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DRAWS THE LINE

FACTS
OPINIONS



MARKETING ANALYTICS

• Processes and technologies to evaluate success of marketing initiatives

• Measured performance in each category/channel

• Uses business metrics: ROI, marketing attribution* and overall marketing effectiveness

• Consolidates data across all marketing channels and reports it into a common marketing 
view

• Analytics tells you how your marketing programs are really performing

These analytical results can provide invaluable assistance in determining your 
marketing efforts in the future!



DEFINITION: MARKETING ATTRIBUTION

Marketing attribution is the practice of 
evaluating the marketing touchpoints a 
consumer encounters on their path to 
purchase. The goal of attribution is to 
determine which channels and messages had 
the greatest impact on the decision to convert, 
or take the desired next step.

www.marketingevolution.com



HOLISTIC VIEW

Marketers often make decisions based on data from individual channels 
(digital marketing and website metrics, for example), not taking into account 
the entire marketing picture. 

Social media and web analytics data alone are not enough. Looking at a 
snapshot in time for one single channel is inadequate. 

Marketing analytics considers all marketing efforts across all channels over a 
span of time – which is essential for sound decision making and effective, 
efficient program execution.

https://www.sas.com/en_us/insights/marketing/digital-marketing.html


WHAT CAN WE DO WITH ANALYTICS

ASSESS THE CURRENT

How are our marketing 
initiatives performing 
today? How about in the 
long run? How can we do 
to improve them?

REVIEW THE COMPETITION

How do our marketing 
activities compare with our 
competitors’? Where are 
they spending their time and 
money? Are they using 
channels that we aren’t 
using? 

PLAN FOR THE FUTURE

What should we do next? 
How are our resources 
allocated? Is there some
adjustment needed? Are 
we devoting time and 
money to the right 
channels? How should we 
prioritize marketing spend 
for next year?



DEFINITIONS AND TERMS DIGITAL MARKETING ANALYTICS



Visitor

A Visitor (or User) is someone who visits your site. Visitors are tracked by a cookie placed 
in their browser by a tracking code installed on your site.

Page View

A Page View is when a page on your site is loaded by a browser. A page view is 
measured every time your tracking code is loaded.

Session

A Session is a series of activities taken by a visitor on your website, including page views, 
CTAs, and events. Sessions expire after 30 minutes of visitor inactivity.

Traffic

Traffic (or Visits) is the total number of site or page visits in a given time period

Traffic by Channel

Traffic by Channel is the total number of site or page visits per referral channel, e.g. social 
media, email, landing pages, etc.



Traffic by Device

Traffic by Device is the total number of site or page visits per device type, e.g. smartphone, tablet, desktop, 
etc.

Ratio of New Traffic to Returning Traffic

The Ratio of New Traffic to Returning Traffic is the percentage of net new site or page visitors you receive as 
compared to the total amount of returning traffic

Time on Page

The Time on Page is the average time each visitor spends on your site or page

Interactions per Visit

Interactions per Visit are what actions your visitors took did when on your site or page

Bounce Rate

The Bounce Rate is the percentage of people who visited your site or page but didn’t take any action or look 
at any other pages as compared to the total number of page or site visitors

Digital Metrics for Lead Magnets

The following are digital marketing metrics associated with lead magnets and content offers.

Shopping Cart Abandonment Rate

The Shopping Cart Abandonment Rate is the total number of online shoppers who put items in their shopping 
cart but don’t complete a purchase as a proportion of the number of people who complete a purchase



Call-to-Action (CTA) Click-Through Rate

The CTA Click-Through Rate is the percentage of total clicks on a CTA as compared to the total number 
of page or site visits

Submissions

Submissions is the percentage of total people who filled out and submitted your web form

Conversion Rate

The Conversion Rate is the total number of actions taken (e.g. a download, sign-up, etc.) on your lead 
magnet as compared to the total number of visits

Free Trial Conversion Rate

The Free Trial Conversion Rate is the percentage of free trial users who converted to customers

Pop-Up Conversions

Pop-Up Conversions is the percentage of total pop-up form completions who converted to customers

Ratio of Generated Leads to Marketing-Qualified Leads (MQL)

The Ratio of Generated Leads to MQL is the total number of “good fit” leads collected from your lead 
magnet as compared to the total number of leads generated

Leads to Close Ratio

The Leads to Close Ratio is percentage of leads converted to customers as compared to the total number 
of leads

https://blog.hubspot.com/sales/when-a-lead-isnt-a-good-fit


DIGITAL METRICS FOR EMAIL MARKETING
Open Rate

The Open Rate is percentage of opened emails as a proportion of the total number of emails sent

Opens by Device

Opens by Device is the total number of email opens per device type, e.g. smartphone, tablet, 
desktop, etc.

Click-Through Rate

The Click-Through Rate is the percentage of total clicks on an email link, or CTA, as a proportion of 
the total number of email opens

Bounce Rate

The Bounce Rate is the percentage of undeliverable emails as a proportion of the total number of 
emails sent

Unsubscribe Rate

The Unsubscribe Rate is the percentage of people who unsubscribe from your email list over a given 
period of time

https://knowledge.hubspot.com/articles/kcs_article/email/what-is-the-difference-between-a-hard-bounce-and-a-soft-bounce
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