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Background

Objectives

● Primary: to understand the sales lift of advertising spend (sales contribution by media tactic)
● Secondary: to understand brand lift of advertising spend

Status

● Solicited proposals from three industry partners
○ IRI (utilizing NPD data)

■ Incidentally, during the scoping of this project, the two companies have announced a merger
○ Datassential 
○ Technomic

● Received three different approaches, none of which address both objectives 
● Have identified four potential paths

Acknowledgements

● While the equation for ROAS is relatively simple, there are significant challenges related to calculating in 
foodservice, such as availability of data and ability to establish benchmarks 

● It is evident through conversations with the above partners that other foodservice manufacturers are not 
currently attempting to measure

● Even with significant investment, there is no guarantee of success  
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PATHS FORWARD | #1

Path 1 – Includes leveraging approaches of two partners, but lacks fiscal prudence 

● Engage IRI on an analytical approach to measuring sales lift (soup only year 1)
○ Based on sales data from June 2020 to June 2023

● Engage Datassential or Technomic on a primary research study to measure brand lift
○ First survey to gather baseline numbers - June 2022
○ Second survey to measure lift - June 2023

● Engage 210 Analytics to collaborate with Marriner on reconciling the two bodies of work and on strategic vendor 
management 

Timing: 16 weeks from start of IRI analysis 

Anticipated Cost 

● Year 1 - $257,750
○ $135,000 IRI (soup only)
○ $80,750 Datassential  (or $110,000 for Technomic) - accounts for first and second wave 
○ $10,000 210 Analytics 
○ $32,000 Marriner Marketing 

● Year 2 - $365,250
○ $285,000* IRI (soup and snacks is $150K in year 1)
○ $38,250 Datassential  (or $110,000 for Technomic) - accounts for first and second wave 
○ $10,000 210 Analytics 
○ $32,000 Marriner Marketing

3*Subsequent years for IRI will be $270K for both categories



Campbell’s Foodservice | ROAS Model

PATHS FORWARD | #1 Cont’d

Path 1 – Includes leveraging approaches of two partners, but lacks fiscal prudence 

Pros:

● Best-in-class vendors 
● Accounts for both primary and secondary objective, including an analytical approach to sales lift 
● Existing relationships with Campbells; familiar and accepted terminology and approach 
● Ability to effectively impact spend for years to come

Cons:

● Leveraging a retail model for sales lift that has yet to be applied to foodservice; the model is unproven
● Cost is more than 25% of total marketing budget; is the investment worthy of the improvement in ROAS

Conclusion:

● While this approach fulfills both the primary and secondary objective with high caliber research partners, it 
represents too large of a portion of the annual budget and is unproven. We cannot  prudently recommend it
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PATHS FORWARD | #2

Path 2 – Includes addressing only primary objective 

● Engage IRI on an analytical approach to measuring sales lift (soup only year 1)
○ Based on sales data from June 2020 to June 2023

● Engage 210 Analytics to collaborate with Marriner on strategic vendor management 

Timing: 12-14 weeks

Anticipated Cost 

● Year 1 - $145,500
○ $135,000 IRI (soup only)
○  $2,500 210 Analytics 
○ $8,000 Marriner Marketing 

● Year 2 - $303,500
○ $285,000* IRI (soup and snacks is $150K in year 1)
○  $2,500 210 Analytics 
○ $16,000 Marriner Marketing 
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Campbell’s Foodservice | ROAS Model

PATHS FORWARD | #2 Cont’d 

Path 2 – Includes addressing only primary objective  

Pros:

● Analytical approach that leverages concrete sales data
● Best-in-class methodology based on tried-and-true principles
● Existing relationship with Campbells; familiar and accepted terminology and approach 

Cons:

● Leveraging a retail model that has yet to be applied to foodservice
● Does not account for secondary objective – brand lift 

Conclusion:

● This approach is most likely to achieve the primary research objective. Although it does not account for brand 
lift, we believe that it will represent a significant step in measurement in the food away from home space and 
will provide strong guidance for future campaigns.  We recommend and endorse this option.
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PATHS FORWARD | #3

Path 3 – Includes addressing secondary objective – brand lift – and top line ROAS at the campaign/category 
level; does not address marketing mix effectiveness 

● Engage Datassential or Technomic on a primary research study to measure brand lift
○ First survey to gather baseline numbers - June 2022
○ Second survey to measure lift - June 2023

● Marriner and 210 Analytics to analyze the NPD Supply Track sales numbers in conjunction with the 
corresponding marketing spend to determine top line ROAS

Timing: 15 weeks starting from June 2023 

Anticipated Cost 

● Year 1 - $122,750
○ $80,750 Datassential
○ $10,000 210 Analytics
○ $32,000 Marriner Marketing 

● Year 2 - $69,750
○ $38,250 Datassential
○ $7,500 210 Analytics
○ $24,000 Marriner Marketing 

7



Campbell’s Foodservice | ROAS Model

PATHS FORWARD | #3 Cont’d 

Path 3 – Includes addressing secondary objective – brand lift – and top line ROAS at the campaign/category 
level; does not address marketing mix effectiveness 

 Pros:

● Veteran provider of foodservice primary research

Cons:

● Represents new territory for Marriner and does not offer as reliable a determination of marketing effectiveness
● The methodology relies too heavily on self reported number

Recommendation:

● While this approach attempts to reconcile the two objectives, it will not provide the data to advise future 
campaigns and represents new territory for the vendor partners. We consider this a back up approach and do 
not recommend it over IRI.
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PATHS FORWARD | #4

Path 4 – Includes addressing top line ROAS at the campaign/category level; does not address marketing mix 
effectiveness or brand lift

● Marriner and 210 Analytics to analyze the NPD Supply Track sales numbers in conjunction with the 
corresponding marketing spend to determine top line ROAS

Timing: 12 weeks; start date TBD

Anticipated Cost 

● Year 1 - $52,500
○ $12,500 210 Analytics
○ $40,000 Marriner Marketing 

● Year 2 - $42,000
○ $10,000 210 Analytics
○ $32,000 Marriner Marketing 
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PATHS FORWARD | #4 Cont’d

Path 4 – Includes addressing top line ROAS at the campaign/category level; does not address marketing mix 
effectiveness or brand lift

Pros:

● Cost effective 
● Could attempt to tie to campaign performance reporting

Cons:

● Represents new territory for Marriner and does not offer as reliable a determination of marketing effectiveness

Recommendation:

● While this is the least expensive approach, it addresses the primary objective but does not provide input on 
marketing mix. 

● In addition it represents new territory for the vendor partners. We consider this a tertiary and do not 
recommend it over IRI.
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Summary

PATH #1 - 210, IRI and Datassential
Includes leveraging approaches of two partners, but 

lacks fiscal prudence

PATH #2 - 210, IRI
Includes addressing only primary objective

PATH #3 - 210, Datassential
Includes addressing secondary objective – 

brand lift – and top line ROAS at the 
campaign/category level; does not address 

marketing mix effectiveness

PATH #4 - 210
Includes addressing top line ROAS at the 

campaign/category level; does not address 
marketing mix effectiveness OR brand lift

PROS

● Best-in-class vendors 
● Accounts for both primary and 

secondary objective, including an 
analytical approach to sales lift 

● Existing relationships with Campbells; 
familiar and accepted terminology and 
approach 

● Ability to effectively impact spend for 
years to come

● Analytical approach that leverages 
concrete sales data

● Best-in-class methodology based 
on tried-and-true principles

● Existing relationship with 
Campbells; familiar and accepted 
terminology and approach

● Veteran provider of foodservice 
primary research

● Cost effective 
● Could attempt to tie to 

campaign performance 
reporting

CONS

● Leveraging a retail model for sales lift 
that has yet to be applied to 
foodservice; the model is unproven

● Cost is more than 25% of total 
marketing budget; is the investment 
worthy of the improvement in ROAS

● Leveraging a retail model that has 
yet to be applied to foodservice

● Does not account for secondary 
objective – brand lift 

● Represents new territory for 
Marriner and does not offer as 
reliable a determination of 
marketing effectiveness

● The methodology relies too 
heavily on self reported number

● Represents new territory for 
Marriner and does not offer as 
reliable a determination of 
marketing effectiveness

TIMING 16 weeks 
from start of IRI analysis 12-14 weeks 15 weeks

starting from June 2023 12 weeks

YEAR 1 PRICE $257,750
(soup only)

$145,500
(soup only)

$122,750
(brand lift only)

$52,500
(topline ROAS only)

YEAR 2 PRICE $365,250
(soups & snacks)

$303,500
(soup & snacks)

$69,750
(brand lift only)

$42,500
(topline ROAS only)

MARRINER 
RECOMMENDATION
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Next Steps

● Client review and question development 
● Facilitate/collect responses by vendor (as needed) 
● Alignment on methodology
● Engage procurement for price negotiation
● Determine FY24 budget request
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