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Phase 3: 
Measuring Effectiveness 

Setting the goal 
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The Hennerberg Analytic Cycle 
This flow chart represents the progression and relationships of the principals detailed in this book. 
The responsible Marketing Portfolio Manager never stops moving through the cycle, continually 

gathering more data, refining offers, initiating further testing, improving response rates. 

Accounting for every sale; evaluating 
prospecting results, using tools to 

pinpoint where to draw the line; how 
to improve under-performing lists. 
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