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Building a Strategic Approach for Paid, Owned and Earned

This work began after the company’s Global CMO kept stating she “did not see the value of digital.” 

The agency partners approached her statement as an education piece, while a quick conversation I had with her 
highlighted what she was really sharing was markets were being given money and could not report on basic digital 
marketing metrics

Further conversations with markets uncovered hurdles and a complete lack of strategy:
• Markets had no access to Google Analytics and couldn’t see any traffic sources/numbers or website behaviours
• Key markets, like Germany, had 29 KPIs and didn’t know how to choose between them
• Channel and Media Planning had no past data to really use and guide the next campaign

And thus, the mission began to solve these basic issues and build a robust Analytics programme…

The following slides are the complete presentation presented globally after approval from the CMO and senior management. 
The presentation and programme won great praise for making things more clear for everyone. My great joy came from 
architecting this and hearing from the agencies & our company’s leaders how they had never seen such a tactical approach



Building a Strategic Approach for Paid, Owned and Earned

As Strategic Marketers the key to our work being successful is understanding Performance

The purpose of an effective KPI is to headline:

• Connections between our company’s digital marketing and consumer “actions”
• Where we can optimize in real or near real-time based on the measurement

With the different Paid, Owned and Earned traffic sources available we wanted a method to help  connect the 
sources to KPIs we wanted to track. Thinking about measurement led us to group KPIs into four areas:

1. Performance
2. Efficiency
3. Quality
4. Brand (visibility)

We believe placing a KPI into a category helps instantly understand results
and inspire tactics to help you achieve targets (drive clicks, lower ad costs, create better content…)



Global KPIs

We reviewed a lot of different possible metrics across the different Traffic Sources (see Appendix) and wanted to produce 
a clear system that could take the 9 common channels and create an Adaptive & Agile format for Media.
This would allow marketing teams to have clear KPIs to base decisions for budgeting, content, performance, etc. 



Categorizing KPIs

Our process started by looking at all the Digital methods that can direct people to our Websites. This identified the…  

We then discussed for each Traffic Source what would be…

And then applied the final part of placing KPIs into the categories of…

ONE Primary KPI 
for the Year

ONE Primary KPI 
for the Year



Primary KPIs for 9 Traffic Sources

We ended up with 4 different Primary KPIs that can easily be measured and verified



There’s More than just one KPI per Traffic Source…

Even when we focus on one Primary KPI per Traffic Source, we know there is a need to better understand 
Performance and this requires looking at more than one Indicator

Thus, we defined a first and second recommendation for each Traffic Source in the categories of:
• Performance
• Efficiency 
• Quality
• Brand (visibility)

This starts to give deeper understandings to help see:

• Connections between our company’s digital marketing and consumer “actions”
• Where we can optimize in real or near real-time based on the measurement

With Connections and Optimisation firmly in mind we created the following to present the different KPIs that 
the Global Analytics team will work to produce reports for 10 markets on a regular basis



The Variety of KPIs we will work with

Our process reviewed a large list of KPIs that could be relevant to the 9 different Traffic Sources

The lists of categorized KPIs shared in the next slides was shaped to present defined metrics that the Analytics 
team will track and report on

The lists help us quickly answer where to invest effort (and budget) to meet 
such business objectives as:    
• I want to know which Traffic Source drives the most Clicks to the website    
• I want to connect to audiences that will read more of our content    
• I want to find where we are more likely to have returning visits (or loyalty)    
• I want the cheapest way to get more new visitors    
• I want to know where our content is more likely to be clicked 



Refined with Media, Analytics and Digital Agencies for reporting 
23 May 2016

This is the final list we began 
to work with for the reports 
the London Digital Hub 
Analytics produced for global 
and market teams

The following slides show the 
other metrics by Channel 
which LDH Analytics could 
share if a question came back 
to us about it



Global KPIs – Display

ONE Primary KPI 
for the Year



Global KPIs – Direct and Referral

ONE Primary KPI 
for the Year



Global KPIs – PPC and SEO

ONE Primary KPI 
for the Year



Global KPIs – Facebook

We are introducing KPIs for Videos in Social Channels to help better understand what works where. This 
may also serve in future to tailor video content to be more appropriate to each channel’s audiences

ONE Primary KPI 
for the Year



Global KPIs – Twitter

ONE Primary KPI 
for the Year



Global KPIs – YouTube

ONE Primary KPI 
for the Year



Global KPIs – Instagram

ONE Primary KPI 
for the Year



Next Steps to Bring to the Business

Conference calls to announce the KPIs and answer questions are the way we execute this across markets, 
regions and HQ

We believe the list of KPIs are straightforward and can be accepted quickly as they address measurement, 
tracking and save time as the London Digital Hub Analytics team will collect & share the data
The sharing process will also serve to lock in place the framework of thinking of Primary, 1st and 2nd metrics for 
the three categories (performance, efficiency, quality, brand) 

We hosted 3 conference calls to match time zones
• Feb 19 9am UK (China/APAC)
• Feb 19 3pm UK (EU/CEE)
• Feb 19 5pm UK (LATAM/USA)

After the call markets – outside the 10 that LDH Analytics will work with directly 
- can work with their agencies to produce similar reports 
LDH Analytics team will give the structure of our reports to help save time and align format of sharing information



APPPENDIX



Global KPIs we will Report on
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Global KPIs we will Report on

We believe these KPIs will cement recurring metrics across Traffic Sources and help our “performance 
analysis” so Analytics can share on a regular basis items like these:

The lists above are meant to help us quickly answer where to invest effort (and budget) 
to meet such business objectives as:    
• I want to know which drives the most Clicks to the website    
• I want to connect to audiences that will read more of our content    
• I want to find where we are more likely to have returning visits (or loyalty)    
• I want the cheapest way to get more new visitors    
• I want to know where our content is more likely to be clicked 


