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KPls, Benchmarks and Metrics

Channel KPIS

Analysis: Making sense of your data

3 Golden Questions of Analysis
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*|s it working?

* Could we be doing better?

*|s it a better vs. other spending choices?
* Optimization?

These are all different questions that require
different approaches. Start with what you want
to know.
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Goals

What you
want to
achieve at
a high level

The
approach
ou will
ake to
achieve the
goal

The
measurable
steps to
achieve the
goal based
on the
strategy

The

specific
actions
taken to

achieve
the



Campalgn Name Results Reach Cost per ... Amount Spent Ends CPM (Cos... Costper1...

MAC 3 35,752 §6.60 §19.80 Dec 13, 2018 §0.51 $0.55
DBB Fightars 167 6,329 50.12 §19.25 Dec 13, 2016 52.66 §3.04
Gingerbread team 86 5514 $0.22 $18.75 Dec 13, 2016 $3.18 $3.40

* Goal: Clicks to your website
* Goal: Brand awareness
» Goal: Optimize for efficiency in spending
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Dictionary
KPI Q

KPI

noun BUSINESS

short for key performance indicator,
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 We know awareness
leads to sales but we

m‘ Attract/Reach

. -, ] Nurture
can't directly measure 2
the impact. - &Y Convert
* Purchasing i1s a process
that happens over time. e et sSia
* We can't easily measure F 5 Advocate
top of funnel impact. e
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* Aim for 1 — 3 KPIs per marketing activity

* Does this indicate that | am achieving my
objective?

*If | measure this, is it a good proxy for what |
actually want to achieve?
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Quallty * Quantity * Cost

 Avg. Session Duration  Sessions » Cost per conversion
» Pages per session « Users » Cost perclick
* Bounce Rate * Impressions
* Location * Clicks

* Lead Quality

* New vs. Returning Users

* Views of key landing
pages

» Conversion rate

BOOT-CAMP

Page views



Campalgn Name Results Reach Cost per ... Amount Spent Ends CPM (Cos... Costper1...

MAC 3 35,752 §6.60 §19.80 Dec 13, 2018 §0.51 $0.55
DBB Fightars 167 6,329 50.12 §19.25 Dec 13, 2016 52.66 §3.04
Gingerbread team 86 5514 $0.22 $18.75 Dec 13, 2016 $3.18 $3.40

* What are my KPIs?
» Quantity, Quality, Cost/Efficiency???

*|s there other relevant data that | may consider in
judging performance (on this report or not)?
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Campalgn Name Results Reach Cost per ... Amount Spent Ends CPM (Cos... Costper1...

MAC 3 35,752 §6.60 §19.80 Dec 13, 2018 §0.51 $0.55
DBB Fightars 167 6,329 50.12 §19.25 Dec 13, 2016 52.66 §3.04
Gingerbread team 86 5514 $0.22 $18.75 Dec 13, 2016 $3.18 $3.40

* What are my KPIs?
» Quantity, Quality, Cost/Efficiency???

*|s there other relevant data that | may consider in
judging performance (on this report or not)?
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* Why benchmarks?
* Everything should have a benchmark
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* Past Performance
* Improve over time.
* Link growth to investment.

* Averages
* Industry or general averages.

* RO|

* What do you need for ROI?
* What leads to positive ROI?
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Apps
Messaging
Optimization

Inbound Marketing
Lead Generation
Conversion Planning

Auto-Responders
Newsletters

Community Management
Public Relations
Influencers

Reviews

Word-Of-Mouth

© Boot Camp Digital
bootcampdigital.com

Facebook
Instagram
LinkedIn
Twitter
Blogging
YouTube

Search
Social
Video
Display
Affiliate
On-Site
Off-Site
Landing Pages
User-Experience
A/B Testing
Conversion Optimization
e-Commerce
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* Awareness
 Reach
 Page/profile fans/likes

* Nurture
* Engagement rate
* Clicks
* Click-through-rate (CTR)
* Leads

 Convert
e Conversions from social media
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 Awareness
 Reach

* Impressions
« CPM/CPR

* Nurture

* Clicks

 CTR

* Views

 Cost per video view @
* Convert

« Conversions
» Cost per conversion
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Inbound Markeing

v

.
¢ Tra ffl C fro m Sea rC h GO |e social media training
9
Al Images  Maps  News  Videos  More Settings  Tools

» Keyword rankings

Social Media Training Online - Improve Your Digital Skills
www.dalton-education.com/Programs/SocialMedia v

°
Become Certified In Social Media And Learn To Use It To Build Your Business.
. Online Programs - Affordable Courses - Chat Support Available
Degree Programs: Social Media Professional Certificate, Social Media Strategist Certificate...

Online Store - Education Courses - Partnership Programs

. Social Media Training - Read our 5* Reviews - jellyfish.net
. < www.jellyfish.net/Social_Media/Training v (443) 842-4452
O n Ve r S I O n ra e ro I I I S e a rC Flexible Options for Individuals and Companies. Call or Book Online Now!
Post Course Support - Private Courses - Hands on Training
Courses: AdWords, Analytics, Social Media, SEO

Become A Social Media Manager - 10-Wk Digital Marketing Course
www.generalassemb.ly/ * (202) 5171777

Acquire and retain customers. Save your seat. Sign up today!

Bring Ideas to Life - Advance Your Career - Learn Cutting Edge Skills - Work at a Tech Start-Up
Courses: Web Development, Visual Design, UX Design

@ 1133 15th Street NW,, 8th Floor, Washington, DC

Become a Digital Marketing Pro - Learn at your own pace.
www.simplilearn.com/Social-Media/Marketing
Master the concepts of SEO, PPC, Web Analytics, Social Media & More. Enroll Now!

Online Marketing and Social Media Marketing Training - Digital ...
bootcampdigital.com/training/ v

5 days ago - Get expert training on individual social networks. Receive your comprehensive Social
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* Traffic

* Engaged sessions
Engagement rate

* Average Session Duration
» Pages/Session

* Leads

* Target page visits

» Conversion Rate

« Conversions

» Sales

I;ﬂo’l‘ CAMP About v Online Training v Live Training v Team or Agency Training v Blog Contact
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e List Size

* Delivery Rate

* Open Rate

* Click Through Rate
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What do you want to LEARN from looking at
the data?

*|s it working?

* Could we be doing better?

*|s it a better vs. other spending choices?
* Optimization?

* Anything else?
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What = So What - Now What
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1. Are we doing well?
* Results vs. target/goal
* Results vs. benchmark
* Improvement over time

2. What caused the results?

 New/different actions
* Market dynamics

3. What will we do differently?
* Start
* Stop
» Continue
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* How Is the website
performing? 17K

* Should we be happy
with the performance?

» Could we be doing
better?

* How can | optimize?

* What else can | learn
from this?
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Sessions
2K
115.8%

Bounce Rate Session Duration

7.23% Tm 23s



° What: | greW mo re users (1 2%) Bounce Rate Session Duration

« So What?: New users were primarily 1.7k 2K [7.23% Im23s
from social media as we promoted - - |
our content more. While users grew,
our QUALITY of traffic dropped with a
higher bounce rate and less time on
Site.

* Now What?: People are coming to
our site to view blog posts but not
staying. We should test conversion
methods (webinar, su?gested
content) to get more from our

Users

Visitors. e
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* What: Traffic is up in the
Iast yea r. Traffic Channe Source / Medium Referrals

« So What?: Our site
relaunch in January had a
positive impact in search
traffic. Direct traffic is
steady.

* Now What?: Since the site
relaunch search traffic got a I
boost but has been stable.
Evaluate strategies to grow.

® google / organic @ (direct) / (none) @ google /cpe @ bing / organic  © Other
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« What: 55% of fans are female.
* So What?: This matches our customer base.

* Now What?: Stop including this in reports unless it changes
by X%. It Is just a distraction.

(6% 17%
i
Women 1%
55% - 5% |
Your Fans 0% 2%
1317 18-24 9594 a5-44 45-54 5564 65+
Men - - N
0.254% - - ] _
2%
4%
. ﬂ' 5% . ?'.':l.-h
Your Fans 8%
12% 12%
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Too much content distracts from the message
*|s the data telling you something?

* Eliminate numbers that never/rarely change
* Focus on what matters
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Training BOOT
Strategy JAMP

Speaking
Consulting

DIGITAL

Boot Camp Digital

r. #BootCampDigital

BOOT+CANP


mailto:krista@bootcampdigital.com
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