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Most companies can’t tell how 

well their marketing is 
performing. Even if they could 

tell, they still wouldn’t be able to 

put a value on it. 
 

And if you can’t put a value on it, 

then you can’t logically invest 

anymore time or money in it (or 

convince others that they should). 

But wait, because it gets worse… 

Individual tactics routinely 

decrease in value over time. And 

what works for one person, in 

one industry, at one moment in 

time, will certainly not work the 

same for someone else.  

So your strategies and day-to-day 

campaigns need to evolve and 

improve over time to continue 

seeing any results. 
 

That’s difficult. And staring at a 

bunch of random numbers in 

Google Analytics doesn’t help 

much either. 
 

It’s only when you understand the 

dynamics and begin to overlay 

context (about what’s going on, 

why it’s happening, and how to 

fix/change/adjust) that you start to 

glean any meaningful insights. 

Here is a sample of what you 

should be looking for, and how to 

begin making informed decisions 

on how to improve your 

marketing. 
 

What Gets Measured Gets 

Managed 

The best way to improve, and find 

gaps in your marketing is to 

simply write down all the steps it 

takes for a stranger to become a 

loyal customer or client (aka the 

customer lifecycle). 
 

Take a simple piece of paper and 

start writing down all the steps it 

takes. My business might look like 

this: 

1. Acquisition: User searches 

for information in Google and 

finds one of my articles (SEO).  

2. Activation: User reads 

article and decides to become 

a PRO member for more 

information (content 

marketing).  

3. Retention: User receives a 

series of email newsletters 

and decides to join an 
upcoming webinar1 (email 

marketing).  

4. Referral: User likes what 

they read and consume so far, 

and shares or recommends it 

to others (Facebook).  

5. Revenue: After 30 days of 

lead nurturing, user decides to 

take the plunge and buy a 
course2, training program3 or 

consulting services4.  
 

In an ideal world, you should 

know how much you’re spending 

(or investing) in each tactic, what 

you’re getting for it (traffic, 

awareness, impressions, etc.), and 

how that compares with your 

other marketing efforts. 
 

But here’s the problem… not all 

channels are created equal. 

Some are better at one thing, 

while others are better at 

another. 
 

Facebook marketing is great at 

driving awareness. And is helpful 

for retention. But driving 

conversions, it’s not the best. 

Email marketing is much more 

powerful for driving sales from 

repeat visitors. 
 

And in my example above, you’ll 

see that customers or clients 

routinely need several different 

touches by different methods. 

Generating one new customer or 

client takes a combination of SEO, 

content, email, and Facebook. 

So if you’re overloaded in one 

area (like driving awareness), but 

not enough in another area (like 

email marketing or using premium 

                                                      
1 http://pro.fixcourse.com/webinars/  
2 http://fixcourse.com/course/ 
3 http://fixcourse.com/training  
4 http://fixcourse.com/consulting/  

content for lead nurturing), then 

your marketing will break down. 
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Important Notice 
© Copyright 2015, Bizezia Limited, All Rights 

Reserved 

 

This article appeared in Better Business Focus, 

published by Bizezia Limited ("the publisher"). It 

is protected by copyright law and reproduction 

in whole or in part without the publisher’s 

written permission is strictly prohibited. The 

publisher may be contacted at info@bizezia.com 

(+44 (0)1444 884220). 

 

The article is published without responsibility by 

the publisher or any contributing author for any 

loss howsoever occurring as a consequence of 

any action which you take, or action which you 

choose not to take, as a result of this article or 

any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. Any hyperlinks in the article were 

correct at the time this article was published but 

may have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

  

The information is relevant primarily within the 

United Kingdom but may have application in 

other locations. 

 

These disclaimers and exclusions are governed 

by and construed in accordance with English 

Law. 
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