Content R
Marketing Metrics: Ay < 1

Measurement and i
Interpretation ‘”““
Al

Single metrics like pageviews W \
hide the real performance story —

Shift from production volume to

proven performance evidence

Select the right metrics and .

avoid misleading interpretations P s O

Build a repeatable measurement e | f— E
habit that drives decisions o L
Practical frameworks, examples, B

and tools for content leads



The Trap of
Single-Metric Thinking

e - High traffic with low conversion
hides a real problem

o - Low traffic with deep engagement
is an overlooked strength

o - Metrics describe; insight explains;
action changes outcomes

* - Avoid cherry-picking timeframes
that confirm your biases

e - Flawed measurement misdirects
funding and questions good content
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A Practical Metric Framework for Content

AWARENESS

Reach

ENGAGEMENT

Interest

CONVERSION

Action

REVENUE

Value

Organize metrics by funnel stage:
awareness, engagement, conversion, revenue

A gap at any tier distorts the tiers
above it

Pick 7-9 primary KPlIs, not a
40-number dashboard

Use secondary metrics for
diagnostics only

Match KPIs to maturity: 3-month
reports visibility, 18-month reports
revenue



Core Content Metrics and

How to Read Them

Visibility: impressions, reach, organic sessions, not raw traffic

8

Engagement: average engagement time, scroll depth,
return visitor rate

e Conversion: form fills, demo requests,
content-assisted conversions

8

* Retention: return visits, email engagement, churn impact

8

* Every metric needs a baseline and comparison period




Connecting Content Metrics

to Business Outcomes

® Trace content influence from o°o
first touch to revenue via UTM — -
parameters and CRM integration

e Choose attribution models: Content Pipeline Revenue
first-touch. last-touch. multi-touch Touch Parameters Integratlon Influence Outcome

and W-shaped

; Attribution Checkpoints i
® Report business value: revenue,

lead quality, cost savings, and
reduced sales cycle

First-Touch Last-Touch Multi-Touch W-Shaped

e Communicate impact: content- PP PP o—0—0—0 o009 \_/

influenced pipeline and content
ROI, not pageviews

® Honest approximation beats Business Value Outcomes
fabricated precision: an imperfect

|

model you use consistently
outperforms a perfect one you don't

Revenue Lead Quality Cost Savings Reduced Sales Cycle



Avoiding Misinterpretation: Correlation,

Causation, and Noise

Attribution tools often
measure proximity, not influence

Averages hide segment
differences in audience and intent

Check baseline, trend, sample
size, and context for noise

Compare to your own history,
not generic benchmarks

Avoid assuming a metric
measures what its name suggests



The Attribution Reality Check

€@ B2B buyers touch 6-10+ BUYER
pieces of content before JOURNEY
converting

o Last-click erases top- and FIRST-TOUCH
mid-funnel content; CREDIT

first-touch erases closing
content

Multi-touch and data-driven LAST-TOUCH
models distribute credit CREDIT
more honestly

Supplement with self-
reported attribution for
dark social and Al discovery

MULTI-TOUCH \
CREDIT

Accept directional impact;
report what you can
measure with integrity




Designing Dashboards |
that Drive Decisions -

- A decision tool, not a data dump:
'@' limit to 8-12 KPlIs tied to business

questions

- Structure by funnel: awareness,
engagement, conversion, revenue
0 - Role-specific views: ROI for
[0)=4¢) .
@D leadership, performance for
managers, diagnostics for analysts

- Every metric needs a target,
owner, and review cadence

- Automate data collection; manual
reporting dies within weeks

DECISION BOARD: STRUCTURED BY FUNNEL
m-
~

AWARENESS ENGAGEMENT CONVERSION REVENUE
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ROI Focus Performance Focus Diagnostic Focus

O Leadership View: O Manager View: @ Analyst View:




Building a Repeatable Measurement Workflow

e Define cadence first:
weekly health checks,
monthly reviews,
quarterly audits

Track layers in order:
acquisition, engagement,
conversion, revenue

WEEKLY MONTHLY QUARTERLY
Health Checks Reviews Audits
__________________________ SR W S IR el el | e Keep an intervention
| log to explain metric
___________________________ e R R G S ke U, P changes
i E Content Events i e Document assumptions
s " S TN o P and update baselines
\ / \ / 3 \ / for trust
P o St Al R, it -. : —
\ qﬂ . \ =] ) \ of \ / | @
N\ < /'} % ; S / e 3 / \'.N\ _\f; .
~— N— ~—~ ~— e ® Assign one measurement

owner with clear
decision rules



! Communicating Results to Stakeholders

—® ¢ Tailor reports to each audience: @ @ @
executives, content teams, and

cross-functional partners 1. WHAT HAPPENED 2. WHY IT MATTERED 3. WHAT TO DO NEXT

—o ® Lead with decisions and

; ; Understand the Explain the impact Recommend the next
recommendations, not just charts

results clearly. and implications. best actions.

\ o ° Acknowledge underperformance ° &
honestly and propose a . .<: “ / &
corrective action I I I I ®

p S

*--® e End every report with a
specific ask or recommendation c

END WITH A SPECIFIC H
ASK OR RECOMMENDATION ®----

supporting metrics instead of
a 40-slide deck

1
1
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1
1
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i ® Use a narrative with 3-4
]
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Common Content Measurement Pitfalls

and How to Fix Them

e Vanity metrics report activity,
not impact: pageviews, followers, #
and shares lack business context

Content decays; ignoring
historical performance #
overestimates value

e Normalize metrics before
comparing channels: impressions # @
and reach answer different questions

e Fix broken tracking: missing UTMs,
untracked events, duplicate events, #
CRM gaps

e Different success criteria per
funnel stage: TOFU explainers #
vs. BOFU comparison pages




From Interpretation to Action:

. Making Better Content Decisions

® Diagnose first: visibility gaps CONTENT DECISION MATRIX
get SEO fixes; engagement A
gaps get content fixes;
influence gaps get funnel C ) ﬂ
alignment fixes 5

& RE-ALIGN AMPLIFY
® Decide content fate with a = ; : . ; e
o decision matrix: retire, update, 5 GT;ﬁ;:np?Ct. Dakeital High impact and high priority.
. = priority now. Invest more to expand

or amplify based on decay, Realign to audience intent reaeh A0 diive reslilts.
position, intent, and or funnel stage.

conversion value

& ® Prioritize resources by scoring = y
[l I I content on traffic, conversion I l

|_
(8]
contribution, and assist value g
= RETIRE UPDATE
n e Always check a baseline, 9 Low impact and Iovrr p‘rl‘orlty. Lower impact but h‘lgl? priority.
O I ; ; Remove or de-prioritize Improve and optimize to
comparison period, segment, : :
) ; to free up resources. increase impact.
and business question before
interpreting any metric
>
LOW PRIORITY HIGH PRIORITY




The Al Visibility Layer: Why 2026 Measurement Is Different - -

Allsenrch changes visibility: Classic Search Results Al-Generated Answers

citation frequency in ChatGPT, Q
Perplexity, and Al Overviews *

now rivals rankings.

Al Overviews reduce click-
through rates for top organic — ° 2
| E————— e ——1

positions, undercounting
content reach.

h
|
|
D 0 oOB

Track Al signals: brand citation
rate, Al referral traffic, and
branded search lift.

SURFACE: WHAT USERS SEE

Al-cited content skews fresher —
recency buys visibility in both & _Al V'SIBILITY LAYER

search and Al answers. S e I :

Add Al visibility tracking now
before it becomes a dashboard
blind spot.

QOO®O0O O




Action Plan: Your Measurement System This Quarter

Define a UTM convention; tag every
content asset linking to conversion pages

QUALITY
GATES

Pick 7-9 KPIs mapped to funnel stages,
including one revenue or pipeline metric

Build one simple dashboard with
role-specific views and a review cadence

Run a quarterly content audit scoring
traffic, conversion contribution, and
assist value

O0000O0

Commit to consistent reporting; one o U o
metric reported the same way every

month builds trust ¢

Start tracking Al visibility with a quarterly

manual prompt-testing session
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PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A
personwise.ai/t/5825720b/public
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