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Methods of Measurement











Determining Success



Prove Impact

How much pipeline and revenue 
did marketing drive?

Which channels, campaigns and 
content contribute most to 

revenue?



Improve Impact

We need to hit $X revenue next 
year – how are we going to do it?

If we had $50,000 more, how much 
revenue could we generate and 

where would we spend it?



Improve Impact



Advanced Attribution



Marketing Data: Siloed in Channels

Optimise Optimise OptimiseOptimise Optimise
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MEDIA
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registrations

Open rate,  
click rate

CPM/CPC,
CPL, Clicks

Pageviews,  
bounce rate

Calls,
emails  sent



Marketing Data: Align to Revenue

Optimise Optimise OptimiseOptimise Optimise
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REVENUE



Components of Good Attribution



Data Volume Difference



Acquisition Reporting



Last Touch Reporting



See the Complete Buyer Journey



Track Revenue Impact Across Buyer Journey



See the Complete Buyer Journey



Crawl, Walk, Run to Attribution Success



From Zero to Analytics Hero
Rebecca Alvarado





The story about how I had no idea 
what was happening with our 
Marketo instances, to gaining 
valuable insights and empowering 
our teams for success...



The Challenges

Inheriting a Marketo instance, 
oh wait, make that two...

Unclear customer journey
mapping

Batch & blast
mentality

Breakdown in communication
between Sales & Marketing

Reporting with no 
valuable insight



“In preparing for battle I have always 
found that plans are useless, but 
planning is indispensable.”

-Dwight D. Eisenhower





Sales Process Brainstorm



Success Path



Success Path & Customer Journey Mapping

Awareness Consideration Conversion Onboarding E.A &

Retention



Success Path & Customer Journey Mapping

Awareness Consideration Conversion Onboarding E.A &

Retention



Reporting

Success Path Analyzer Velocity Churn

Activation Rate Leads in Stage



Our Opportunity

Decline in CTR04

Brand disparity03

Increased time in stage01

Reduced entry points02



Planning

Decline in CTR04 ● Stronger CTA

Brand disparity03 ● New branded content

Reduced entry points02 ● Revised entry points

Increased time in stage01 ● Cadence adjustment



New Nurture



In a Nutshell

• Get your bearings and understand your environment

• Find your people

• What’s important to your business?

• Map out the customer journey

• Don’t set and forget

• Have fun!
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