


Stop reporting.  Start improving. 
 
The days of "launch it and leave it" are over. Project development, media buying and website and campaign launches are merely the first steps to 
achieving success with your digital work. Da Vinci said it best, “Art is never finished, only abandoned.” 
 
Don't abandon your digital campaigns. Seriously, they’ll get a complex. 
 
Digital's big promise has always been that you could know more about your customer from it than you ever could from its traditional counterparts. Since 
the beginning we've had measurement of people's response to digital media in some form from the most rudimentary click-through to the more 
sophisticated conversion funnel. But using that information to make our marketing better has eluded us. Why? Because most people don't take the time 
to digest and act on what they've measured. 
 
Look in the mirror and say this with us: 
 
Stop reporting. Start improving. 
Analytics applications can now provide tangible evidence of how your websites and digital media campaigns are performing. You can see the how and 
why behind every scroll, click, and conversion. 
 
But it’s not just about delivering fancy spreadsheets with a bunch of numbers and some high-level marketing speak about what it all means. It’s about 
using the analytics to reflect, react, and then repeat. 
 
It's no longer enough to just use traditional clickstream analytics. Simply measuring page-views and  path analysis doesn’t lead to action. Combining 
clickstream and voice of customer analysis allows us to measure things like task completion rates and segmented visitor trends giving us actionable 
insights that we can then use to improve a website or campaign’s performance. 
 
The more usable your website is the better it is for both your users and for search engines. The more personal, targeted and engaging your media is, the 
more customers you'll get. By continuing to modify and optimize a site design or landing page throughout its life cycle, you’ll not only have high-
performing campaigns, you’ll have happier clients. 
 
Paramore serves its clients by creating websites and digital media campaigns that are simple, clear and 
focused on results. To learn more about how we think, visit our blog: paramoredigital.com/think. 



























Marketing Analytics Benchmark Report 

EXECUTIVE SUMMARY 



2013 Marketing Analytics Benchmark Report 
Welcome to the 2013 MarketingSherpa Marketing Analytics Benchmark Report.  This title represents an exciting 
landmark for MarketingSherpa, as this is our first extensive study of marketing analytics research.  As a company 
laser-focused on marketing optimization, we feel the climate is right for releasing this inaugural analytics benchmark 
study, in hopes of helping marketers to do their jobs more effectively. 
 
We are excited about our first foray into analytics research, and anticipate even more extensive study to come, as 
analytics tools and practices evolve.  We hope you find this study to be beneficial not only to see your peers’ 
analytics practices and result, but also to help you plan your own analytics strategies and better understand how to 
garner results.   
 
Marketing Analytics is a practice that, perhaps uniquely, touches every aspect of marketing.  You’ll notice this 
breadth in the above-average size and scope of this Benchmark Report, as we endeavored to explore not only the 
use of analytics and metrics, but also to benchmark specific metrics in seven marketing channels: 
 
• Social media marketing 
• Email marketing 
• Search engine optimization 
• Pay-per-click advertising 
• Display advertising 
• Video marketing 
• Content marketing 
 
As always, we look forward to hearing about your marketing analytics success.  If you have a campaign you would like 
to have a reporter interview you about for a MarketingSherpa case study, please let us know by emailing 
Editor@MarketingSherpa.com. 
  
Best, 
 
The MarketingSherpa Team 
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Most marketers have analytics data… 
How much analytics data does your organization collect? 
  
 

TAKEAWAY #1 
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We have an average amount of data

We have significant data on most client
interactions

We have very limited data

We have vast quantities of detailed data

We have no analytics data at all

Dont know/ Not applicable

40% 

25% 

17% 

14% 

3% 

Source: ©2012 MarketingSherpa Marketing Analytics Benchmark Survey  
Methodology: Fielded November 2012, N= 682 

1% 
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…But aren’t always capitalizing on it… 

TAKEAWAY #2 
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Are you able to leverage your organization's analytics data to gauge marketing effectiveness?  

I do not have access to our analytics data

I lack the tools or skills to turn data into
actionable info

I rarely turn to analytics data for insight

I occasionally gain insight from analytics
data

I routinely and efficiently gain insight from
our analytics

Source: ©2012 MarketingSherpa Marketing Analytics Benchmark Survey  
Methodology: Fielded November 2012, N= 1053 

37% 

46% 

6% 

9% 

2% 
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Perhaps due to lack of resources and time  

TAKEAWAY #3 
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Which of the following do you consider the greatest challenge to effective use of marketing analytics?  

Lack of resources to execute

Time required

Lack of understanding in how to proceed
or execute

Budget constraints

Lack of systems integration

Lack of appropriate systems

Other

Source: ©2012 MarketingSherpa Marketing Analytics Benchmark Survey  
Methodology: Fielded November 2012, N= 965 

21% 

20% 

17% 

15% 

13% 

10% 

3% 
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Marketers focus more on generating reports than gathering insights 
How do you use your analytics platform beyond the default set-up to track message performance?  
 

TAKEAWAY #4 
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Customize reports

Add goals

Add conversion values

Add custom variables for deeper insights

Create and test hypotheses

Measure usage of mobile apps

Perform attribution modeling

Other

Source: ©2012 MarketingSherpa Marketing Analytics Benchmark Survey  
Methodology: Fielded November 2012, N= 611 

48% 

40% 

35% 

27% 

24% 

17% 

10% 

5% 
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More marketers routinely track engagement-based metrics than revenue based metrics 

Which of the following email marketing metrics does your organization ROUTINELY track? 
 

TAKEAWAY #5 
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Open rate

Clickthrough rate

Unsubscribe rate

Deliverability rate

Clicks-per-email

Conversion rate

Clicks-per-link in email

List size

ROI

Complaint rate

Social sharing rate

Inbox placement rate

Source: ©2012 MarketingSherpa Marketing Analytics Benchmark Survey  
Methodology: Fielded November 2012, N= 539 
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Regulatory barriers are of little concern to the vast majority of marketers 
What are your organization's MOST IMPORTANT OBJECTIVES for marketing analytics in 2013?  
 

TAKEAWAY #6 
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Acting on data to improve marketing
performance

Combining data from multiple sources to
draw correlations and make predictions

Measuring attribution and interactions
across channels

Linking data together at the individual
customer level

Improving data hygiene and quality issues

Hiring data-savvy marketing talent and/or
training current staff

Funding new analytics tools and solutions

Integrating disparate systems and siloed
data

Gaining executive-level awareness and
support

Aligning marketing and IT

Reducing latency/processing data more
rapidly

Clarifying regulatory barriers to data
utilization

Source: ©2012 MarketingSherpa Marketing Analytics Benchmark Survey  
Methodology: Fielded November 2012, N= 273 
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Despite (or perhaps because of) analytics challenges, budgets will likely 
increase  
Is your investment in marketing analytics expected to increase, decrease or remain the same in 2013?  
 

TAKEAWAY #7 

23 
Source: ©2012 MarketingSherpa Marketing Analytics Benchmark Survey  
Methodology: Fielded November 2012, N= 442 

43% 
Same 

53% 
Increase 

4% 
Decrease 



MarketingSherpa is a primary research facility, wholly-owned by MECLABS, dedicated to determining what works in marketing via exclusive case studies, surveys, 
and results data analysis. Then we publish what we learn so our community of marketers and weekly readers can improve their results and train their teams.

Praised by The Economist, Harvard Business School’s Working Knowledge Site and Entrepreneur.com, MarketingSherpa is distinguished by offering practical, 
results-based marketing information researched and written by a staff of in-house reporters.

MarketingSherpa features:

• Best Practices: 1,000+ brand-side marketer case studies and 3,500+ creative samples
• Research: 2,000+ marketing and research abstracts
• Instruction: 800+ how-to articles
• Newsletters: 230,000+ marketers read weekly case studies on topics such as email, search, social, lead generation, lead nurturing, optimization and 

content marketing
• Training: 100+ live, hands-on training sessions providing practical and proven solutions
• Summits: 3 annual vendor-neutral, research-based marketing events

About MarketingSherpa LLC

Register for Summits and Workshops at MECLABS.com/training or contact Customer Service (available M-F, 9:00am-5:00pm ET) 
service@marketingsherpa.com  
1-877-895-1717 (outside the U.S. call 401-383-3131) 

MECLABS is a science lab that uses real-world research and training to help business leaders get better use out of sales and marketing technology and 
resources, including Internet marketing, website optimization, and lead management. We have been involved in direct research partnerships with companies 
throughout Europe and North America since 2001.

MECLABS deploys a rigorous methodology to conduct research. This research is compiled from:

• More than 10 years of research partnership with our clients
• 1,300 experiments
• Over 1 billion emails
• 10,000 landing pages tested
• 5 million telephone calls
• 500,000 decision maker conversations

MECLABS has consulted with companies like Cisco, Johnson & Johnson, The New York Times, 1-800-Flowers, and NetSuite to optimize sales and marketing 
processes and achieve triple-digit ROI gains.

About MECLABS





http://www.paramoredigital.com/analytics
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