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($7,720 — $2,436)         $2,436 217% (or 2.17x) ROI

317% (or 3.17x) ROI$7,720          $2,436
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CPC—COST  
PER CLICK

Ad spend / clicks. The actual price you pay  
for each click.

 CTR—CLICK-
THROUGH RATE

Clicks / Impressions. The amount of clicks in your 
campaign divided by the number of impressions  
or sends.

 CPL—COST  
PER LEAD

Ad spend / leads. The amount of money  
you spend to acquire a lead.

MQL—MARKETING 
QUALIFIED LEAD

A lead that meets the benchmark agreed upon by 
marketing and sales for being considered a strong 
prospect. Usually qualified through analytics and/ 
or a lead scoring system.

LEAD SCORE The methodology marketing uses  
to identify MQLs
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SQL—SALES 
QUALIFIED LEAD

A lead that sales has vetted and qualified  
as a prospective customer.

CVR— 
CONVERSION 
RATE

Conversions / Clicks. The percentage of users  
that take a desired action.

CPA—COST 
PER ACTION OR 
ACQUISITION

Ad Spend / Conversions. How much it costs on 
average for one person to fill out a form or become 
a lead. You’ll want to evaluate one campaign versus 
another and different platforms as well. 

ROI—RETURN  
ON INVESTMENT (Revenue - Ad Spend) / Ad Spend

MARKETING 
AUTOMATION 
SYSTEM

Technology used to automate marketing actions  
to improve engagement and efficiency.

CRM—CUSTOMER 
RELATIONSHIP 
MANAGEMENT

Customer Relationship Management: Technology  
used to manage and analyze interactions and data 
throughout the customer lifecycle.

ATTRIBUTION

Accurately attributing an outcome to a specific 
tactic. The five models for marketing attribution  
are: first touch, last touch, multi-touch, rules- 
based and algorithmic. (More on this below.)

Breaking Down the ROI Calculation · 11



Breaking Down the ROI Calculation · 12



Breaking Down the ROI Calculation · 13



  

Up from just 24 percent in 2014, 40 percent of marketers 
said they have moved beyond measuring based solely  
on last-click and have adopted multi-touch-point  
attribution models.

It can be difficult to figure out which of your tactics are 
leading to sales and revenue. But the most effective 
marketers measure impact of their spend across the  
entire funnel, not just the last touch.  
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http://marketingland.com/thanks-to-social-advertisers-plan-to-spend-more-programmatically-in-2016-report-160407
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All of the metrics mentioned previously tie into a  
master metric that can guide marketing budget allocation. 
Lifetime value is a projection of the revenue that a customer 
will generate during their lifetime (note this means their 
lifetime as a customer, not their expected lifespan on the 
planet). For subscription-based services, this is a simple 
calculation of average length of subscription X monthly  
cost of subscription. 

KISSmetrics produced an infographic with a good 
explanation of how to calculate lifetime value for less 
predictable services.

Looking at how much one of your customers spent as a 
result of your first campaign with them is not enough to 
understand that customer’s full value to your organization.
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https://blog.kissmetrics.com/how-to-calculate-lifetime-value/
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Traffic

Inquiries
(aka Leads)

Marketing  
Qualifed
 Leads

Opps

Bookings
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3,691 1,168 2,523 3.975% $10.53 $148,880.00 700.871%

Conversions
Post-click

conversions
View through
conversions

Conversion
rate

Cost per
conversion

Total conv.
value

Return on 
ad spend

Total

LMS_TechCSCaseStudy

LMS_SMG16Refresh

2,560,276

12,011 87 0.724% 3 90 0.749%

10,574 0.413% 2,956 13,532 0.529%

StatusCampaign Name Impressions Clicks Avg. CTR Total Social Actions Total Eng. Avg. Eng.

Total 6,922,575

2,174,928 6,762 0.311% 2,421 9,183 0.422%

26,191 0.378% 7,346 33,536 0.484%

Status Impressions Clicks Avg. CTR Total Social Actions Total Eng. Avg. Eng.
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Conversions
Post-click

conversions
View through
conversions

Conversion
rate

Cost per
conversion

Total conv.
value

Return on 
ad spend

Total

LMS_TechCSCaseStudy

LMS_SMG16Refresh

3

3 1 2 3.448% $56.62

1 2 0.203% $56.62

$93.00

$93.00

54.754%

54.754%

Conversions
Post-click

conversions
View through
conversions

Conversion
rate

Cost per
conversion

Total conv.
value

Return on 
ad spend

2,744

2,744 40.58%

1,583

1,583

1,181

1,181

5.797% $6.49

$6.49

$85,250.00

$85,250.00

478.453%

478.453%

StatusCampaign Name

Total

Status
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How Netbrain Converts High- 
Revenue Opportunities With  
LinkedIn Conversion Tracking

https://business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/case-studies/pdfs/09012016_LinkedIn_NetBrainCaseStudy2_FINAL.pdf
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How Netbrain Converts High- 
Revenue Opportunities With  
LinkedIn Conversion Tracking

https://business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/case-studies/pdfs/09012016_LinkedIn_NetBrainCaseStudy2_FINAL.pdf


How Netbrain Converts High- 
Revenue Opportunities With  
LinkedIn Conversion Tracking

https://business.linkedin.com/content/dam/me/business/en-us/marketing-solutions/case-studies/pdfs/09012016_LinkedIn_NetBrainCaseStudy2_FINAL.pdf




Your FAQs About ROI Answered · 34



Your FAQs About ROI Answered · 35



Your FAQs About ROI Answered · 36



Your FAQs About ROI Answered · 37



Your FAQs About ROI Answered · 38





 
  

  

  

 ☐       

 ☐       
  

 ☐      

 ☐   

 ☐      

 ☐       

 ☐       

 ☐       

YOUR JOURNEY BEGINS 
WITH YOUR FIRST STEP

GET STARTED

Your Journey Begins With Your First Step · 40

https://business.linkedin.com/marketing-solutions
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