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IQPC’s Digital Marketing Metrics and Analytics Summit this October 20-22 in Chicago will be a hub for 
Digital Marketing professionals to have fruitful and interactive discussions around metrics, the aggregation 
of the right data and deriving accurate insights with analytics. Best practice marketers align their objectives 
with business outcomes to improve the organization; they use data-driven decisions to predict outcomes 
and can envision the impact of their work. They think strategically to maximize revenue and create 
contextual engagement with the customers they serve. To do this, they use solutions that aggregate the 
right metrics and tools that help them derive accurate insights.  
 
In these pages you’ll find the 15 most relevant digital marketing metrics  you should use in 2015. 
 
I hope to see you this October in Chicago! 
 
   Kind regards, 
   Hannah Hager 
   Online Content Director 
   IQPC 

 
 
 

http://www.digitalmarketingmetricssummit.com/


1. Social 
Interactions 

Understanding and 
Demonstrating How Social 
Media Affects Your Brand, and 
Ultimately, Your Bottom Line 
 
Gaining buy-in and exploring future 
payment options 
 
For many marketing professionals in 
charge of social media, demonstrating 
through their metrics that their efforts 
are in fact moving the business needle is 
critical to operational success. 
Nevertheless, it can be tough to gain 
the buy-in you need if you can’t 
demonstrate revenue. During this 
session, you will learn to: 
 
• Study the effects of social media on 
your brand through the use of control 
groups 
 
• Build models that demonstrate the 
impact of MROI to demonstrate the 
impact of social media 
 
• Use KPI awareness through 
impressions and survey data 
 
Jessica Williams 
Marketing Insights and Digital Analytics 
Leader 
VISA 
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Your firm’s social interaction ratio is determined by the total number of 
interactions all of your accounts received within the last week, month 
or quarter.  You’ll first need to decide how frequently you’d like to 
measure your social media interactions, which is necessary to increase 
the number of interactions and build rapport with your customers and 
client base.  
 
Next, you’ll want to determine your share of the social voice. Share of 
Voice is defined as the proportion of the total audience commanded by 
your brand across its full range of media activities.  
 
Share of  Voice is an accurate indicator as to where you rank compared 
to your competitors when people talk about your industry.  
 

http://www.ritholtz.com/blog/2013/11/50-digital-marketing-metrics/
http://www.ritholtz.com/blog/2013/11/50-digital-marketing-metrics/


2. Amplification 
Rate 

Leveraging Social Media to 
Build Your Brand 
 
Using social media communities to 
drive business to your “.com” 
 
These are exciting times for social 
media, particularly with the possibility 
of gaining new business as a result of 
customer engagement. Companies 
across the board are trying to 
understand the best way to leverage 
social media to gain business. It’s 
understood that being able to engage 
the consumer enough to redirect them 
to your website can prove fruitful, but 
how should this be done? During this 
session, you will learn to: 
 
• Grow and build your brand through 
awareness with organic content and 
paid media 
• Utilize content strategies to drive 
conversions on your website and drive 
ROI 
• Measure activity with social media 
monitoring tools to create better 
content, gain competitive intelligence, 
manage reputation, and gain influence 
 
Sean Gelles 
Director Social Media Insights and  
Analytics 
Univision Communications Inc. 
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The amplification rate is the frequency at which your followers take your 
content and share it through their own network. It goes without saying 
that the higher the amplification rate, the further your content will reach.  
 
This will also increase your social media page views, which is the number 
of times a web page is viewed as a result of being directed from a social 
media channel.  

http://www.ritholtz.com/blog/2013/11/50-digital-marketing-metrics/
http://www.ritholtz.com/blog/2013/11/50-digital-marketing-metrics/


3. Quality Score 
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The quality score is a score assigned by search engines such as Google, 
Yahoo and Bing that influences both the rank and cost per click of ads. 
The purpose of the quality score is to enable the major search engines 
the ability to maintain and improve the quality of advertisements listed 
on their sites. The primary reason for this is to improve the experience 
of users who click on sponsored links. The more relevant the 
advertisements, the greater the likelihood a user will click on them 
more frequently, which increases revenue for everyone. 
 
Those who achieve higher quality scores are rewarded with top 
placement and lower bid cost.  

Applying Analytics to 
Campaign Strategy 
 
Identifying lead measures over lag 
measures for predictive capability and 
impacting ROI 
 
Applying data to strategy is the surest 
way of making gains. If you are able to 
identify the most important metrics and 
predict where your returns will be, then 
you are in good shape to make sound 
decisions on each front of your business. 
 
During this session, you will learn to: 
• Consolidating systems under one 
dashboard to gain a bird’s eye view 
• Bringing data together to engage the 
customer and enable key business 
decisions 
• Identifying lead measure for the 
possibility of manipulating metrics to 
affect ROI 
 
Jonathan Isernhagen 
Director, Analytics & Insights 
Wyndham Hotel Group 

http://www.ritholtz.com/blog/2013/11/50-digital-marketing-metrics/


4. Inbound Link 
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Back links, otherwise known as inbound links, incoming 
links, inlinks and inward links, are website links that bring a 
user back to a website or web page.  They provide the 
ability to track who is coming to your website and where 
they are coming from. Inbound links are key to improving 
your website ranking.  
 
Tip: A link from high ranked site is worth more than a link 
back from a low-ranked website.  

Making Data-Driven Decisions 
to Recognize and Reach Your 
Single Customer 
Using cross-channel distribution and 
cross device targeting 
 
Today your customer is perpetually 
connected to the internet and can be 
reached at any time and anywhere. Are 
you, however, able to identify the 
universe of potential clients as well as 
recognize your single consumer? 
 
During this session, you will learn to: 
 
• Adopt the right the appropriate user 
targeting technique 
• Using reliable data matching to 
identify a single consumers 
• Consistently reach a single consumer 
over multiple devices 

http://www.digitalsherpa.com/blog/seo-tips-what-are-inbound-links/


5. Social Media 
Publishing Volume 
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Social Media Publishing Volume is a metric that shows, on 
average, how often a post, tweet or status is updated on a 
certain network. 
 
As social media becomes more crowded and more and more 
advertisements are appearing on newsfeeds, many outlets are 
overhauling their algorithms to make the filters more “content” 
focused.   
 
People want content on a regular basis. If you post too 
frequently, they tune out, but if you update too few times they 
will forget about your organization or brand. That’s why it’s 
important to have a schedule.  

Engaging Your Customers to 
Drive Your Online Strategy 
 
Enhancing customer experience 
 
Understanding where your brand stands 
in the minds of the consumer is a critical 
part of modern businesses creating 
relevant discussion and wanted 
products. Online competition is fierce, 
and a slight slump could mean millions 
lost and the competition taking the 
lead. How can you aggregate brand 
sentiment and derive an appropriate 
and engaging marketing campaign from 
it?  
 
• Utilize the best investment strategies 
on social media to drive ROI 
• Understand brand sentiment to 
develop marketing campaigns and 
products that resonate with customers 
for an enhanced customer experience 
• Apply your metrics and insights to 
engage consumer and facilitate online 
purchases 
 
Ajit Sivadasan 
VP/GM eCommerce, Digital Marketing, 
Web 
Lenovo 

https://medium.com/best-thing-i-found-online-today/r-i-p-social-media-publishing-1d00973f7407


6. Traffic by 
Device 

Understanding Consumer 
Behavior Across Devices 
Gaining insight onto the evolving 
consumer journey 
 
Since the boom of mobile devices and 
mobile marketing, it has become 
increasingly difficult to “read” the 
consumer. In fact the journey may now 
begin and end multiple times, each time 
starting from a different point. The trouble 
lies with identifying which channel is 
preferred by the prospect and not only 
maximizing your efforts to reach them 
there but also the user experience once you 
have reached them. 
 
• Getting the holistic view of your 
consumer to better understand the big 
picture of their journey 
• Understanding the relationship your 
consumer has with their device in order to 
create adapted marketing 
• Optimizing mobile interactions and email 
to enhance the user experience and 
increase conversion rates 
 
Chris Gloede 
Chief Marketing Officer 
American Bar Association 
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Mobile devices account for nearly one third of all Internet traffic. 
Traffic by device determines which devices were used to access 
one of your web pages so you can more accurately target and 
track where it is viewed the most by personal computer, Mac, 
tablet, smartphone, or mobile, etc. Since Web pages look 
different on different devices. Make sure your content is 
formatted properly for all prospects.  



6. Marketing-
Originated 
Campaign Influence 

A How-To Approach to 
Programmatic Advertising 
Uncovering the basics of programmatic 
flexibility 
 
Understanding how to find and 
implement the right vendor solution for 
programmatic advertising will likely save 
you up to 50% of your marketing budget, 
eliminating the administrative processes 
entirely. The difficulty comes primarily 
from identifying and implementing the 
right solution for your business, especially 
when you are not sure how much you 
want to automate and when culture is just 
not there yet. 
 
During this session you will learn to: 
• Benchmark your business against others 
and identify areas of improvement where 
automation can be implemented 
• Install the right solution and utilize the 
right processes for online advertising: 
RTB, retargeting, and more… 
• Start and stop ad campaigns 
immediately from market feedback with 
greater success than previously 
experienced 
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Campaign reporting allows for marketers  and sales executives to measure 
the value of opportunities coming from their campaigns. It  directly shows 
what portion of overall customer acquisition originated from marketing 
efforts, it details the  touchpoints and it shows when and where the lead 
was  nurtured at any point during the sales process.  
 
Ask yourself: Which marketing campaigns are working in which channel 
and which are dead in the water? 

https://success.salesforce.com/ideaview?id=08730000000BpHGAA0


8. Social Reach 
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The further your message travels, the better. Social reach 
demonstrates the level of content viewership by tracking how 
far your message reaches across all of your social media 
channels.  

The Math of  Text! Sentiments 
That Drive Sales 
 
Finding and using the right data and 
save up to 80% of your marketing 
budget 
 

All online retailers gather valuable 
information from their customers in the 
form of Product Reviews online. This 
information is collected using reviews 
forms on the website and through post 
purchase survey emails which are sent 
to the customers. You can leverage this 
data to improve the product selection 
process and overall merchandise 
quality. However, majority of the data is 
in unstructured text format. Which is 
fundamentally different from  
quantitative score data. We need to 
performance advanced text mining to 
derive these sentimental insights. The 
following case explains a live example 
which allows online retailers to harvest 
this qualitative information. 
 
 
Murtaza Lukmani 
Associate Director Insights & Analytics 
Mediacom 



9. Total indexed 
pages 

Building a Brand With 
Programmatic Advertising 
Understand how programmatic is the 
future of media buying and how it can 
build brands efficiently 
 
As more and more companies shift to digital 
forms of media, the processes are 
increasingly automated. Programmatic 
advertising is revolutionizing the industry 
and companies are increasingly buying into 
the power, flexibility, and savings that it 
offers. The challenges remain in adaptation 
to new ways of carrying out business and 
closing the knowledge gap about the future 
of advertising. 
 
During this session, you will learn to: 
• Why programmatic is important for 
branding and proof that it works 
• Why programmatic is the future of buying 
media. 
• Understand a band strategy for achieving 
programmatic 
• See real case studies using video 
programmatic advertising to drive brand and 
commerce. 
 
Gary Milner 
Director, Global Digital Marketing 
Lenovo 
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Total indexed pages  is a metric that tells you how many pages on 
your site are indexed by Google, Yahoo, Bing, etc. This also allows 
you to determine which landing pages receive the highest 
percentage of visits.  
 
The goal is to continually and consistently add fresh content to 
your website such as articles, blog posts, and videos, among other 
things, you should see the total indexed pages increase over time. 
 

http://searchengineland.com/google-reveals-index-secrets-charts-indexing-of-your-site-over-time-128559


10. Click by 
Channel 

Using Predictive Models and 
Quantifying Consumer 
Sentiment 
No more “spraying and praying” 
 
Every advertisement campaign results 
in written feedback from the customer 
on blogs, social media platforms, and 
other channels. This is creating more 
and more data that must be converted 
from qualitative to quantitative. Each 
initiative brings the opportunity to 
launch optimized campaigns. The 
difficulty lies with creating accurate 
predictive models so as to target the 
right audience. 
 
During this session, you will learn to: 
• Identify relevant data points to apply 
to your marketing strategy 
• Create quantitative information from 
qualitative information from social 
sentiments to refine future 
advertisement campaigns 
• Develop predictive models from past 
and current trends to anticipate 
customer reaction to marketing 
initiatives 
 
Dave Jacobs 
Marketing Analytics 
Discover Financial Services 
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Click by channel is the number of clicks from a specific link 
that came from a particular channel, particularly in social 
media on LinkedIn, Facebook, Twitter, Tumblr, etc. 
 
Most business-to-business events receive the most clicks 
through LinkedIn. Conversely, retail organizations find the 
most clicks on Facebook. Knowing how your visitors get your 
content tells you which channels you should focus your 
marketing efforts on. 



11. Advertising 
Value Equivalency  

Harnessing the Collective 
Consciousness of Consumer to 
Understand Needs 
Becoming Big Data Capable 
 
 

If you can train your people to decipher 
the sea of data out there, then you will 
likely become very wealthy. 
Understanding the universal sentiment 
about your product, brand, or company 
will allow you to adjust your process and 
adapt all of your work so that it aligns with 
the consumer’s needs. Developing your 
talent, setting your objectives, and 
understanding the context in which you 
operate is critical to success. 
 
During this session, you will learn to: 
 
• Overcome your talent gap by developing 
the quantitative background of digital 
marketers to make them effective 
translators and strategists 
• Set objectives and understand the 
framework in which you operate to have 
the 
right advertising touch points in order to 
redirect customer to a conversion 
• Prioritize what you should optimize to 
establish a rigid process of applying 
insight 
to strategy 
 
Effie Phillipakos 
Director of Analytics 
AIG 

www.DigitalMarketingMetricsSummit.com 

Advertising Value Equivalency is what your editorial coverage would 
cost if it were advertising space or time.  
 
To calculate the rate, measure the space of an article or the time of a 
video or podcast clip and multiply it by the advertising rate for that 
page. After you do that for every content piece for a month then you 
can add it all up and determine the rate.  
 
Although it appears to be evaluative, the dollar-denominated 
calculations have nothing to do with profitability, and can be 
confusing.  

http://www.marketing-metrics-made-simple.com/advertising-value-equivalency.html


12. Marketing 
Qualified Lead 

Targeting the Consumer in a 
Segment of 1 and Protecting 
Privacy 
Knowing individual consumer behavior 
and protecting PII with a double blind 
match 
 
Withholding personally identifiable 
information is becoming an evermore risky 
undertaking. In fact you may be at risk of 
possible litigation against your company in 
some cases. There are ways to not only 
protect yourself, but also create interactive 
communication with customers through 
double blind matches. 
 
During this session, you will learn to: 
• Partner with the right companies to 
process and match information while 
maintaining consumer privacy 
• Maintain a strong privacy policy and 
eliminate the risk of withholding personally 
identifiable information 
• Connect CRM and data bases to 
marketing spend for engaged digital 
communication 
 
Mark Green 
SVP, Global Measurement Science 
Operations 
Nielsen 
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Marketing Qualified Leads (MQL’s) are prospects that have 
indicated interest in your company’s products or services by 
doing something such as downloading a white paper, attending 
a webinar or seminar, giving you their cards during a trade 
show, etc. Most likely they have shown some interest in your 
product or service but aren’t really sure yet if they want to 
purchase yet. 
 

http://www.somametrics.com/best-practices-2/somametrics-four-funnels-system/funnel-2-marketing-qualified-leads-mqls/


13. Keyword 
Ranking by Position 

Simple and Effective Ways for 
Creating Predictive Models 
All models are wrong but some are useful 
 
All models are telling a story, but what is the 
story and does the story repeat itself 
enough for it to be useful? There exist simple 
methods that will enable companies to 
produce predictive models with the use of 
readily available metrics from both sales and 
marketing. Sometimes the issue derives only 
from knowing which data to use in a given 
situation. Data siloes must be broken down 
and common distribution points should be 
linked for us to understand the big picture 
and apply insights to strategy. 
 
During this session, you will learn to: 
• Use “clean” data and enterprise 
warehousing to build the story of your 
business 
• Link common distribution points to 
understand ROI and develop predictive 
models 
• Use data to gain buy-in and begin to give 
analysts a voice in overall strategic direction 
 
Robert Welborn 
AVP Decision Scientist, Chief Data and 
Analytics Office 
USAA 
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Keyword ranking by position is the position of your content in the 
search results with the specific keyword you’re searching for on a 
search engine. Your goal should be to rank within the top 3 results 
on search engine results. It can take some time, but each 
milestone means you’re doing something right.  
 
Allows you to see where your content is placed with specific 
keywords ranks compared to other content. A lower ranking 
indicates a need for better SEO.  Tools exist to check your position 
in the top engines for specific keywords to determine what is and 
is not working.  

http://smallseotools.com/keyword-position/


14. Consumer 
Sentiment 

Using Data to Enhance Customer 
Experience and Drive eCommerce 
by Translating a Person’s 
Experience to Your Website 
 
Going from lookers to bookers through 
engagement 
 
As a service provider, you must make it the 
most enjoyable possible for your customers. 
If you are able to make sense of what your 
customer is telling you on social media sites 
and from numerous feedback points like 
previous purchases or reviews, then you 
should be able to develop the best possible 
website. One that is easy to navigate and 
suits their needs. Developing the right 
marketing campaign to facilitate this process 
can be difficult. 
 
During this session, you will learn to: 
• Set your requirements and establish a 
common data set to have everyone on the 
same page 
• Forecast user behavior based on 
promotional responses to affect demand and 
supply by 
responding to customer’s exact needs 
• Create brand recognition through the right 
promotional activity to optimize channel of 
distribution with the right media mix 
 
Nadir Ali 
Director of E-Commerce Analytics 
Wyndham Exchange & Rentals 
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Consumer sentiment tells in what tone or context – positive, 
negative or neutral – in which people are discussing your 
brand.  
 
It is a statistical measurement and economic indicator of the 
overall health of the economy as determined by consumer 
opinion. Consumer sentiment takes into account an 
individual's feelings toward his or her own current financial 
health, the health of the economy in the short term and the 
prospects for longer term economic growth. 
 
By ignoring negative or even positive sentiment, you’re 
missing key opportunities to engage consumers and build 
brand advocates. 
 

http://www.investopedia.com/terms/c/consumer-sentiment.asp


15. Marketing-
Influenced Sales 
Pipeline 

Best Practice on Digital 
Marketing Measurement and 
Optimization 
Understanding how to implement 
complex attribution and modelling 
for measurement 
 
There is a huge landscape of available 
tools out there. Some will aggregate 
your data and others will help you set 
out campaigns. The latest will deliver 
insights derived from evaluation from 
multiple devices. Finding the right 
solution and learning how to implement 
it is not an easy task. 
 
During this session, you will learn to: 
• Identify the best tools available to a 
digital marketer? 
• Understand the strategies and 
requirements to implementing these 
tools to have 
accurate measurements 
• Effectively apply your findings for initial 
test programs 
 
Dan Marks 
Chief Marketing Officer 
Sears Holdings 
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Marketing-Influenced Sales pipeline is a marketing-sourced measures 
the percentage of leads in the pipeline that were uniquely created by 
marketing. Marketing-influenced is the percentage of leads touched 
at least once by marketing during the sales process, whether it be 
through blog posts, events, whitepapers, websites or email 
marketing. 
 

http://www.ritholtz.com/blog/2013/11/50-digital-marketing-metrics/
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We are excited to bring you IQPC’s Digital Marketing Metrics and Analytics Summit, October 
20-22, 2014 in Chicago, IL. Having suffered terrible losses during the latest recession, it has 
become imperative to make every dollar count, especially when it comes to Marketing. Utilizing 
metrics and analytics will enable you to deliver Return on Marketing Investment (ROMI). In fact, 
tools that allow you to aggregate the right data and derive the relevant insight will put you 
ahead of competition. 
 
 

Three Ways to Register: 
Visit www.DigitalMarketingMetricsSummit.com 
Call 1-800-882-8684 
Email inquiryIQPC@IQPC.com 
 

http://www.digitalmarketingmetricssummit.com/
mailto:inquiryIQPC@IQPC.com
http://www.digitalmarketingmetricssummit.com/

	The Top 15 Digital Marketing Metrics for 2015
	Welcome
	1. Social Interactions
	2. Amplification Rate
	3. Quality Score
	4. Inbound Link
	5. Social Media Publishing Volume
	6. Traffic by Device
	6. Marketing-Originated Campaign Influence
	8. Social Reach
	9. Total indexed pages
	10. Click by Channel
	11. Advertising Value Equivalency 
	12. Marketing Qualified Lead
	13. Keyword Ranking by Position
	14. Consumer Sentiment
	15. Marketing-Influenced Sales Pipeline
	Join Us

