Evaluating the Quality of
Digital Marketing: An Overview and Objectives

2026 pressure: CPL up 7.6% YoY;
Google CPL +18.7%, Meta +20.2%
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Cheap-channel arbitrage is closing —
spend quality beats volume

<> Five dimensions: strategic fit, creative,
N channel execution, data integrity,

business impact

Four questions: right people? credible
experience? truthful measurement? \
learning fast?

Common failures: vanity metrics,
attribution blind spots, creative fatigue,
trusting platform numbers




The Five-Dimension Quality Framework

Strategic fit: targeting accuracy,
positioning consistency, goal alignment
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Creative quality: relevance, clarity,

Strategic fit differentiation, brand consistency

ail
Business Creative
impact quality

Channel execution: placement, format,
landing experience, technical delivery

Measurement integrity: tracking
accuracy, attribution choice, privacy
compliance

Measurement Channel
integrity execution

Business impact: conversion, retention,
LTV contribution, incremental lift
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e Score each dimension with a weighted
RAG rubric, named owner, and evidence source

e Keep the rubric small enough to use weekly;
every criterion maps to a decision



Metrics That Matter vs. Metrics That Flatter

Vanity Metrics Actionable Metrics

Look good, but don't tell the full story. Show progress toward real business outcomes.

Qualified reach

Engagement depth

Revenue influence

Vanity metrics flatter: impressions, likes, open rates

Actionable metrics decide: qualified reach, engagement depth, revenue influence r
Judge against your industry, not the all-industry average °
2.09% CTR is average for SaaS, underperformance for Home Services g"
Pick one North Star per business model, then add guardrails /’

Pair leading indicators with lagging outcomes and diagnostic trees o



Platform Reality Check: Privacy,
Consent, and Measurement Constraints

2026 field experiment: cookie
removal cuts publisher ad
revenue 29.1%

Privacy Sandbox recovers only
4.2% of that loss

EU Council text (Oct 2026):

six consent-free purposes —
but no retargeting or cross-site
conversion tracking

UK ICO 2026 advice: consent-free
measurement, anonymized
attribution, first-party frequency

capping

Implication: treat platform metrics
as directional; label cross-site
estimates with confidence level

Cookie removal

cuts publisher
ad revenue

g 29.1%

Privacy Sandbox
recovers only
4.2% of that loss

v v
SR
First-party Contextual
approaches approaches



Creative and Content Quality Assessment

e 3

Quality criteria: message-market fit,

emotional resonance, differentiation,
clear CTA

Pre-launch: concept testing, copy
review, accessibility and localization
checks

Creative fatigue onset: 9-13 days
average, 17+ top quartile, under 7
bottom quartile

CRAFT for Al content: Correctness,
Relevance, Audience fit, Flags,
CTA tightness

Human sign-off where risk lives:
claims, legal, disclosure, cultural fit

Nine-layer QA: source fidelity, facts,
brand, accessibility, structure,

metadata, links, rendering, approval

4 Correctness

Relevance

4 Audience fit

Flags
CTA tightness

Human sign-off where risk lives:
claims, legal, disclosure, cultural fit




Channel-Level Quality Checks

Q 2 X & 2

Paid search Paid social Email Landing pages Influencer
e Paid search: e Paid social: e Email: bounce e |anding pages: e [nfluencer:
Quality Score objective-goal under 2%, Core Web Vitals, audience
(avg 5.9/10, 7+ top alignment, unsubscribe under ~7% conversion authenticity,
quartile), impression CRM/lookalike 0.5%; judge loss per second, disclosure
share, 15-40% audiences, active journeys by CTOR value prop in compliance,
search-term waste creative testing and CVR 5-10 seconds brand fit
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Pre-launch tracking QA

0 II e Pre-launch tracking QA: UTM discipline, parameter survival through redirects, consent mode



Measurement Integrity and Attribution

@ Tracking hygiene: tag management, event naming,
UTM discipline, data-layer validation, post-click QA

® Last-click overstates Google, underestimates Meta;
multi-touch guides daily optimization

® MMM rated most reliable by 27.6% of US marketers,
MTA 19.4%, unified 18.9%

® Reconcile three sources: platform-reported CAC,
blended first-party CAC, MMM rebuilt every 6-12 months
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® Governance: named QA owner, quarterly audits,
documented platform-vs-analytics variance

ol s 5_]_3 E AL
Platform-reported R i Blended
CAC econcile

MMM rebuilt
first-party CAC every 6-12 months
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Proving Incremental Impact:
Testing Design Basics

@ Start from one decision: what will we
do at high, small, or zero lift?

@ Match design to question: conversion Test
lift, geo experiments, on/off as last resort Group
[Iﬂ Size the test first: conversions, Holdout
0 duration, holdout share, expected effect Group

Run whole weeks, cover the purchase :
cycle, hold promotions constant

Report a range, not a point;
plan for the low end
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@ Calibrate the MMM against holdouts —
unchecked models are hypotheses, not budgets

Whole Weeks

Incremental
Orders (Range)

-~ 750

L 450



From Metrics to Business Decisions

Scenario Comparison (Identical Assumptions)

@ Target Efficiency

Use a structured, multi-dimensional view
to turn metrics into confident decisions.

5-Dimension ‘

Diagnostic

Unit economics: CAC $168 median,
LTV:CAC 3.0x, payback under 6 months
excellent

Channel CAC: Meta $38-$58 platform
vs $212-$230 fully loaded; Google
$50-$130

Reallocate by marginal ROl — high ROI
with low mROI signals saturation

Compare scenarios under identical
assumptions: fixed budget, target efficiency,
target outcome

Stress-test one assumption at a time;
label stress scenarios, not probabilities

Report an if-then recommendation
with conditions to monitor

@ Fixed Budget
‘ il ’

Marginal Return

Channel Allocation by Marginal Return

A

High ROI

Low mROI
signals saturation

Investment

0 Target Outcome



The Evaluation Operating Rhythm

Daily

ops checks

Weekly

creative reviews

Monthly

scorecard

Quarterly

deep dives

)

Owner:
Ops

Owner:
Creators

Owner:
Leaders

Owner:
Trainers

A

A
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Escalation trigger:
for campaign
pauses

Escalation trigger:
for campaign
pauses

Escalation trigger:
for campaign
pauses

Escalation trigger:
for campaign
pauses

Five-Dimension
Diagnostic Dial

B
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® Cadence: daily ops checks,

weekly creative reviews, monthly
scorecard, quarterly deep dives

® One named owner per quality

dimension, mapped to leaders,
ops, creators, trainers

® Tooling: dashboards, QA checklists,

alerts on CAC ceilings and
conversion-rate floors

® Institutional memory: calibration

library, decision records, playbooks,
failure logs

® Escalation triggers for campaign

pauses; cap weekly reallocation
to stay reversible



Training the Team to Evaluate Quality

® Role-based modules: ops diagnostics, creators rubric, trainers facilitation, leaders scorecards
® 45-60 minute calibration: 10-15 anchor cases, compare per criterion, log rubric fixes

® Report percent agreement plus Cohen's kappa; below 0.4 means rewrite anchors

® Freeze a 15-25 example benchmark set for every new evaluator before live work

e Rotate sets quarterly, insert known-answer items, blind source and randomize order
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Agreement Analysis

Cohen’s Kappa
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Common Pitfalls and How
to Catch Them Early

o Vanity-metric drift: B

a Attribution blind spots:

rising opens and impressions, < . cutting Meta makes Google
falling revenue influence — | CAC climb within 90 days
pair each metric with a guardrail Ld

o Tracking bias: k" e o Al content risk:

brand, mid-funnel, and creator no number ships unless its

work gets underfunded, source opens in under a minute
showing up as a conversion gap

o Reused or mislabeled assets: o Rubric ambiguity:

check every image against when scores split, fix the anchor

already-published files A b before coaching the person
before upload



Workshop: Score a Campaign End to End

o Exercise 1 — Score one o Exercise 2 — Reveal scores; Exercise 3 — Trace one channel
campaign case across all five separate unclear anchors from metric to a business outcome;
dimensions silently and genuine judgment gaps write the if-then recommendation
independently
@ N R
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o Exercise 4 — Find the defects: o Exercise 5 — Ten-minute o Debrief — Which dimension
fabricated statistic, broken calibration on two fresh anchor split the room widest, and what
source link, off-brand claim, cases; log the rubric changes to fix first
missing disclosure agreed

: i



Action Plan and Key Takeaways
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Judge against your Score five Calibrate the 30-60-90: baseline Each participant
industry and own dimensions, prove humans scoring, audit, build scorecard, names one
trend, never incrementality where report decisions launch operating improvement, owner,
all-industry averages budget is highest not dashboards rhythm and review date

Baseline audit Build scorecard Launch operating rhythm
- - My Commitment
& One improvement:
Owner:
Review date: =
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Scan the code or click anywhere to watch this course live, with voice Q&A
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