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5 Key Performance 
Indicators To Accelerate
Marketing Revenue 
Marketing professionals require a comprehensive view of their return on 
marketing investments.  But all too often, they rely on gut-based marketing, 
which hinders planning and optimization across marketing programs. It’s 
time for CMOs to take action and claim a seat at the revenue table. Once 
and for all, marketers need to arm themselves with the proper key perfor-
mance indicators (KPIs) that equip them with numbers for communicating 
the value and costs of their marketing resources.

Key Marketing Challenges
Can you answer the following?

How did I affect my organization’s revenue?

How many leads do I need to meet a future sales goal?

What is my cost per lead (CPL) and return on marketing investments (ROMI)?

Where are my marketing inefficiencies?

Is there stagnancy and wastage in my marketing funnel?
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1. The Marketing Funnel
Is my marketing funnel stagnant? 

The marketing funnel is the lifeblood of any B2B marketer. These KPIs often 
define successful versus unsuccessful marketing efforts. Instead of focusing 
on entry and exit points, focus on how you’re performing in each stage 
against a goal. For added visual presentation, use indicators to emphasize 
problematic areas. For example, the indicators in this report allow you to see 
if effort should be spent on moving or filling that particular stage with leads. 
By honing in on critical areas of your marketing efforts, you will be able to 
refine marketing performance and make the appropriate adjustments that 
boost marketing contributions.



Learn how GoodData
can help your business: www.gooddata.com    |            @gooddata    |     (415) 200-0186     |     info@gooddata.com

GoodData
GoodMarketing

5 Key Performance 
Indicators To Accelerate
Marketing Revenue

2. Marketing Contribution
to Revenue
Am I investing my marketing dollars effectively?

Every marketer wants to know what impact their marketing efforts have 
had on revenue. Visualize not only how your lead sources are converting, 
but how their conversion rates relate to ROI and volume. In this example, 
lead sources need to progress to the right. The further a bubble is to the 
right, the more effective the lead source.  Blue bubbles represent marketing 
sources and green bubbles represent non-marketing sources, with bubble 
size indicating lead volume. 
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3. Marketing Campaigns
Performance
How do I better deploy my resources?

For B2B marketers, this is the first question everyone asks – how many 
leads are you adding to the top of the funnel each month? Track your 
leads and campaigns each month, and visually represent the total number 
of new marketing qualified leads (MQL), cost per lead (CPL) and campaign 
ROI.  The Campaign Performance reports in this example provide you with 
an at-a-glance view into the best and worst performing campaigns. 
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4. Lead Scoring
How do you connect effort to revenue?

Ask yourself, are you scoring and prioritizing every recipient that enters 
your system? Lead scoring KPIs let you determine which leads are revenue-
generating and understand what meets the minimum definition of a 
“sales-ready lead.” Measure your lead scoring efforts by lead source and 
stage, while keeping a watchful eye on your scoring performance based on 
revenue per point. This sample report provides you with an estimate on 
your lead scoring strategy and gives you a sense of how much effort is 
required to convert a lead by lead source and by stage.
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5. Business Planning
Am I well positioned to meet next quarter’s 

      sales goals?

Take a look into the future and gain a clear understanding of how many 
leads are required to achieve a current sales goal and how they play out by 
lead source. Plan and optimize your marketing budget by using trends from 
previous quarters to rationalize your prediction criteria. In this example, 
revenue is being tracked by lead source based on trends from the previous 
quarter. Keep a close eye on goal achievements and don’t hide these 
findings from your team - easily share these goals and achievements with 
the rest of the company.
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About BizData Monetization (BDM)

BDM is a new strategy for empowering enterprises to find sources of revenue and 
profit from Big Data. BDM connects information silos – including mobile, social, 
web, internal data and cloud apps – to provide all the relevant information business 
users need to make better and faster decisions. Information is delivered in a 
com-pelling, easy-to-use GoodData Bash™, a business mashup that includes 
reports, analytics, apps, key performance indicators and best practices rolled 
into a visually stunning user interface.  BDM is a rapidly growing category 
within the Big Data market, which is estimated at $100 billion by Merrill Lynch.

About GoodData

GoodData is on a mission to help businesses monetize Big Data. GoodData is headquar-

tered in San Francisco and has raised $53.5 million from Andreessen Horowitz, General 

Catalyst Partners, Fidelity Growth Partners, Next World Capital and Tenaya Capital.




