	Digital Measurement Plan – Auto Insurance quotes (example)

	Auto Insurance quotes – Paid search and display campaign (example)

	Campaign Summary

	This is an example digital measurement plan for a fictional auto insurance campaign focused around driving quotes on the website, offline conversions, and leads to agents.  The data is all fabricated but is here to give an example of what this campaign could really look like.  The tactics in play are both paid search and banner displays, and you can use this space to play up the relationship between the objectives and KPIs.  If you’re compulsive you can write more about the campaign, fluff it up, talk about last year, or what I end up doing, cutting and pasting things that the business used in their documents to get the funding in the first place.  

	Campaign Goals


	Primary Objectives
	· Drive visitors to complete an online Auto Quote at the right price
· Acquire new customers (policies)

	Secondary/ Supporting Objectives
	· Drive visitors to use our agent locator to find an agent
· Have visitors call a custom 1-800 number to get a quote or buy a policy
· Have visitors leave contact information

	Key Performance Indicators (KPIs)


	Cost per completed quote
	The overall cost of each completed quote.  It is calculated from the cost of the visitors (spend) divided by the number of completed quotes.


	Quote engagement Rate
	The rate of visitors who visit the landing page and hit the “Go” button, starting the quote process.  This may also be described as Visit to Start rate and is the opposite of the “bounce” rate. (quote starts/visits to landing page).

	Quote completion rate
	The rate of visitors who started the quote process and completed their quote (quote complete/quote start).

	Banner Click-Through rate
	The rate that Display Banner Ads were clicked.  Measured as total clicks over total banner impressions.

	Supporting metrics


	Quote starts
	Visitors who get to the first step of the auto quote process where they enter their name, address, phone number, and email.  It is the first page they see after hitting “Go” on the landing page.


	Quote completes
	A quote is considered complete when the visitor makes it through the entire quote process and gets to the part of the application where they are presented with a quote premium.

	Policies sold
	The number of policies sold.  A visitor buys a policy online when they go through the quote process, receive a premium, and pay for their premium.  This can happen online or offline.

	Phone calls
	The number of phone calls generated from the custom, unique 1-800 from the landing page and quote application.

	Find an Agent
	The number of visitors who use the agent locator tool to find the contact information or web page of an agent.

	Impressions - Search
	The number of times people searching on our search terms receive results where our paid search ad is shown.

	Impressions - Display
	The total number of times any visitors to an external site such as yahoo.com or cnn.com see one of our Display banner ads that is shown on that site.



	Targets and benchmarks
 FOR KPIs and supporting metrics

	Engagement Rate
	· Benchmark: 45% for Paid Search in 2010, 10% Display 2010 
· Target: 50% of all visits by Paid Search engage with the quote process (start a quote)
· Target: 15% of all visits by Display Banners engage with the quote process (start a quote)

	Quote complete
	· Benchmark: Average cost of $60 per quote in 2010
· Target: $50 cost per completed quote


	Quote completion rate
	· Benchmark: 50% in 2010
· Target: 50%

	Banner Ad Click-through rate
	· Benchmark: 0.08% from Industry performance and previous campaigns
· Target: 0.08% of impressions, by network

	Measurement tools


	Internal measurement tools
	· Webtrends – Our site’s general activity and last-click tracking
· Internal AT&T reports - # of Phone calls

· Internal data - # of New policies, offline sales

	External measurement tools
	· Clearsaleing – Site activity and paid search attribution performance (through Agency A)
· DART – Banner ad performance (through Agency B)

	Measurement Guidelines and restrictions


	Campaign Performance – Paid Search
	Clearsaleing will be used for the majority of measurement of the performance of Paid placements such as Google, Yahoo, and Bing.  Key conversion points such as the landing page, quote start, quote complete – all by source attribution path, will be captured.  Visits to the landing page will be measured opposed to clicks through the search engine.  Clearsaleing will be set up with the typical 75/25 and 75/15/10 etc model for Introducer, Influencer, and Closer model of attribution for this tactic.  Webtrends will be used in the case of validating Clearsaleing data, as needed. Data from the web analytics tools will feed back-end databases to attribute offline sales to visitors who have begun or completed the quote process online.

	Campaign Performance – Display Advertising
	Display advertising will be measured using 2 sets of tools: Webtrends and DART.  Webtrends will be used to measure the post-click activity such as visits, starts and completes, find an agent, and any other possible KPIs on nationwide.com.  DART will be used to measure impressions and Clickthrough rates for display ads as well as post-impression KPIs, and once the DART tags are all in place, DART will also measure and validate post-click activity.  Visits to the landing page will be used to measure the traffic opposed to clickthroughs from the Display Banners. Initially the post-impression window will be set to 3 days but this will be re-evaluated to be moved up or down as research or results warrant any new discussions.  A frequency cap of 7x will be used to expose people to the optimal number of impressions without paying for more than needed.

	Operational performance
	Webtrends will be used by our site’s channel managers to measure the operational performance, such as visits to the site, starts, completes, and bail-out points.

	Campaign Thresholds (min/max) and actions 


	Thresholds – Paid search
	· Maximum Cost per Quote Complete: $75 per Quote complete
· Minimum 40% Quote Engagement rate by engine/source
· Minimum 40% Quote complete rate by engine/source

	Actions – Paid search
	· Constant optimization to keep costs at or below $75 per Quote complete and keep the Engagement rate and Complete rates above the minimum.
· Consider re-evaluating cost per Complete if costs are consistently much higher or lower than the target or pausing the paid search campaign if costs are deemed too high.
· A low-cost but poor-quality source of traffic should not be used to artificially keep costs low.

	Thresholds – Banner Display
	· Minimum Clickthrough rate of 0.07% by network/source.
· Minimum 10% Quote Engagement rate by network/source

	Actions – Banner Display
	· Consider shifting funds to a better performing network if the minimum Clickthrough and Engagement rates are not met by an individual network.
· Consider pausing the Display campaign if all clickthrough thresholds are not met.

	Tracked and not-tracked interactions


	What is being tracked
	Launch:  (everything you can think of should go here, as trivial as it may be.  This will help lay out what you have in mind, show how prepared you are in case things get missed somehow, and might trigger people to think of something else that you will need)
Update mm/yy:  (add updates as they happen, keep the old data for the “Launch:” area)

	What is NOT being tracked
	As of Launch: (be very specific about what your application is NOT tracking.. specific form data, specific pages, personal information etc.  Anything that people might surprise you with after the campaign is over)

	Reporting details


	Reporting responsibilitie
s
	Agency A and B will work together to deliver a single, objective report.  This report will be used in weekly status meetings and will be delivered to the campaign team.  These reports are for the campaign team only as a status update and are not for communicating the success of the campaign to other parts of the company. 

Agency B will deliver weekly results to Agency A who will combine the data and present the single report to the campaign team.   The weekly report will be delivered no later than 24 hours prior to the meeting.

The Analytics team will produce reports for the rest of the organization that further analyzes the data and determines the campaign’s effectiveness and whether or not it has succeeded.
The operations team will handle the operations report.

	Reporting format
	Weekly updates: Excel – Previous week plus campaign to date, % target to date metrics, with trended data for each week or each week’s available data in a table format.   
A more thorough monthly report will possibly be provided, as needed or requested.  PDF, PPT, or Word document reports are not an acceptable delivery format 
and will only be provided to help with Office 2007/2003 compatibility issues for those who need it.

	Reporting frequency
	Weekly for status updates.  Analytics team reports will be less frequent, possibly monthly or at the campaign’s completion – as needed or requested.



�This will be the fluffiest part of the measurement plan.  How would other people in marketing describe this campaign?  That’s probably what will go here.


�Goals, objectives.. This is where you lay out what the campaign is really about.  It should probably not be more than a few bullets, and they should be as far down the funnel as you can manage.  Visits, views, impressions – these have no place here.


�KPIs – These are the key metrics that are the focus of the campaign and are the metrics that will individually or combined shift the strategy of the campaign if they are underperforming.  Only put metrics here that will change the course of the campaign.  If it is just a supporting metric, put those below


�These are the supporting metrics.  These metrics will typically not change the direction of the campaign if they are not met.  They’re usually the “good to report on” metrics or are the result of the KPIs.  For instance, quote completes are fine in themselves, but we focus on the cost per complete as the true KPI, so the actual # of quotes is only a supporting metric.


�How much, how many.  If the team spending the money does not have a clear focus on what numbers they are looking for, this may be the most difficult part of the plan.  Don’t be afraid to put “TBD” or “No Data” for some benchmarks if it is your first time doing this type of campaign and industry data is not easily available.  You can always change them later as the campaign is running to something that makes more sense.


�Try to use targets that can easily scale.  If the budget is $100,000 you want quotes at $50 each.  If it’s $200,000 you want quotes at $50 each.  You don’t want a metric that can easily be reached if the budget is increased, nor have a campaign fail if the budget is decreased.  % or fixed cost KPIs


�List out all the tools you use to measure your campaigns.  The standard web analytics tools like Webtrends, Omniture, Google, as well as internal systems that only your company may have.





Also list external tools that you rely on agency partners or other vendors to retrieve for you.  It is good to keep them separated so you know what you can get fast internally (or slow) and what you will need to get outside your walls.


�This may be one of the most important parts of the plan.  This is what will keep your agency/partners in line as well as making sure that people can’t twist how the data is representing the activity.   Everything is laid out, how the tools are used, what tool is used for what specific goals/metrics, and even how they are configured.





Some tools take more than others.  For instance, DART is all about tweaking view-through windows to make some campaigns seem better than they really are.  Be sure to call out the window.


�Another very important part.  You have your targets, but if the min or max for the goals aren’t met, you need to seriously consider taking IMMEDIATE action  in your campaign.  





This part will ensure that there are established warning signs and if those warning signs are triggered it’s time to do something


�This section will avoid the hopefully awkward and troubling discussion of what people expected you to be able to track and what you actually can track.  If people thought you were recording all the form data for an application, this needs to be called out in the NOT tracked section.  Hopefully this avoids any surprises for people when the campaign ends or has already begun.  Be sure to leave previous entries as to make it easy to determine that Form field A was not tracked as of launch, but as of mm/dd/yy it started collecting data.


�If your reporting is handled by an external vendor or agency, this area is crucial.  Have you ever wished an agency would stop sending you 4 PowerPoint decks and 3 different Excel spreadsheets every week for a single campaign tactic?  Lay out the law here. If you are the agency, lay out expectations for the client so they know what they are receiving.


�Who does the reporting?  This is not as clear as you may think.  Lay out who reports on what, when they do it, who it goes to.


�Don’t let your agency tell people that paid them if it was successful or not.  It will always be a success, surprisingly.


�Don’t you dare try to give me a report 10 minutes before our meeting.


�Tired of getting only a single weeks’ worth of data each time?  Let them know how you need their data.


�They are useless and end up being brochures.  You need data, not sales material.


�Set expectations.  Some people expect a full deep analysis on a weekly basis.  Some want a daily status.  Let everyone know what is going to happen up front.






