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Postgraduate Certificate in Media and Entertainment Data Analytics

Digital Marketing Metrics

Digital Marketing Metrics:

Digital marketing metrics are quantifiable measures used to track and evaluate the performance of
marketing campaigns and strategies across various digital channels. These metrics provide valuable insights
into the effectiveness of digital marketing efforts, help marketers make data-driven decisions, and optimize
their campaigns for better results.

Key Terms and Vocabulary:

1. Click-Through Rate (CTR):
   CTR is a metric that measures the percentage of people who clicked on a specific link, ad, or call-to-action
compared to the total number of impressions or views. It is calculated by dividing the number of clicks by
the number of impressions and multiplying by 100.

Example: If an ad receives 100 clicks from 1,000 impressions, the CTR would be 10%.

2. Conversion Rate:
   Conversion rate is the percentage of website visitors who complete a desired action, such as making a
purchase, signing up for a newsletter, or filling out a form. It is calculated by dividing the number of
conversions by the total number of visitors and multiplying by 100.

Example: If a website has 500 conversions from 10,000 visitors, the conversion rate would be 5%.

3. Cost Per Acquisition (CPA):
   CPA is the cost incurred to acquire a new customer or lead through a specific marketing campaign. It is
calculated by dividing the total cost of the campaign by the number of acquisitions.

Example: If a campaign costs $1,000 and acquires 100 new customers, the CPA would be $10.

4. Return on Investment (ROI):
   ROI is a measure of the profitability of an investment relative to its cost. It is calculated by subtracting the
initial investment from the final revenue, dividing by the initial investment, and multiplying by 100.

Example: If an investment of $1,000 generates $2,000 in revenue, the ROI would be 100%.

5. Customer Lifetime Value (CLV):
   CLV is the predicted net profit attributed to the entire future relationship with a customer. It helps
businesses understand the long-term value of a customer and make strategic decisions to maximize
profitability.

Example: If a customer generates $500 in profit every year and stays with the company for 5 years, their CLV
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would be $2,500.

6. Churn Rate:
   Churn rate is the percentage of customers who stop using a product or service within a given time period.
It is an important metric for subscription-based businesses to measure customer retention and identify
areas for improvement.

Example: If a subscription service loses 100 customers out of 1,000 in a month, the churn rate would be
10%.

7. Engagement Rate:
   Engagement rate measures how actively involved users are with a piece of content or social media post. It
takes into account likes, comments, shares, and other interactions to gauge the level of audience
engagement.

Example: If a post receives 200 likes, 50 comments, and 30 shares, the total engagements would be 280.

8. Cost Per Click (CPC):
   CPC is the amount paid by an advertiser for each click on their ad. It is calculated by dividing the total cost
of the campaign by the number of clicks generated.

Example: If an ad campaign costs $500 and generates 100 clicks, the CPC would be $5.

9. Impressions:
   Impressions refer to the number of times an ad or piece of content is displayed on a user's screen. It is a
measure of visibility and reach, indicating how many times the content was potentially seen by users.

Example: If an ad is displayed 1,000 times on a website, it would have 1,000 impressions.

10. Unique Visitors:
    Unique visitors are individuals who visit a website or platform within a specified time frame, regardless of
how many times they access the site. It helps marketers understand the size of their audience and track user
behavior.

Example: If a website has 1,000 unique visitors in a month, it means 1,000 different individuals visited the
site during that period.

11. Bounce Rate:
    Bounce rate is the percentage of visitors who navigate away from a website after viewing only one page.
It is an indicator of user engagement and the effectiveness of the website in retaining visitors.

Example: If a website has a bounce rate of 40%, it means 40% of visitors leave the site without interacting
further.

12. Open Rate:
    Open rate is a metric used in email marketing to measure the percentage of recipients who open an
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email campaign. It indicates the effectiveness of subject lines, sender reputation, and email content.

Example: If an email campaign is opened by 200 out of 1,000 recipients, the open rate would be 20%.

13. Retention Rate:
    Retention rate is the percentage of customers retained over a specific period. It shows how well a
business is able to keep customers coming back and indicates customer loyalty.

Example: If a company retains 80 out of 100 customers from the previous month, the retention rate would
be 80%.

14. Session Duration:
    Session duration measures the average amount of time visitors spend on a website during a single
session. It helps assess user engagement and content relevance.

Example: If the average session duration on a website is 2 minutes, it means visitors spend an average of 2
minutes per session.

15. Cost Per Mille (CPM):
    CPM is a pricing model used in advertising to denote the cost per one thousand impressions. It is
commonly used in display advertising and helps advertisers compare the cost of reaching a thousand
impressions across different platforms.

Example: If an ad campaign costs $50 for 10,000 impressions, the CPM would be $5.

16. Lead Conversion Rate:
    Lead conversion rate is the percentage of leads that turn into customers. It measures the effectiveness of
lead generation efforts and sales strategies in converting prospects into paying customers.

Example: If a company converts 50 out of 500 leads into customers, the lead conversion rate would be 10%.

17. Click-to-Open Rate (CTOR):
    CTOR measures the percentage of email recipients who click on a link after opening an email. It focuses
on the engagement level of those who opened the email, rather than the total recipients.

Example: If an email campaign has an open rate of 30% and a CTOR of 10%, it means 10% of those who
opened the email clicked on a link.

18. Organic Traffic:
    Organic traffic refers to website visitors who land on a site through unpaid search results, such as through
search engine optimization (SEO) efforts. It is a valuable source of traffic as it indicates high relevance and
authority.

Example: If a website receives 1,000 visitors from organic search, they are considered organic traffic.

19. Session:
    A session is a period of time during which a user interacts with a website or application. It starts when the
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user visits the site and ends when they leave or remain inactive for a specified period.

Example: If a user visits a website, navigates through different pages, and then exits, it counts as one
session.

20. Cost Per Lead (CPL):
    CPL is the cost incurred to acquire a new lead through marketing efforts. It is calculated by dividing the
total cost of lead generation by the number of leads generated.

Example: If a marketing campaign costs $500 and generates 50 leads, the CPL would be $10.

21. Social Media Reach:
    Social media reach refers to the total number of unique users who have seen a post or content on social
media. It indicates the potential audience size and visibility of social media content.

Example: If a post on social media reaches 10,000 users, the social media reach would be 10,000.

22. Customer Acquisition Cost (CAC):
    CAC is the total cost incurred to acquire a new customer, including marketing and sales expenses. It helps
businesses understand the investment required to gain a new customer.

Example: If a company spends $1,000 on marketing and sales activities to acquire 100 customers, the CAC
would be $10.

23. Engagement Rate Per Follower:
    Engagement rate per follower is a metric used in social media marketing to measure the level of
interaction and engagement per follower. It calculates the average engagement across all followers.

Example: If a social media post receives 1,000 engagements from 10,000 followers, the engagement rate per
follower would be 10%.

24. Cost Per Action (CPA):
    CPA is the cost incurred for a specific action, such as a purchase, form submission, or download. It helps
advertisers measure the cost-effectiveness of their campaigns in generating desired actions.

Example: If an ad campaign costs $500 and generates 50 purchases, the CPA would be $10.

25. Share of Voice (SOV):
    SOV is the percentage of total impressions or visibility within a specific market that a brand or campaign
captures. It helps businesses understand their presence compared to competitors.

Example: If a brand captures 30% of total ad impressions in a market, its share of voice would be 30%.

26. Mobile Traffic:
    Mobile traffic refers to website visitors who access a site using mobile devices, such as smartphones or
tablets. It is essential for businesses to optimize their websites for mobile users due to the increasing use of
mobile devices.
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Example: If a website receives 70% of its traffic from mobile devices, it has a high mobile traffic percentage.

27. Conversion Funnel:
    A conversion funnel is a series of steps that a user goes through from initial contact with a brand or
product to completing a desired action, such as making a purchase. It helps marketers visualize the
customer journey and identify areas for improvement.

Example: A typical conversion funnel includes awareness, interest, consideration, and conversion stages.

28. Customer Satisfaction Score (CSAT):
    CSAT is a metric used to measure the satisfaction level of customers with a product or service. It is usually
collected through surveys or feedback forms to assess customer experience.

Example: If a company receives a CSAT score of 80%, it indicates that 80% of customers are satisfied with
their experience.

29. Subscriber Growth Rate:
    Subscriber growth rate measures the rate at which a subscriber base is increasing over time. It helps
businesses track the growth of their audience and the effectiveness of their subscription strategies.

Example: If a company gains 1,000 new subscribers in a month, the subscriber growth rate would be 10%.

30. Time on Page:
    Time on page is the average amount of time visitors spend on a specific page of a website. It helps assess
the engagement level of visitors and the relevance of the content.

Example: If the average time on page for a blog post is 3 minutes, it means visitors spend an average of 3
minutes reading the post.

31. Ad Click Rate:
    Ad click rate measures the percentage of users who click on an ad after seeing it. It is an important metric
for assessing the relevance and effectiveness of ad creatives.

Example: If an ad receives 200 clicks from 10,000 impressions, the ad click rate would be 2%.

32. Customer Churn Rate:
    Customer churn rate is the percentage of customers who stop using a product or service within a given
time period. It is crucial for businesses to monitor churn rate to retain customers and improve customer
satisfaction.

Example: If a company loses 100 customers out of 1,000 in a month, the customer churn rate would be 10%.

33. Lead Quality:
    Lead quality refers to the likelihood of a lead to convert into a customer. It is essential for businesses to
assess lead quality to focus on high-potential leads and improve conversion rates.

Example: A lead that matches the target customer profile and shows interest in the product is considered
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high-quality.

34. Channel Performance:
    Channel performance evaluates the effectiveness of different marketing channels in driving traffic, leads,
and conversions. It helps marketers allocate resources and optimize channel strategies for better results.

Example: If email marketing generates higher conversion rates than social media, it indicates better channel
performance for email.

35. Cost Per Engagement (CPE):
    CPE is the cost incurred for each engagement with an ad, post, or piece of content. It helps advertisers
measure the cost-effectiveness of engaging with the target audience.

Example: If an ad campaign costs $500 and generates 100 engagements, the CPE would be $5.

36. Click Fraud:
    Click fraud refers to the practice of clicking on online ads with malicious intent to drain an advertiser's
budget or manipulate ad performance metrics. It is a significant challenge in digital advertising.

Example: Competitors clicking on each other's ads to drive up costs without any intention of conversion is a
form of click fraud.

37. Engagement Rate Per Post:
    Engagement rate per post measures the level of interaction and engagement per individual post on
social media. It helps evaluate the performance of specific content pieces.

Example: If a post receives 50 likes, 20 comments, and 10 shares, the total engagements would be 80.

38. Lead Scoring:
    Lead scoring is a method used to rank leads based on their likelihood to convert into customers. It helps
sales and marketing teams prioritize leads and focus on high-potential prospects.

Example: Leads that match the ideal customer profile, show interest, and engage with content receive
higher lead scores.

39. Conversion Path:
    Conversion path refers to the sequence of interactions and touchpoints that lead a user to complete a
desired action, such as making a purchase. It helps marketers understand the customer journey and
optimize conversion funnels.

Example: A conversion path may include clicking on an ad, visiting the website, signing up for a trial, and
making a purchase.

40. Customer Engagement:
    Customer engagement measures the level of interaction and involvement customers have with a brand or
product. It includes actions such as likes, comments, shares, and purchases.
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Example: Responding to customer queries on social media, sending personalized emails, and providing
valuable content are ways to increase customer engagement.

41. Customer Segmentation:
    Customer segmentation is the process of dividing customers into distinct groups based on shared
characteristics or behaviors. It helps businesses tailor marketing strategies and messages to different
segments for better results.

Example: Segmenting customers by age, location, buying behavior, or interests allows businesses to target
specific groups effectively.

42. Engagement Ratio:
    Engagement ratio is a metric that compares the number of engagements to the total number of followers
or audience size. It helps assess the level of engagement relative to the size of the audience.

Example: If a social media post receives 100 engagements from 1,000 followers, the engagement ratio
would be 10%.

43. Click-Through Conversion Rate:
    Click-through conversion rate measures the percentage of users who click on an ad and subsequently
complete a desired action, such as making a purchase. It evaluates the effectiveness of ad clicks in driving
conversions.

Example: If 10 out of 100 users who clicked on an ad make a purchase, the click-through conversion rate
would be 10%.

44. Attribution Modeling:
    Attribution modeling is a method used to assign credit to different marketing touchpoints along the
customer journey. It helps marketers understand the impact of each touchpoint on conversions and
optimize marketing efforts.

Example: A multi-touch attribution model assigns credit to the first touchpoint, last touchpoint, and all
touchpoints in between based on their influence on conversions.

45. Lead Funnel:
    Lead funnel is a visual representation of the stages leads go through from initial contact to conversion. It
typically includes stages such as awareness, interest, consideration, and decision.

Example: A lead funnel may show the number of leads at each stage, conversion rates, and drop-off points.

46. Customer Feedback:
    Customer feedback is input provided by customers on their experiences, satisfaction levels, and
suggestions for improvement. It helps businesses understand customer needs and preferences.

Example: Customer feedback can be collected through surveys, reviews, feedback forms, and social media
comments.
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47. Customer Acquisition Strategy:
    Customer acquisition strategy outlines the methods and tactics used by businesses to attract and convert
new customers. It includes marketing channels, campaigns, and activities aimed at acquiring new leads and
customers.

Example: A customer acquisition strategy may involve content marketing, social media advertising, email
campaigns, and referral programs.

48. Conversion Optimization:
    Conversion optimization is the process of improving website or landing page elements to increase the
likelihood of visitors completing a desired action. It involves testing different variants and analyzing data to
enhance conversion rates.

Example: A/B testing headline variations, optimizing CTAs, and streamlining checkout processes are
common conversion optimization tactics.

49. Lead Nurturing:
    Lead nurturing is the process of building relationships with leads at various stages of the sales funnel to
guide them towards conversion. It involves providing relevant content, personalized communication, and
timely follow-ups.

Example: Sending targeted emails, offering exclusive content, and providing educational resources are part
of lead nurturing strategies.

50. Conversion Tracking:
    Conversion tracking is the practice of monitoring and measuring the actions users take on a website or
digital platform. It helps marketers understand the effectiveness of campaigns, identify high-performing
channels, and optimize conversion paths.

Example: Tracking conversions such as form submissions, purchases, sign-ups, and downloads to analyze
campaign performance.

51. Customer Persona:
    Customer persona is a fictional representation of an ideal customer based on demographic information,
behaviors, preferences, and goals. It helps businesses understand their target audience and tailor marketing
efforts to specific customer segments.

Example: Creating customer personas such as "Savvy Susan" or "Busy Bob" to represent different customer
profiles and design targeted campaigns.

52. Customer Retention Strategy:
    Customer retention strategy outlines the tactics and initiatives aimed at retaining existing customers and
fostering loyalty. It includes personalized communication, rewards programs, and exceptional customer
service.

Example: Offering exclusive discounts, sending personalized offers, and providing proactive customer
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support are part of a customer retention strategy.

53. Customer
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