27 Most Important Marketing
Metrics Every Business Should
Measure

Put your business focus where you can harness the most success
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Why Do We Measure our Marketing Efforts?

27 Most Important Marketing Metrics

Maximize Return on Investment

(ROI)




Why Do We Measure our Marketing Efforts?

27 Most Important Marketing Metrics

Focus on what works and
eliminate waste




Why Do We Measure our Marketing Efforts?

27 Most Important Marketing Metrics

Make data-driven solutions for
growth




How Do We Measure our Marketing Efforts?

27 Most Important Marketing Metrics

Web Based Analytics:
Google Analytics 4




How Do We Measure our Marketing Efforts?
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App Based Analytics

&) Constant Contact

Google Ads




How Do We Measure our Marketing Efforts?
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Surveys

Brand Awareness

Message Effectiveness

Customer Service

Recommend-ability




How Do We Measure our Marketing Efforts?

27 Most Important Marketing Metrics

Direct Measurement

Revenue Generation

Brand Lift




How Do We Measure our Marketing Efforts?

27 Most Important Marketing Metrics

Website Performance Email Marketing
Search Engine Optimization Paid Advertising

Social Media Lead Generation

Overall Business Contribution




Website Performance
27 Most Important Marketing Metrics

#1 Overall Site Visitor Traffic

O Anusers Add comparison + Last 28 days Dec 31, 2024 - Jan 27,2025 ~
Traffic acquisition: Session primary channel group (Default Channel Group) @ -~ M ea<~ 2
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| a I ‘ i Total @ Organic Search @ Direct @ Referral @ Organic Social @ Unassigned
Q_ search.. Rows per page: 10 v 1-6 of 6
= Session primary..Channel Group) ~ + ¥ Sessions Engaged Engagement Average Events Eventcount Key.events
sessions rate per All events ~ All events
s o u r C e o
Total 6,678 5,798 86.82% 50s 8.1 54,188 0.
100% of total 100% of total Avg 0% Avg 0% Avg 0% 100% of total

1 Organic Search 3,053 2,554 83.66% 54s 8.38 25,575 0
2  Direct 2,803 2,562 91.4% 46s 8.07 22,615 0
3 Referral 444 353 79.5% 58s 8.79 3,903 0
4 Organic Social 300 272 90.67% 48s 6.37 1,912 0
5  Unassigned 25 6 24% 1m 02s 7.04 176 0

6  Email 2 1 50% Os 3.50 7 0




Website Performance
27 Most Important Marketing Metrics

#3 Events Per Session
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Referral 444 353 79.5% 58s 8.79 3,903 0
Organic Social 300 272 90.67% 48s 6.37 1,912 0
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Email 2 1 50% Os 3.50 7 0




Website Performance
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#4 Session Duration
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Website Performance
27 Most Important Marketing Metrics

#5 Location

< Back
Demographic details: Region Last28days Dec 31,2024 - Jan 27, 2025
Active users by Region over time Day v
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Q Search... Rows per page: 10 v Go to: 1 1-100f 467 )
Region ~ + ¥ Active New Engaged Engagement Engaged Average Event count i Keyevents User key event Total
users users sesslons rate Allevents ~ 7 Allevents ~ rate revenue
All events ~
Total 21,105 20,340 24,056 92.01% 114 m 52s 1,220,662 15,646.00 8.2% $37,039.72
100% of total 100% of total 100% of total Avg 0% Avg 0% Avg 0% 100% of total 100% of total Avg 0% 100% of total
1 California 1,813 1,713 2,327 92.97% 1.28 1m 53s 109,189 1,136.00 8.88% $2,738.92
2 New York 1,418 1,313 1,642 90.47% 1.16 Tm 50s 86,699 968.00 8.25% $1,837.67
3 Ilinois 1,364 1,275 1,775 93.08% 1.30 2m 10s 91,511 1,930.00 10.12% $4,422.61
4 Texas 1,256 1177 1,464 93.37% 117 1m 54s 77,300 1,105.00 9.71% $3,202.12
5 Virginia 1,248 1,161 1,333 90.56% 1.07 1m 29s 56,657 909.00 7.69% $2,301.48
6 Florida 1,141 1,055 1,425 94.37% 1.25 2m 06s 77,442 926.00 9.64% $1,735.25
7 Georgia 904 804 970 90.74% 1.07 1m 20s 43,133 513.00 8.52% $524.59
8 Washington 744 694 854 94.05% 1.15 2m 00s 46,814 575.00 9.41% $1,815.93
9 Massachusetts 691 649 842 91.62% 1.22 1m 49s 39,162 432.00 8.39% $1,357.38
10  Pennsylvania 536 488 586 94.21% 1.09 Tm 44s 28,031 383.00 7.28% $2,181.35
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#6 Conversion Rate

Number of Conversions -

X

Number of Visits .




Website Performance
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Be Careful

Bounce Rate




Search Engine Optimization
27 Most Important Marketing Metrics

#7 Organic Search Traffic
#8 Organic Search Traffic




Social Media

27 Most Important Marketing Metrics

#9 Post Impressions

#10 Reach

#11 Follower Growth

#12 Click Through Rate




Email Marketing

27 Most Important Marketing Metrics

#13 Open Rate
#14 Click Through Rate

#15 Unsubscribe Rate

e o) #16 Bounce Rate




Paid Advertising Marketing

27 Most Important Marketing Metrics

#17 Return on Ad Spend
#18 Cost Per Click

#19 Cost Per Action

--m #20 Quality Score (Google Ads)




Brand Awareness
27 Most Important Marketing Metrics

#21 Share of Voice

#22 Brand Impressions

#23 Branded Search VYolume




Brand Attitude
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#21 Share of Voice

#22 Brand Impressions

#23 Branded Search VYolume




Lead Generation
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#24 Net Promoter Score
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Lead Generation
27 Most Important Marketing Metrics

#25 Customer Acquisition Cost
#26 Customer Lifetime Value
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Lead Generation
27 Most Important Marketing Metrics

#27 Return on Investment

Return (Benefit)

5 Investment (Cost)

RO




Questions?

27 Most Important Marketing Metrics




