ROI Tracking Strategies Your Franchise Can’t Afford to Ignore Page 01

ROI
TRACKING STRATEGIES
YOUR FRANCHISE CAN’T 
AFFORD TO IGNORE

TRACK YOUR RETURN ON INVESTMENT (ROI) 
& CUT WASTE FROM YOUR MARKETING 
SPEND

If your franchise is investing money into online 
marketing such as search engine optimization 
(SEO) for your website or a pay per click (PPC) ad 
campaign, you may feel like you’re ahead of the 
game. You’ve played your hand in the Internet 
marketing world — but the real question is: Are you 
seeing returns that justify your marketing 
investment?

How many calls and sales / jobs is your franchise 
receiving from those efforts? How much revenue / 
income are you seeing from those marketing 
dollars? Do the returns outweigh the costs? 

Just like with any investment, the goal of your 
marketing efforts is to come out with a positive 
financial return in the end. If you’re spending 
more than you’re making, it’s probably time to 
switch gears.

In order to get the greatest payout from your 
online marketing dollars, you’ll want to start 
thoroughly tracking a number of simple metrics to 
properly assess your Return on Investment (ROI).

IN THIS GUIDE, YOU 
WILL LEARN:

•What ROI is

•How ROI is calculated

•How ROI tracking can make a 
difference in your franchise

•What to do once you have all 
the data

20% 2x
more likely to get your 

marketing budget 
bumped up

Simply Tracking ROI 
Makes You:

Proving Higher ROI 
Makes You :

as likely to get that 
budget increase!
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SPEAKING THE ROI LINGO: TERMS YOU 
SHOULD KNOW

RETURN ON INVESTMENT (ROI): This metric 

measures the return, or financial gain, you receive 
from an investment relative to its cost.

ROI Formula:
ROI = (Gain from Investment - Cost of Investment) ÷ Cost of 
Investment

ACQUISITIONS: These are new customers obtained 
through an online marketing campaign.

ANALYTICS: This term refers to the collection and 
analysis of various types of metrics related to the 
performance of your online marketing campaign. 
Analytics are typically used to determine the 
campaign’s return on investment. For online ads, 
the metrics analyzed may include number of 
clicks, number of impressions, cost per click, etc. 
For websites and SEO, the metrics analyzed may 
include the number of visitors, the number and 
type of web pages visited, the amount of time 
spent on each page, etc.

CLICK-THROUGH-RATE (CTR): This rate reflects the 
number of times an ad is clicked on out of the 
total number of times the ad is shown (number of 
impressions).
CTR = Clicks ÷ Impressions

CONVERSION: A conversion occurs when an online 
visitor takes an action that you are seeking 
through your Internet marketing efforts, such as a 
phone call, the submission of a form form for a 
free quote or appointment, a sale, etc.

CONVERSION RATE: This is the percentage of clicks 
that result in a conversion. This percentage is 
calculated by dividing the number of conversions 
by the total number of clicks or visitors.
Conversion Rate = Number of Conversions ÷ Total Clicks or 
Visitors

COST PER CLICK (CPC): Cost per click is the amount 

you pay for each click. This number can be 
calculated by taking the cost and dividing it by the 
total number of clicks. In a pay per click (PPC) 
campaign, the maximum cost per click is usually 
pre-established through a set bid.
Cost Per Click = Cost ÷ Number of Clicks

COST PER CONVERSION: This is the amount you pay 
for each conversion (or completion of your desired 
action) from your online marketing campaign.
Cost Per Conversion = Cost ÷ Number of Conversions

COST PER ACQUISITION: This is the amount you pay 
for each new customer acquired through your 
campaign.
Cost Per Acquisition = Cost ÷ Number of Acquisitions

REVENUE PER CLICK: This refers to the amount of 
revenue you earn from each click generated by 
your campaign.
Revenue Per Click = Revenue ÷ Number of Clicks

REVENUE PER CONVERSION: This is the amount of 
revenue you earn from each conversion generated 
by your campaign.
Revenue Per Conversion = Revenue ÷ Number of Conversions

REVENUE PER ACQUISITION: This is the amount of 
revenue you earn from each new customer or sale 
acquired through your campaign. 
Revenue Per Acquisition = Revenue ÷ Number of Acquisitions

SEARCH ENGINE OPTIMIZATION (SEO): SEO is the 
practice of optimizing website content so the site 
can rank higher (organically) on search engine 
results pages (SERPs), therefore making it more 
visible to searchers. A few common SEO practices 
include the use of relevant keywords and content.

SEARCH ENGINE MARKETING (SEM): SEM is typically 
used to describe paid search marketing. This is a 
form of advertising that allows a website to appear 
in more visible locations on search engine results 
pages (SERPs).
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STRESSED ABOUT HOW TO PROVE ROI? 
YOU’RE NOT THE ONLY ONE.

SURVEY SHOWS ROI MEASUREMENT TO BE THE TOP 
MARKETING CONCERN

If you are struggling with the task of quantifying 
the returns of your marketing dollars (or your ROI), 
you are not alone! According to survey results from 
HubSpot, Inc.’s State of Inbound 2015 report, 
proving ROI was the number one marketing 
challenge cited by marketers.

It was shown to be the top challenge for both B2B 
companies (51%) and B2C companies (52%). 
When broken down by company size, 42% of 
companies with 0-25 employees listed the task of 
proving ROI as the greatest marketing roadblock 
(putting the concern at top place for this group).

The second most cited challenge in the HubSpot 
report was securing enough budget to use toward 
marketing efforts. Interestingly enough, budget 
goes hand-in-hand with measuring ROI. It is 
usually only after you are able to show the actual 
returns (in concrete numbers) that you are able to 
convince the budget decision makers at your 
franchise business to dedicate more money to 
marketing efforts.

Chart & Data Source: State of Inbound 2015 report by 
HubSpot, Inc. (www.stateofinbound.com)
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TOP CHALLENGES BY COMPANY TYPE

ROI is the thorn in the for-profit sector’s side, while 
nonprofits struggle most with website management

“Online marketing is most effective when it’s targeted to the correct 
audience, and ROI is one way of understanding that. Once you understand 

the best methods for your business, it’s easier to get the most from your 
marketing efforts.” 

— MIMI AN, MARKET RESEARCH ANALYST AT HUBSPOT, INC.
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KNOWING WHEN TO BUILD OR SLASH YOUR ONLINE 
MARKETING BUDGETS

STOP POURING MONEY INTO MARKETING STRATEGIES
THAT DON’T WORK

You may be wondering if ROI tracking can really make a 
difference at your franchise business. Besides, you’ve survived 
this long without it, right? The simple fact is that ROI tracking 
could be the difference between just staying afloat and earning 
incredible returns! Read on to learn about what ROI tracking 
can do for you.

Shows You What’s Working & What’s Not: One of the biggest 
mistakes you can make when it comes to Internet marketing is 
simply going with your gut instead of using actual data to make 
decisions about your future marketing spend. You may be 
tempted to gravitate toward what’s “always worked” for you or 
the marketing channels that you have emotional ties to without 
having the hard data to prove it. By crunching the numbers, you 
can get a clear view of which web pages, online ads, 
campaigns, and marketing channels are generating the most 
traffic, conversions, and financial gains.

Shows You Where to Spend: Is one online ad campaign or 
marketing channel bringing in the most new clients? If so, you 
may want to reallocate some of your other marketing funds to 
that campaign or channel. Is another campaign or channel 
failing to meet the mark? If so, you have two options — cut your 
spending in that area or make the adjustments that are needed 
to boost performance and ROI.

Creates Justification for Budget Increases: If you’re trying to 
convince the budget decision makers at your franchise to 
increase your marketing budget for next year, show them the 
money. With clear proof of financial returns, you are much more 
likely to get your budget raised (or at least not slashed) for the 
following year. Without the right data, you could end up losing 
funding for a crucial aspect of your marketing strategy, which 
could hurt your franchise’s ROI in the end.

INCREASING BUDGETS 
WITH ROI TRACKING

Want to get your online 
marketing budget 

increased? HubSpot’s State 
of Inbound 2015 report 

showed that simply tracking 
ROI can make a difference, 

and showing positive ROI 
has even better results!

THE REPORT MADE THE FOLLOWING 
FINDINGS ABOUT ROI TRACKING:

•Those who tracked ROI were 20% 
more likely to have their budgets 

increased.

•Those who were able to 
demonstrate higher ROI from the 

previous year were more than 2x as 
likely to receive increased budgets.

•Respondents were 9x more likely 
to see a lower budget if they did not 

show positive ROI.
Source: State of Inbound 2015 report by HubSpot, Inc. 

(www.stateofinbound.com)



TRACKING YOUR METRICS & CRUNCHING THE 
NUMBERS

GETTING STARTED WITH A SIMPLE ROI FORMULA: 
COMPARING FINANCIAL RETURNS TO COSTS

The ultimate goal behind measuring ROI is 
comparing your financial returns to your costs. 
Let’s look at a simple example of how a franchise 
business might measure ROI from an online 
marketing campaign…

Let’s say your driving school franchise business is 
advertising a course that requires payment of 
$400. Imagine you spent $1,500 in one month on 
a PPC ad campaign that led to 20 people signing 
up for the course — resulting in $8,000 in 
revenue. If you want to use more of a return on ad 
spend approach, all you have to do is plug these 
numbers into your ROI formula [(Revenue - Cost) ÷ 
Cost] to find your total return on investment.

8,000 - 1,500) ÷ 1,500 = (6,500 ÷ 1,500) = 433%, or 

4.3x
This means you received 4.3x more in financial 
returns than you spent in advertising dollars!

CONSIDERING ADDITIONAL COSTS & 
COMPLICATIONS
In an ideal world, all ROI calculations would be 
this simple. However, there are often many other 
factors that complicate the equation, such as:

HOW YOU CHOOSE TO MEASURE YOUR “GAIN” — 

There are different ways to approach ROI 
measurement. If you want to base your returns on 
how much revenue your campaign is bringing in, 
you will use the ad revenue for the “Gain” in your 
ROI formula (as shown above). This is usually the 
simpler route. However, if you want to measure 
returns in terms of profits —often seen as a truer 
picture of returns — you will need to consider 
additional costs, such as time spent by personnel 
working on the campaign, or even overhead costs 

(if you choose to get that detailed). In that case, 
you will subtract the added costs from the 
revenue to reach the “Gain.”

THE CONSISTENCY OF YOUR LOCAL FRANCHISES’ 

REPORTING METHODS — One challenge that many 
franchise businesses face is ensuring that 
reporting methods remain consistent across the 
entire network. Revenue tracking can become 
complex if not all of the local franchisees are 
using the same reporting metrics, or if they are 
not measuring them in the same way. This will be 
an important issue to address when it comes to 
calculating ROI.

WHETHER YOUR CAMPAIGN IS HEAVILY FOCUSED ON 

BUILDING BRAND RECOGNITION — Let’s say you are a 
new franchise business that is trying to get more 
people to recognize your name and brand. Or 
perhaps you are an established franchise 
business that is simply trying to expand your 
reach. You may end up purchasing display 
advertisements, which reach online visitors at 
times when they are not already searching for 
products or services.
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Example of a Display Ad



Viewers of these ads are usually less likely to 
make immediate conversions, yet the ads can still 
make significant impacts on conversions that 
occur at future points in time. In this case, it may 
be more effective to consider metrics such as 
impressions (number of times viewed) and the 
cost per 1,000 impressions (CPM) rather than 
immediate financial gains. (The financial gains 
should, however, arrive further down the road!

ARE YOU ASKING THE RIGHT QUESTIONS?

When it comes down to it, measuring ROI is largely 
about asking the right questions and getting 
quantifiable answers.

Here are a few questions you should be asking:

•How much ad-driven traffic or overall website traffic 
am I getting?

•How many people are actually clicking on my online 
ads, website pages, or landing pages?

•How many calls or appointments are being generated 
by my ad or web content?

•How many new sales or customers am I receiving from 
these marketing efforts? And how many of these are 
quality sales and customers?

•How much revenue are these new customers 
generating in comparison to their costs?

•Which campaigns or marketing channels are bringing 
in the greatest returns on investment?

In order to find the answers to these questions, 
you will need to track a number of different 
metrics. Here are a few of the key metrics that can 
help you calculate your overall costs and returns.

Cost per click / revenue per click — These 
metrics measure how much you are spending on 
each click, and also how much money each click 
is generating. Knowing your cost per click 
compared to your revenue per click can provide 

you with direction on how to set your ad budget in 
the future.  

Cost per conversion / revenue per conversion 

— Depending on the type of franchise business 
you have, a conversion may be a call, the 
scheduling of an appointment through an online 
form, the purchase of a product or service, etc. It 
is important to measure conversions because this 
shows you how many of the people who are 
viewing your ad or website are actually taking your 
desired action.

Cost per acquisition / revenue per acquisition 

— These metrics specifically look at how much you 
are spending on each new customer or sale you 
get from your online marketing campaign, as well 
as how much financial return you are receiving 
from that client. While clicks and calls are good, 
you really won’t be making any money unless your 
campaign actually leads to new sales, jobs, or 
customers!
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“Reporting is key to tracking ROI. 
Data needs to be part of the 
marketing process from the first 
moment, so when it comes time to 
analyze what’s working, you have all 
the information you need. It’s also 
important to have strong alignment 
between sales and marketing. To 
really understand the ROI on your 
marketing, it needs to be tied to 
data all the way down the funnel.”

— Mimi An,
MARKET RESEARCH ANALYST AT HUBSPOT, INC. 



ROI TRACKING FOR SEO CAMPAIGNS
In addition to online advertising, search engine 
optimization (SEO) is another powerful Internet 
marketing strategy that can help your franchise 
secure new customers and sales. SEO uses 
keywords and relevant content to give your 
website better positioning on search engine 
results pages (SERPs) in organic searches.

The key to measuring the success and financial 
returns of your franchise’s SEO campaign is to 
measure and compare your website’s most 
important metrics over time — particularly those 
related to web traffic and conversions from your 
site. You will want to be sure to track the 
conversions and acquisitions that come from your 
website so you can identify which new customers 
or sales are the result of your SEO marketing. You 
should also look at how much revenue this new 
business is generating.

Here are the metrics that are often tracked for 
SEO campaigns:

•Total number of website visitors that didn’t come from 
paid ads

•Number of new visits (as opposed to repeat visits)

•Amount of time spent on the website or web page

•Number of conversions and acquisitions that didn’t 
find your website from paid ads (phone calls, form 
submissions, appointments, jobs, sales, new 
customers, etc.)

•Pages that generate the most traffic and the highest 
conversion rates

Want to increase ROI from your website? This may 
require making changes to the most important 
pages — such as by trying out different keywords, 
improving the quality of the content, trying out 
different calls to action and forms — and then 
monitoring changes in your website’s performance 
and financial returns over time.

TAKE CONTROL OF YOUR FRANCHISE’S 
ANALYTICS WITH THESE MUST-HAVE TOOLS

TRACKING ROI ANALYTICS, EVEN IF YOUR AREN’T A 
FINANCIAL GURU

Are you worried about all the work involved in 
tracking your online marketing metrics? 
Fortunately, there are plenty of online tools and 
services (both free and paid) that can help you 
simplify the process. Here are a few of tools to get 
you started…

GOOGLE ANALYTICS

This is a free online web analytics tool that allows 
you to collect, manage, consolidate, analyze, and 
report data related to your website traffic or 
mobile app. This tool is helpful for tracking how 
visitors interact with your website content and 
your online marketing campaigns, no matter what 
device or platform they are using. With Google 
Analytics, you can gain more insight into your 
audience, conversions, acquisitions, and much 
more.(www.google.com/analytics)

GOOGLE SEARCH CONSOLE (PREVIOUSLY GOOGLE 
WEBMASTER TOOLS)

Google Search Console can help you monitor your 
website traffic and also keep better tabs on your 
site’s search engine visibility. With this free 
service, you can track which queries led to your 
website showing up in search results, which 
queries led to the most traffic to your site, your 
mobile site’s visibility in mobile searches, and 
more. (www.google.com/webmasters/tools/home?hl=en)

ADWORDS CONVERSION TRACKING

The Google AdWords conversion tracking tool 
helps you pinpoint the sources of your conversions 
from your ads. For example, you can track 
purchases and other conversions from websites, 
phone calls from ads, phone number clicks from 
mobile websites, and more. 
(http://www.google.com/adwords)
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CALL TRACKING SOFTWARE & SERVICES

With call tracking software or services, you can 
track exactly where your phone calls are coming 
from. For example, you can use one call tracking 
number for your website and others for specific ad 
campaigns so you know what led each prospective 
customer to pick up the phone and call you.

COMPETITIVE RESEARCH TOOLS
(SEO BOOK, SEMRUSH & SPYFU)

A few good competitive research tools for online 
marketing are SEO Book (free service), SEMrush 
(paid service), and SpyFu (paid service). SEMrush 
and SpyFu allow you to see which search terms 
your competitors are ranking for in both organic 
search and AdWords. SEO Book also has a 
competitive research tool and a number of other 
helpful keywords tools. (www.seobook.com, 

www.semrush.com, and www.spyfu.com).

THE NEXT STEP: PUT YOUR DATA TO WORK & 
BOOST YOUR RETURNS

KNOWING WHAT YOUR ONLINE MARKETING
PLAN NEEDS & TAKING ACTION

Once you’ve tracked all your analytics and 
calculated your ROI, what’s the next step? How do 
you put those numbers into action? Here’s the 
answer — assess what’s missing in your franchise’s 
online marketing efforts (what’s working and 
what’s not) and make the necessary changes

In order to properly act upon your data, you will 
need to:

•Have a clear understanding of the metrics you are 
tracking and how they relate to ROI

•Know why certain campaigns are not performing well

•Apply the necessary changes to your online marketing 
campaigns, based on your data

•Give those changes time to actually take effect before 
you try something else

Many franchises find it best to work with a 
professional partner to not only track and 
measure ROI data, but also to advise them on 
what to do next.

“Most small to medium-sized businesses 
are so wrapped up day-to-day running 
operations (meeting with clients, 
meeting with their employees, and so on) 
that they don’t really have the time — 
and most of them don’t have the 
expertise — to look at their analytics 
and reports and make decisions on 
what’s working from a marketing 
perspective. They should make time to 
meet with a professional partner, at 
least a couple of times a month, just to 
get feedback and a pulse on what’s 
taking place.”

— Jamie Adams,
CHIEF REVENUE OFFICER AT SCORPION FRANCHISE

Adams said this type of partnership requires a 
two-way conversation. First, the Internet marketing 
specialist should update the franchise owner or 
marketer on the metrics and returns from the 
marketing campaign. And second, the owner or 
marketer should provide feedback to the 
specialist about the types of new leads and 
customers they’re getting so the specialist can 
take that data and make ongoing adjustments to 
the campaign, as needed. This helps the business 
not only get leads and customers, but the right 
leads and customers.

If you prefer to work solo without the help of an 
online marketing company or consultant, you can 
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always hire a professional who is knowledgeable 
in analytics to handle your ROI tracking in-house, 
such as a marketing manager or director. You can 
also use the tools listed on the previous pages to 
help simplify the process if you are performing the 
analytics yourself.

IMPROVING ROI — KNOW THAT IT WON’T
HAPPEN OVERNIGHT

Once you get going on making adjustments to your 
online marketing campaigns, it may be hard to 
stop. One important point to remember is that you 
need to give any adjustments time to take effect 
before you deem them ineffective. It may take a 
month or several months before you begin seeing 
the true results.

Don’t let your franchise miss out on crucial 
opportunities for financial growth by ignoring your 
ROI analytics. Get equipped with the tools and 
professional assistance you need and start 
tracking your return on investment!
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 “If I’m looking at a paid ads account, I 
could be making changes 24/7 every day 
for a lifetime and still find things to 
change, but that’s not necessary. It’s 
probably going to be more harmful than 
good. If you make a change, you have to 
give it time to work.”

— Elliott Golbar,
SENIOR SEARCH ENGINE MARKETING MANAGER AT 
SCORPION FRANCHISE
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After The Cleaning Authority launched its newly 
designed and optimized website in May 2015, the 
results were startling. The Columbia, MD-based 
house cleaning service franchise received a spike 
in business that was impossible to ignore. In a 
pre- to post-launch comparison (comparing 
periods of four months), the numbers told the 
story…

January – April 2015 Compared to May – 

August 2015 (pre-launch & post-launch)

•149% increase in total set appointments

•140% increase in website sales

•138% increase in average number of page views

•78% increase in unique website visitors

It was only through careful and consistent 
analytics tracking that The Cleaning Authority was 
able to measure the impact of its new online 
marketing efforts. Heather McLeod, the 
franchise’s Director of Marketing, says she’s a 
stickler for tracking the metrics of her marketing 
campaigns, which helps her stay on top of the 
costs and returns of the franchise’s marketing 
spend. That is, after all, part of her job as The 
Cleaning Authority’s marketer.

“For me, being able to track everything down to 
how many dollars it cost out of this campaign to 
generate the customer is critical,” she said.

LOWERING CUSTOMER ACQUISITION COSTS & PAVING 
THE WAY FOR HIGHER REVENUE

McLeod noted that the franchise has seen a 24% 
reduction in its overall customer acquisition costs 
since it launched its new website with Scorpion 
Franchise. The Cleaning Authority also launched a 
pay per click (PPC) campaign with Scorpion in 
September 2015. She attributes a majority of that 

change to the company’s increased investment in 
digital marketing, which has helped the franchise reach 
a new type of customer.

McLeod explained that with the lower the cost of 
acquisition, more money can be put into online 
marketing, which helps generate more customers and 
bring in more revenue:

“It just helps me grow the network faster if I can get a 
customer for cheaper, which is great for the 
franchisees.”

ROI CHALLENGES UNIQUE TO THE FRANCHISE INDUSTRY

According to McLeod, one of the biggest challenges 
that franchises have in in ROI measurement is tracking 
returns on the local investments made by the 
franchisees themselves. This can get especially tricky if 
the franchisees are not tracking everything in the same 
way that the franchisor would. Fortunately, The 
Cleaning Authority is able to use Scorpion’s dashboard 
feature, which allows the cleaning service franchise to 
track various metrics and see exactly what is being 
generated from a franchisee’s local spend.
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Need Help Tracking and Improving Your 
ROI? Schedule a Consultation with Our 

Franchise Marketing Experts Today!
Call: 888.300.0409 or Visit: www.ScorpionFranchise.com
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