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TPP Marketing Autopilot - White Paper 

The use of local CRM based marketing automation has become a powerful tool for small 
businesses.  The boutique education firm is no different.  The following data was derived from 
three distinct clients, each from a different geography and each with a slightly different product 
mix.  The profile, locations, and results of two programs: Test Prep Professionals  Marketing 
Autopilot (MAP) and Marketing Autopilot Deluxe (MAP Deluxe) follows. 
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Profile 1 
College Admissions & Tutoring Firm 
Location:  Phoenix, AZ 
Duration:  6 months 
Mailing List Size:  290 
MAP Plan:  Marketing Autopilot Basic 

The first case for our use was a small admissions & tutoring firm.  In terms of gross revenue the firm had an 
equal split of admissions counseling and SAT/ACT Prep.   Admissions products included Essay Review, 
Freshman, Junior, and Senior Year packages.  The SAT/ACT prep revenue was split as follows:  60% of the 
business was classroom based and 40% was one-to-one.  Very little web based tutoring was in play.  


During the period we measured, over 2300 emails went out to clients in the form of an automated CRM.  The 
emails included the following automated categories:  Feedback, Referral, New Client Offers, and Testimonials.

Results:


After 6 months, the following outcomes were present;


a) Email Open Rates 


• Feedback:     54%

• New Client:   17%

• Reviews:       37%

• Referrals:      39%


b) 60 Feedback Testimonials

c) List growth of 5%

d) 15 New Client Offers Claimed

e) 1 Five Star Web Testimonial


Monetized Results (assuming average fee for educational services of $550):  $8,250

New Leads Added:  15




�3

Profile 2 
SAT/ACT Tutoring Firm 
Location:  Long Island, NY 
Duration:  3 months 
Mailing List Size:  400 
MAP Plan:  Marketing Autopilot Basic 

Case number 2 involved a boutique SAT/ACT Tutoring Firm.  In terms of gross revenue the firm generated 
80% via one-to-one in person SAT/ACT tutoring.   The remaining 20% of revenue was derived from Subject 
Tutoring and a few college essays.  There were no classroom prep options.  Very little web based tutoring was 
in play.  


During the period we measured, over 1000 emails went out to clients in the form of an automated CRM.  The 
emails included the following automated categories:  Feedback, Referral, New Client Offers, and Testimonials.

Results:


After 3 months, the following outcomes were present;


a) Email Open Rates 


• Feedback:     34%

• New Client:   14%

• Reviews:       32%

• Referrals:      30%


b)  36 Feedback Testimonials

c)  List growth of 10%

d) 3 New Client Offers Claimed

e) 1 Five Star Web Testimonial


Monetized Results (assuming average fee for services of $750):  $2,250

Leads Added:  40




�4

Profile 3 
SAT/ACT Tutoring Firm 
Location:  Los Angeles, CA 
Duration:  2 months 
Mailing List Size:  440 
MAP Plan:  Marketing Autopilot 
Deluxe 

Our third and final case  involved a boutique SAT/ACT Tutoring Firm from Los Angeles.  In terms of gross 
revenue the firm generated 70% via one-to-one in person SAT/ACT tutoring.   The remaining 30% of revenue 
was derived from Subject Tutoring.  There were no classroom prep options but about 10% of all tutoring took 
place via the web. 


During the period we measured, over 2200 emails went out to clients in the form of an automated CRM.  The 
emails included the following automated categories:  Feedback, Referral, New Client Offers, and Testimonials.  
The increase in the number of emails over a comparatively shorter time vs. our other two cases was due in 
part to our aggressive pursuit of new clients and conversion.  We also inserted additional campaigns which 
bolstered our efforts.  In the aggregate, both list size and monetization improved. 

Results:


After 6 months, the following outcomes were present;


a) Email Open Rates 


• Feedback:     29%

• New Client:   10%

• Reviews:       48%

• Referrals:      27%


b)  15 Feedback Testimonials

c)   List growth of 31%

d)  15 New Client Offers Claimed

e)   3  Five Star Web Reviews


Monetized Results (assuming average fee for services of $825):  $12,375

Leads Added:  133
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Conclusions 

Outcomes were favorable in all three cases but there is a positive correlation between initial email list size and 
both monetization and list growth.  


Based on the low email attrition rates (unsubscribes) The notion that too much email is a bad thing is at least 
partially refutable and is likely due to the algorithm used by the MAP CRM.  All three lists grew in size even with 
list attrition.  Attrition rates (unsubscribes) varied between <.001% and 2%.   List growth % numbers included 
in each case were Net the Unsubscribes.   We suspect a more appropriate assertion is that too much poorly 
aligned email is a bad thing. 


The variance between MAP Basic and MAP Deluxe may be attributable to initial list size and quality as well as 
firm reputation.  Having said that, the difference in redeemed offers is likely attributable to the attention given 
by and the degree to which TPP employed its own marketing plan within the MAP CRM.  We realize the sample 
is too small for definitives and will update this white paper in Q2 of 2017.


Although the results were varied, the ROI for each profile was positive.  In Case #1 the ROI was 79%; in Case 
#2 the ROI was 78%, and in Case #3 the ROI was 92%. ( Monetized Results - Cost of MAP / Monetized 
Results) x 100. 


In all three cases, Net Promoter Score was positively impacted and there were 0 negative web reviews. 


Process / Definitions 

1. All data was extracted from authentic client accounts. 


2. Average Fee for Services was calculated by dividing Net Revenue by the annual number of purchased 
packages.   We felt taking a more conservative position was appropriate.


3. Monetized Results were calculated as follows ( #New Clients+Offers Redeemed x Average Fee for 
Services).


4. List Growth was calculated as follows:  (initial list size - unsubscribes + new additions).


5. In Cases 1 & 2, the MAP Basic program was used.  The basic program essentially automates one's email 
program to maintain engagement and manage Net Promoter Score through feedback solicitation, requests 
for testimonials, referral incentives, and new client incentives.   In Case #3, the MAP Deluxe program was 
employed.  In this instance, we used our proprietary marketing plan to complement the algorithm.


6. The Net Promoter Score is an index ranging from -100 to 100 that measures the willingness of customers 
to recommend a company's products or services to others. It is used as a proxy for gauging the 
customer's overall satisfaction with a company's product or service and the customer's loyalty to the 
brand (source www.medallia.com/net-promoter-score/ ). 


7. We chose not to confuse the issue by attempting to attach a value to Web Testimonials or List Growth,    
however, each of these components has a qualitatively positive impact on the business' Net Promoter 
Score.


http://www.medallia.com/net-promoter-score/
http://www.medallia.com/net-promoter-score/
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