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To develop the right measurement framework, it is useful to consider:

 • What are the contexts and the short and long-term objectives of the various marketing activities, and which KPIs will be best suited 
to each of them?

 • What value can I derive from the specific KPI and how can I drive meaningful actions and decisions? 

 • What combination of KPIs will best assist the planning of marketing activities across the end-to-end consumer journey, and 
provide the most valuable insights? Can other metrics add more value and context to the data?

 • What are the right metrics to measure these KPIs, and what challenges could I have in measuring against them? Are there any 
quick-wins to improve my ability to track performance against them?

CMOs are no strangers to having to prove marketing’s contribution to the growth of the business - there is always a 
crucial need to accurately, efficiently and rapidly measure marketing impact.

Marketing metrics are more than just numbers – they are a currency of the business and help to justify spend on in-
flight and future activities, support learning, streamline effort, reduce unnecessary costs and provide visibility on how 
an organisation is performing, to influence more effective marketing execution. 

Measurement of marketing impact is complex and challenging for many organisations. For most, the availability and 
quality of data hampers the best of intentions. So much so that it may be necessary to have data quality and coverage 
as KPIs in their own right. Forcing organisations to think about and strive for better data quality has the positive knock-
on impact of more meaningful reporting, deeper collaboration opportunities and, ultimately, gaining the most value 
from that data.

A broad set of metrics, spanning consumer-facing experiences as well as internal operations, should be used holistically 
to truly understand the ‘health’ of the Brand. Selecting the right marketing KPIs and setting up cohesive tracking 
systems will be a process unique to each organisation, and, for that reason, an effective measurement framework is 
essential. 
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Reach

Reach metrics aim to quantify the visibility of a brand through measuring 
the number of consumers that have been exposed to marketing activities. They are 
important for brand awareness activities intended to attract unknown prospects, 
when engagement and conversion metrics cannot be directly measured. They remain 
essential throughout all phases of the consumer journey to estimate the number of 
exposed consumers.

Best combined with:

 • Brand Equity and Sentiment metrics, to identify audience opportunities and overall 
reach targets.

 • Consumer Engagement, when executing awareness campaigns, to get a deeper understanding of the targeted consumers and active 
responsiveness of each audience.

Challenges businesses often face:

Determining the right reach targets. With the significant growth of digital channels, and the resulting wider access to different 
audiences, it is increasingly difficult to identify everyone who is a consumer of a brand – or, more importantly, everyone who COULD be 
a consumer of a brand. Frequent market research (which could also be part of Brand Equity and Sentiment studies) will help identify 
emerging audience trends and opportunities that can be factored in to quantifying and adequately expanding reach targets. 

To gain the greatest value of this metric:

Don’t just go with superficial metrics! Consider qualifying the reached audiences through more granular metrics, (such as reach-in-
target and viewable impressions) to understand the actual brand visibility and cut-through. Another valuable insight is to understand 
where audiences have been exposed to advertisements but have not actually engaged further. These practices can help organisations 
mitigate media waste even in broad awareness campaigns.

Leverage marketing analytics. Using techniques such as look-alike modelling to expand reach for your target audience by finding other 
new consumers who are similar to those that have already converted or engaged with your brand.

Examples of Reach metrics include:

 • Search engine keyword ranking 
position

 • Website traffic volumes (unique users)

 • Unique reach (unique impressions)

 • TV and OOH estimated viewers
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Conversion

Maximising conversions from new and existing consumers is the ultimate 
objective of marketing, either directly or indirectly. Conversion metrics are therefore 
key for marketing and business strategy, as they demonstrate the impact of on sales 
revenue and business growth. They rely on combined data across marketing, sales and 
commerce. 

Best combined with:

 • Campaign Impact, to understand how campaign-specific activity may be driving 
conversions against incurred costs.

 • Response metrics, to ensure that the pipeline generated is being adequately nurtured 
and converted.

 • Coverage, to highlight which activities contribute to most conversions, and measure 
their cost-efficiency.

 • Time-to-market and Employee Engagement, to understand how operational quality 
and efficiency impacts conversions and revenues.

Challenges businesses often have: 

Being able to measure conversion… at all! Given the complexities of the consumer 
journey, and the often detachment between marketing activities and a final sale, 
marketing teams’ greatest challenge is adequately attributing the impact of their 
activities on conversions. 

Marketing activity attribution. With multiple vendors, agencies, channels and 
campaigns all targeting the same customers, marketeers often find it challenging to attribute the real driver of a sale.  This often results in 
an inflated cost of conversion. 

Knowing what to calculate! Marketers often attribute conversion values to “last click” or “last touch”. This is a common practice that tends 
to inflate the value of Performance Marketing (activities aimed directly at conversions, focused in the short-term). For useful marketing 
measurement, it is key to distribute conversion results across all marketing activities that reached the consumer and contributed to the 
conversion, to do justice to those that only had an indirect or longer-term impact on conversion, such as activities aiming to drive brand 
awareness.

Closed-loop reporting with sales and commerce. In B2B, getting a complete view of where a lead goes after it is handed-off to the 
sales team is a challenge. This relies on agreement of the overall consumer journey across these two functions, and the ability to ‘line-up’ 
the leads and sales data correctly. It may be necessary to track where leads are dropping out of the process – for example, if leads and 
pipeline volumes are high and conversions are low, the root cause must be assessed. It could be due to a number of factors such as low-
quality leads, misaligned data between marketing and sales, poorly performing sales teams, or lack of recording of sales outcomes. The 
same applies to B2C transactions, especially those involving offline touchpoints such as physical stores – it is key to streamline online and 
offline data across marketing and commerce, as much as possible, to holistically understand the performance of activities, and pinpoint 
challenges and opportunities for improved conversions.

To gain the greatest value from these metrics: 

Keep track of incurred costs. This will enable marketing to measure and optimise efficiency. The goal is to maximise revenue whilst 
proportionally minimising investments over time across all touchpoints. A cross-functional approach should be adopted here using 
technology, process and people to facilitate tracking costs. Organisations can plot the optimal investment splits across awareness, 
consideration, conversion and retention campaigns, with adequate and cohesive content and targeting throughout. 

Get feedback on everything marketing does. If all data is integrated, conversion reporting can go down to the specific touchpoint, 
targeting and content levels, and indicate which are most important and cost-effective in driving conversions. Conversion metrics 
can therefore be an important instrument for marketing and comms planning and allow data-driven decision-making for investment 
allocations.

Examples of Conversion metrics 
include:  

 • Leads (MQL, SQL)

 • Pipeline growth rates

 • Sales growth rates

 • Volumes of directly or indirectly 
generated revenue

 • Return on Advertising Spend (ROAS)

 • Return on Marketing Investment 
(MROI)

 • Cost per conversion/acquisition

 • Cost per Lead

 • Aggregated Propensity-to-Purchase 
Scores

 • Rate of Sale (number or value of 
sales per week per store [average or 
category weighted].
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Response
Response metrics measure the operational speed and quality at which 
consumers are responded to across the many points of two-way 

communication throughout the consumer journey. They help organisations identify 
gaps and bottlenecks in the end-to-end communication process with a consumer.

Direct two-way consumer interactions are critical across the entire consumer journey 
- social media queries and responses, lead conversion and direct sales activities, or 
consumer care and support activities. Whatever the context, measuring responses 
drives an important process to identify where consumer enquires get lost or duplicated 
across different platforms, and implementation solutions. This analysis should be used 
to influence CRM strategy and end-to-end parameters for communication that stretch 
cross-functionally to improve response times and quality.

Best combined with: 

 • Conversion metrics, to map correlations between faster response or resolution times 
and greater sales successes or revenue.

 • Campaign Impact and Consumer Engagement, as larger volumes of consumer queries 
generated by campaigns may create bottlenecks in response times and quality consistency.

 • There is often overlap, and can be combined with, time-to-market. This will help to understand potential opportunities for arketing to 
support response times back to customers and is especially important in creating successful ‘real time’ two-way engagement. 

Challenges businesses often have:

Siloed ways of working. Functions not working together can result in slow or inefficient engagement with consumers. This often happens 
when advertising, content, sales and service are focused on their own specific processes and targets. These inefficiencies and siloed ways 
of working can indicate that organisations are not making the most of the rich data collected across the business. Most importantly, this 
can result in broken consumer experiences and lost conversion opportunities.

To gain the greatest value from this metric:

Agree the whole consumer journey. Organisations must produce holistic strategies determining how the brand is to engage with 
consumers across their entire journey and experience, in a way that aligns activities across all functions. The responsibility for engagement 
does not sit solely in one function, and response efficiency should be tracked and reported across all functions, continuously. This will 
enable a holistic and cross-functional view of gaps or bottlenecks like capacity issues from campaign-driven increase in demand and 
queries, or broken processes and allow them to be addressed. 

Examples of response metrics include:

 • Average time for social media 
responses

 • Rate of positive reactions to social 
media responses

 • Average time for consumer complaint 
resolution 

 • Proportion of positive scores and 
feedbacks on consumer support 
interactions

 • Average time for lead-to-sales follow-
up 
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Employee Engagement 
Employees are the core deliverers of consumer experiences. As such, it is 
imperative to frequently capture employment engagement to understand 

how wellestablished marketing strategy and objectives are and whether employees 
feel they have a direct impact on those objectives.  If teams feel well connected to the 
broader goals of the business, as well as fully understanding how they themselves 
can contribute, motivation, energy and quality is likely to be higher and consumer 
experience objectives more easily achieved.

Measuring employee engagement can also help surface operational blockers and, 
therefore, opportunities to improve the consumer experience as a whole. Feeling 
engaged and listenedto is essential in growing and retaining top marketing talent, 
which in turn supports the business to deliver the very best marketing and consumer 
experience. 

Best combined with:

 • Other operational metrics such as time-to-market and response, to identify all 
operational problems and potential inefficiencies.

 • Customer Engagement and Campaign Impact data to identify correlations between 
high workforce motivation and marketing results. This can help to quantify the degree to which engaged employees are more likely to 
execute campaigns more efficiently. 

Challenges businesses often have: 

Identifying issues early. This is crucial considering the significant cost attached to employee churn. This can be mitigated by having open 
communication channels that provide rich insights, such as regular people surveys. 

To gain the greatest value from the metric: 

Collect data regularly. This will help to establish a baseline and uncover any irregularities. Gathering a qualitative perspective on the 
irregularities, by including open questions in people surveys or conducting small focus groups, also helps ensure that the greatest value 
from the metric is realised. 

Take action. It is imperative that organisations gather insights from employees actively, as well as passively, and regularly address them, 
including the implementation of new tools or changes in ways of working when necessary, to further improve employee engagement 
metrics over time. 

Examples of Employee Engagement 
metrics include:

 • Employee engagement metrics (based 
on pulse surveys or other)Pulse 
surveys or other

 • Employee self-affirmed contribution 
and impact metrics 

 • Employee scoring on quality of 
consumer experience (overall and 
broken down into specific elements)

 • Absenteeism rates

 • Employee churn rates
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Time-to-market
Time-to-market encompasses efficiency metrics that represent the 
agility of the business in producing, delivering and adapting experiences 

to consumers. It is a particularly important operational measure in the digital age, 
as fast changes in demand and trends require organisations to respond rapidly to 
communicate with their consumers. These communications can be either proactive 
(brands swiftly reflecting a new trend or taking advantage of being early representatives 
of the trend) or reactive (quickly addressing consumer queries, or fast press releases 
relating to urgent topics involving the brand).

Challenges businesses often face:

Lack of defined processes. Time-to-market can be difficult to quantify when 
processes and operations are largely unstructured, especially when marketing 
execution involves multiple agencies and service-level agreements that are unclear or 
not properly tracked. Although it is important to maintain operational flexibility and 
adaptability, it is key that marketing teams structure and document processes, so that 
they can be monitored and improved over time, and blockers and inefficiencies can be 
addressed.

All activities are different. Time-to-market metrics cover and are impacted by: 
activities across content production, campaign planning and activation, content and 
campaign adaptation and optimisation, sales processes, consumer support and care. 
As a result, it is key to pinpoint how different activities impact the metrics, to identify 
bottlenecks and inefficiencies. 

To gain the greatest value from this metric:

Delve deep into inefficiencies. A good example of time-to-market is to look at the production of content. It is necessary to look at 
exactly where bottlenecks appear in the content production and experience delivery lifecycles in order to implement quick fixes and 
wholesale operating model changes where required, to improve end-to-end operational efficiency over time. It is useful to look at specific 
inefficiencies in terms of ‘clunky’ processes (i.e. there are excessive or inadequate governance or sign-off steps), capacity issues (i.e. where 
a large set of activities is funnelled through one small team and they are overwhelmed), or capability and skills issues (i.e. work needs to 
be outsourced or there are insufficient team members with a specific skillset). Clearing bottlenecks can lead to positive cascading effects 
across many time-to-market metrics.

Look beyond Marketing. It is also essential to look beyond just the marketing function to understand time-to-market efficiencies. Data 
flows and process design should ideally be integrated across marketing (for content, creative and campaign management), product 
and services (for timely product iterations based on consumer responses), supply chain (for mitigation of risk of excessive demand due 
to products with low stock being advertised), finance (for timely investment and budget approvals), and other functions as needed. 
Cross-functional activities can be optimised through workflow management tools and automated data flows that reduce complexity and 
minimise repetitive or duplicated tasks across different departments.

Examples of time-to-market metrics 
include:

 • Content production velocity

 • Average number of amends and 
proofing rounds

 • End-to-end cycle time of New Product 
Development (NPD)

 • Product and service iteration and re-
release cycle times

 • Average times for campaign setup

 • Average frequency of campaign and 
content optimisation

 • Average time to complete most 
frequent or recurring tasks
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Data and Channel Coverage
Response metrics measure the operational speed and quality at which 
Coverage metrics highlight the growing opportunities for marketers to 

engage with consumers through multiple channels and different kinds of experiences 
along the journey.  As the number of touchpoints grows, with fast adoption by 
consumers, coverage metrics are key to analysing how successful brands are at 
delivering relevant, consistent and personalised experiences across them. 

Measuring coverage can drive brand visibility across the consumer journey, identify 
blind spots in marketing channels, and add context to other metrics (such as campaign 
impact, where a multi-channel attribution model is needed as opposed to siloed 
channel analysis). 

Best combined with:

 • Customer Engagement and Campaign Impact metrics, to analyse and compare 
performance across channels and identify which to prioritise, for improved 
investment allocation and overall MROI. 

Data coverage and quality tracking can form the right grounding to establish the right environment for other consumer metrics. 

Challenges businesses often face:

Siloed data sources. As new touchpoints and channels are introduced, and new tools are implemented to activate marketing activities, 
often across separate teams, it becomes more challenging to gain a holistic view of coverage. This makes identifying which channels and 
touchpoints require greater investment more difficult.

Lack of ownership. If marketing teams are not given accountability for data quality and consistency, there is a risk that consistency 
continues to worsen as more data is ingested. Strict rules around data quality must be put in place, with clear accountability lines across 
marketing, and other functions as needed, to ensure there is consistent and high-quality coverage of data and channel activities. 

To gain the greatest value of this metric:

Understand what can and should be measured. It may not be possible or wise to track every interaction. Some channels, such as Out 
Of Home (OOH) and print advertising, may be key to marketing performance within the context of a particular brand, although they do 
not allow for granular data being captured and integrated. As such, direct impact may be very challenging to measure, but will feature as a 
disproportionate cost against other channels. 

Address the gaps. Where there are gaps, inconsistencies or unusable data sets, a clear plan must be set out for improvements. This 
might require initial investments of second and third party data providers to fill identified data gaps whilst the adequate first party data is 
being gathered, ensuring rules for data ingestion are enforced, and even changing the way marketing technologies or automated tools are 
set-up. 

Examples of Coverage KPIs include:

 • Percentage of tracked versus untracked 
consumer data

 • Percentage of integrated data versus all 
captured and tracked marketing data

 • Aggregated performance metrics (such 
as reach, engagement and conversion) 
across channels, indicating proportion 
of unique impact from each channel
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Brand Equity 
Brand equity is a measure used to capture the total value of a brand, 
recognising that much of this may be based on its contribution to future 

income and profit.  If a TV ad or YouTube or Tik Tok video is particularly impactful, it is 
well understood that this is likely to impact future sales, potentially years ahead, as well 
as sales in the immediate future.

Accounting rules allow for recognition of brand value as an intangible asset where a 
value can be established, e.g. on the acquisition of a consumer company where the 
price paid for it  may be substantially higher than its book value.

Naturally the largest brands, CPGs, luxury, fashion, auto, and now technology giants, are 
interested in measuring, tracking and nurturing the equity tied up in brands.

A number of valuation techniques and metrics are used as proxy indicators of value 
- from awareness and affinity/’brand love’ which can be measured in percentages of 
populations or target markets, to variants such as prompted/aided awareness metrics 
will point to how familiar consumers are with your brand and unprompted/unaided 
awareness which gauges how impressionable your brand is and its ability to ‘cut 
through’.

This set of metrics highlights a brand’s strengths and weaknesses, as well as its 
challenges and opportunities within a given market, and represents critical input for the 
planning of all marketing activities. 

Best combined with:

 • Long and short term ROI attributions of media spend.

 • Proxies such as social engagement, sentiment, functional and emotional benefit 
performance (traditional or through Artificial Intelligence (AI) metrics across social 
data).

Challenges businesses often have  

Getting a metric in time to inform action. Traditional approaches still prevalent in 
market research are costly and will deliver weeks or months after the product was 
launched or the media budget spent!  Quite simply, lessons are learnt too late for 
action.

Knowing when to move away from heavy reliance on primary research.  Many 
brands can be tracked both in valuation terms and fine attribute performance using 
real time data and AI modelling of variables. 

Increasingly CPG and luxury majors are reducing their sole reliance on traditional 
research, running this less frequently, alongside rapid/live AI metrics.  Some are even 
switching traditional approaches off. 

To gain the greatest value of this metric:

Carefully plan studies to make the most of the insights. Research methodology and 
objectives should be carefully determined upfront as this should guide the type of studies conducted, as well as the interpretation of their 
results and how they are intended to be used as hypotheses. 

Invest in a balanced brand equity study structure. Organisations should combine thorough research insights that are less frequent 
with ongoing or live tracking on specific quantitative Brandy brand equity KPIs.  Many metrics – e.g. consideration, functional and 
emotional benefit or USP performance - may now be measured during campaigns.

Examples of Brand Equity metrics and 
proxies:

 • Share of voice and ad recall – 
proportion of advertising presence and 
visibility against that of competitors, 
and how much campaigns are cutting 
through. 

 • Brand Awareness - quantifies how 
well the brand is known within the 
competitive landscape. It can be 
represented at a high-level by the 
volume or percentage of individuals 
that recognise or are aware of the 
brand and/or its product offerings 
within a given market.

 • Brand affinity - looks at the qualitative 
perceptions of the brand, at both 
functional and emotional levels. It 
can be represented by aggregated 
quantitative or qualitative responses to 
questionnaires and brand or product 
research, which can vary broadly 
depending on the key perceptions to 
be measured.

 • Brand value – an attempt to value 
the monetary value of brand equity 
through a variety of approaches.  
Market research companies still make 
significant income from complex 
composite metrics requiring primary 
research (what makes the company 
margin), but in many consumer sectors, 
real time proxies can be used to model 
value based on data such as search 
and social metrics.

Proxies include:
 • Market share – proportion of a brand’s 
sales against those of its competitors in 
a given market.

 • Share of shelf – proportion of brand 
and product visibility against those of 
competitors within retail spaces. 
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Sentiment
Sentiment is used to track the changing emotions that existing and future 
consumers feel towards a brand, its products or specific experiences. By 

tracking and understanding sentiment, organisations can gain insight into which 
aspects across the consumer lifecycle are effective and which require improvement.  
In a time of increased identification of, and importance around, ‘purpose’ among 
consumers, understanding sentiment quickly and accurately is paramount.

Best combined with: 

 • Customer Engagement, to provide context behind engagement volumes and trends.

 • Campaign Impact, to follow changes in sentiment after specific communications (e.g. if 
a campaign was able to shift negative sentiment into positive sentiment).

 • Conversion, to identify correlations and infer the impact from negative and positive 
sentiments (e.g. if higher volumes of positive sentiment drive higher conversions). 
This allows organisations to quantify the values of positive and negative sentiments, 
and allocate investments accordingly through the various marketing activities (e.g. 
campaigns to shift perception, improved consumer support response rates, etc.), as 
well as specific product improvements.

Challenges businesses often have: 

Dealing with lots of data! There are a number of sentiment tracking solutions on the 
market, but remember to use tools which can help integrate data from wider business 
data sets.  Use social listening tools that monitor mentions across social media and can 
integrate these insights with larger sets of consumer behaviour data. 

Don’t treat all feedback as equal. A common mistake organisations make is 
aggregating and equally weighing their consumer feedback, instead of reporting on all 
quantifiable variances (e.g. volumes of reviews on each rating band). Consumer reviews 
should not all be treated as equal – for example, in most cases, a review from a long-
term consumer with repeated purchases can be more insightful than one from an outlier. Also, reviews from different audience segments 
should be analysed separately in order to pinpoint differences in sentiment per audience.

To gain the greatest value from these metrics:

Track overarching or consistent messages. Sentiment coming through social listening tools should influence customer service channels 
and even product improvements. Churn should be tracked in alignment with this, to understand if it has been impacted following any 
product improvements.

Listen to what each of your consumers are telling you. Looking at sentiments on an individual customer-level can propel campaign 
personalisation or influence ‘next best message’ functionality, to respond to feedback and sentiment with targeted content on an 
individual level.

Get to know different customers. Looking at broader sentiment information can help marketing to develop new brand and campaign 
strategies, as well as identifying challenges and opportunities within the various audience groups, and further assist segmentation 
strategies.

Be proactive through crisis management. Frequently monitoring consumers’ opinions allows brands to quickly identify issues and 
implement efficient crisis management protocols. 

Examples of metrics: 

 • Net Promoter Score (NPS) 

 • Aggregated analytics of consumer 
verbatim – a technique used to analyse 
the sentiment of consumers when 
contacting support or submitting 
enquiries, via email, web chat, 
telephone or other (tracking, for 
example, the volume of interactions 
with detected frustration in tone 
versus those with happiness in their 
choice of wordsfor example, analysing 
tone of voice to determine the number 
of positive versus negative emotional 
responses to a recorded verbal 
interaction)

 • Volumes of negative and positive 
mentions – keyword tracking via social 
listening/monitoring 

 • Aggregated in-app ratings – placed at 
the right times throughout an app to 
help understand consumer sentiment 

 • Volumes of reviews per rating score or 
band 
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Campaign impact 
Campaign impact metrics examine the changes in consumer behaviour as 
a result of specific campaigns, both at an aggregate level as well as on the 

impact of each specific piece of content and the targeting tactics used. Outcomes are 
compared to accrued costs so that insights can be generated to optimise campaign 
investments through the most efficient targeting, content and channels.

Best combined with: 

 • Conversion metrics, as a final measure, will help to understand how campaigns 
performed in the short and long term - whether they achieved a response for direct 
campaigns or if they drove awareness, or leads, for sales.

 • Customer Engagement, to enable comparisons between campaign-led engagement 
and broader engagement levels.

 • Reach metrics, to add context to campaign impact around size of exposed audiences.

Challenges businesses often face: 

The number of touchpoints. Campaigns are typically activated across multiple 
channels, which in turn are activated across different tools and teams.  Being able 
to consolidate data for cross-channel campaigns can be very difficult unless consideration is given to how this will be achieved in the 
campaign planning phase. Teams must consider how all campaign data can be consolidated, which may require additional tools (e.g. data 
management) depending on the complexity of the campaign. 

To gain the great value of this metric: 

Closely track the consumer journey! Campaign impact data should follow the entire consumer journey to highlight gaps and common 
points for dropout. It also allows for more precise targeting and content personalisation, which can drive higher campaign effectiveness at 
lower costs. 

Measure continuously. Regular tracking of campaign impact will enable organisations to continually improve campaign performance - 
ideally not, but also throughout the running of the campaign, to enable marketing teams to optimise through iterative builds and changes 
based on which tactics are performing best and which activities are not driving results.

Use proxy metrics where needed. If all activities cannot be holistically measured through an end-to-end MROI or ROAS attribution 
model, a progressive set of metrics from awareness to purchase can be used as proxies to map the progression of consumers through the 
journeys, such as Cost per Click, Cost per Engagement (at various levels) and Cost per Conversion.

For organisations where lead times between campaign engagement and final sale are typically long, it may make sense to perform both 
predictive as well as retrospective tracking and attribution for MROI. 

Examples of Campaign Impact metrics 
include: 

 • Cost per conversion and conversion 
rate

 • Cost per lead

 • Campaign-generated pipeline

 • Return on Advertising Spend (ROAS) 
and Marketing Return on Investment 
(MROI)

 • Ad Recall

 • Changes in Consumer Lifetime Value 
(CLV)
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Consumer engagement 
Engagement has a new stature within an organisation as the proxy for sales, 
replacing the idea that awareness is a predisposal to purchase.  It highlights 

consumer engagement levels with a brands general presence, across various channels 
and moments in the consumer journey. Specifically, it is used to measure the impact 
of targeted communications and content aiming to attract and retain consumers’ 
attention or build word-of-mouth advocacy, and allows brands to understand what 
channels, content and targeting tactics resonate best with specific audiences across 
different stages of the consumer journey. 

Best combined with: 

 • Reach, to add further parameters for consumer engagement volumes.

 • Sentiment, to provide context for potential responses and aggregate qualitative 
engagement insights.

 • Campaign Impact, to provide a more comprehensive assessment of specific activities.

 • Also think about commercial KPIs, such as cart abandonment, add to buy, number of downloads, cross-sells, etc. to ensure marketing 
investment is delivering tangible results.

Watch out for negative impacts to operational metrics, such as Response or Time To Market, if consumer engagement increases beyond 
capacity.

Challenges businesses often have

Mismatched content to consumer segments. Consumer engagement is highly dependent on the alignment of content to consumers. 
This can be a challenge for organisations which struggle to identify and understand the target audiences for their brands, as well as 
when engagement can happen on channels which a brand does not control. To solve this, marketing teams should produce audience and 
content strategies which leverage wide quantitative and qualitative consumer insights, as well as audience data for precise targeting and 
content personalisation. Obtaining granular digital data can prove challenging for some organisations and involves working closely with 
media and tech partners to ensure data is collected in a timely manner to inform in-flight decisions.

To gain the greatest value from these metrics 

Get Granular! With granular engagement metrics across advertising and social comms and web content, especially in conjunction with 
conversion and sentiment metrics, marketing teams can monitor what content is gaining the most traction for different consumer groups, 
in different locations and at different times. Using A/B and multivariate testing, marketing can try out variants of content and targeting, to 
continuously iterate and improve activities and optimise engagement results. 

Make sure the value exchange is right - consumer engagement often relies on consumers providing the right consent to receive and 
engage with content. For that, brands need to think carefully about what they are offering consumers in exchange for their data.

Examples of Consumer Engagement 
metrics include: 

 • Social media responses (reactions, 
comments and shares)

 • View-through and click-through rates

 • Time on site/content (dwell time)

 • Bounce rate

 • Returned visits
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