Marketing Measurement -
Fundamentals

I ® - Shift from gut-feel to evidence-based decisions with data maturity

I ® - Learn to pick explainable metrics and separate °
metrics, observations, and conclusions

e
® - Course path: Goals - Metrics = Observations = 0

Conclusions —> Explainability

I ® - Most teams land between 'we track pageviews'
and 'dashboards nobody trusts'
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The Metric—Observation—-Conclusion Chain
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METRIC =~ = OBSERVATION— | — CONCLUSION
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® Metric: a quantified, consistently-tracked data point
® Observation: a neutral, data-grounded statement of what happened
® Conclusion: context + recommendation that changes a decision

® Chain: pick a metric, observe its pattern, draw a conclusion

® Problem: teams mix up data with insights — leaving data without decisions



Anchoring with a Clear Marketing Goal

foki g st hn e e e MG Business objective - marketing

K : goal - campaign KPI form a cascade
Business
objective y
- - SMART: Specific, Measurable,

Marketing Achievable, Relevant, Time-bound

One primary goal anchors metric
selection and prevents sprawl

Well-formed: "Grow qualified
leads 20% by Q3" vs. poorly-formed:
"Get more leads"
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Metrics as Building Blocks

\
\ * Metric: A quantifiable, consistently measured data point

) ® Qutput metrics: Impressions, clicks; Outcome: leads, revenue

) Efficiency: CPA, ROAS; Diagnostic: CTR, bounce rate

e Explainable metrics are interpretable by non-analyst stakeholders

* Avoid measuring what's easy instead of what matters




Observation: What the Data Actually Says

Observation is a neutral,
data-grounded pattern
statement, not raw numbers

Four observation structures:
trend, comparison, anomaly,
or stability

Trap: framing noise as signal,
survivorship bias, or
recency bias

Same weekly revenue metric
can yield different valid
observations by context




Turning Observations into Action

A conclusion adds causation, context,
and a clear recommendation

« Litmus test: Would this statement
change someone's decision?

Correlation # causation: a trend
does not prove your campaign caused it

« Use honest language: "suggests,"
"is consistent with," "warrants further testing"

« The leap: observation says “what";
conclusion says "so what" and "now what"




GOAL METRIC OBSERVATION CONCLUSION
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. - Checklist: Is each link sound and explainable to stakeholders?

. - Self-check: Separate metric, observation, and conclusion columns
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Filter 1: Simplicity — Filter 2: Relevance — Filter 3: Stability — Filter 4: Decomposability —
can a non-marketing does it directly tie is it measured can you break it down
partner understand to the chosen consistently across to diagnose performance
what the metric means? marketing goal? teams and time? drivers?




Explainable vs. Opaque Metrics

EXPLAINABLE METRICS OPAQUE METRICS

Clear, Understandable, Actionable Complex, Unclear, Hard to Defend
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DDA revenue, MMM coefficients
Simple and directly relevant Confusing and hard to interpret

0 Opaque metrics (DDA revenue, MMM coefficients) confuse non-analyst stakeholders

0 Explainable metrics (Cost per Lead, Conversion Rate) are simple and directly relevant
Q Decompose complex metrics into a narrative: what it is, why it matters, what drives it

° Every report metric must be defensible in a CFO-level business conversation
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- Bring a real or simulated
marketing goal
- Select one explainable metric
with the four filters
............................................................................................ _e

_..._......______._.._..._..._....._......__..____..._._..__._._....._._________.....__.@
- Write a conclusion recommending
clear, actionable next steps
- Peer-review each statement
S b for clarity and actionability

@ - Formulate a single data-
grounded observation statement

Workshop: From Goal to Metric to Observation to Conclusion -

f .
—
1
.
—
METRIC
.
ra
| (O
| OBSERVATION




Mistake 1:
Measuring What'’s Easy
Instead of What Matters

e 60% of marketers don't measure if
work delivers business outcomes

e |ast-click ROAS and clicks are easy
but often misleading

EELLEERY

e Case: 70% budget to ‘top performer’
found flat incremental return

e Fix: Anchor metrics to goals; validate
with incrementality tests

e Key question: Did this spend
actually cause the outcome?
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- Mistake 2: Conflating Metrics,
Observations, and Conclusions

THE PROBLEM: MIXED AND MUDDY THE FIX: SEPARATE AND CLARIFY

METRIC CONCLUSION

“ROAS is 4.2,

it means

measured i or what
or calculated. noticed. to do next.

e Common conflation: 'ROAS is 4.2, so the campaign worked, so increase spend'
e Bypasses context, analysis, and diagnostic thinking
° e Treats a single number as insight without separating signal from noise

® Real reports often mix metric, observation, and conclusion in one sentence
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o » e Fix: separate slides into Metric, Observation, and Conclusion columns



Mistake 3: Over-Reliance on One Number

o
* ROAS alone hides the story— PLATFORM
always break it into diagnostic FTAMEORIDN
components Shows what was
4 . Claimed, not what
* Platform attribution shows Fo AT A Mesaaesed
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. - Metric: a quantified, consistently
\_/  measured data point.

- Observation: a neutral,
data-grounded pattern statement.

= Conclusion: context and a
recommendation that changes decisions.

) - Explainability: can a non-marketing
~ partner defend this metric?

( @ - Start/Stop/Continue: audit one report,
\—/ drop vanity metrics, adopt triangulation.
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