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Life sciences, Financial Service, High Tech, Telecoms, Manufacturing, and more



WHAT’S WRONG?



Analytics data are not business metrics

In a so-called 

“attention economy”, 

we have fallen into the 

trap of measuring what 

vendors and software 

serve up most easily: 

interaction data

Business metrics 

measure the flow of 

value (revenue) 

in, out, and around the 

brand



What is a business metric?

Data points

KPIs 
(Key performance indicators)
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What is a business metric?

A data point measures a 

specific value or total in a 

process

Data points

KPIs 
(Key performance indicators)

Strategy

Metrics

• Clicks

• Downloads

• Impressions

• Likes

• Scroll depth

• Forwards / Shares

• …



What is a business metric?

A metric is a data point – that 

may unify multiple simpler data 

points – that assess the 

success of a business process

Data points

KPIs 
(Key performance indicators)

Strategy

Metrics

For content…
• Usability / Actionability

• Clarity

• Accessibility

• Engagement

• Retainability

• Relevance to user task

• …



What is a business metric?

Data points

KPIs 
(Key performance indicators)

Strategy

Business metrics

A KPI (Key performance indicator) 

is a primary business metric that 

directly measures progress against 

strategic objectives.

Every KPI is a metric, but not every metric is a 

KPI.

• Time-to-market
• Customer-acquisition-cost
• Cost-per-lead
• Customer acquisition / time
• Customer churn
• Customer effort score
• # of Sales qualified leads
• Customer satisfaction
• Cust. Job completion rates
• …



What is a business metric?

Data points

KPIs 
(Key performance indicators)

Strategy

Business metrics

You may have a KPI which is not 

directly measurable, but must be 

measured by proxy, because you 

can’t get the direct data.



What is a business metric?

Data points

KPIs 
(Key performance indicators)

Strategy

Business metrics

Strategic goals or objectives are 

what the organisation is trying to 

accomplish at the broadest level. 
There can be layering within these as 

well, like vision,  mission, brand 

values, etc. 

Highest level 

• Move into Asian market

• Overtake main competitor 

Initiative level

• Increase X user group’s 

efficiency

• Make X% of users go premium



The “big 3” metrics the exec care about

How much are we 

growing?

How happy are our 

customers?

How cost-effective are 

we at serving & selling?

Top-level KPIs



WHAT SHOULD WE 

BE DOING BETTER?



We need to focus on what adds real value

To our users

To our employers

To the world

The focus has been on what was 

easiest to measure



Customer experience survey data McKinsey & Company

Measuring satisfaction on 

customer journeys is 30% 
more predictive of overall customer satisfaction 

than measuring each 

individual interaction

http://www.mckinsey.com/insights/consumer_and_retail/the_three_cs_of_customer_satisfaction_consistency_consistency_consistency


It may not seem sexy, but 

consistency is the secret
ingredient to 

making customers happy.

Customer experience survey data McKinsey & Company

http://www.mckinsey.com/insights/consumer_and_retail/the_three_cs_of_customer_satisfaction_consistency_consistency_consistency


Customer effort is 40% more 

accurate at predicting customer 

loyalty than customer satisfaction.
Gartner Blog

https://www.gartner.com/smarterwithgartner/unveiling-the-new-and-improved-customer-effort-score/




In other words

Understand audience expectations. 

Design everything to meet them. 

Measure whether you did so.



GETTING READY TO 

MEASURE



Before defining metrics, these will help…

Journey maps

A shared, consistent 

definition of 

what you’re measuring 

(who, what, when, 

where, why?).

Taxonomy 

A shared framework 

that makes numbers 

make sense.



PERSONAS & JOURNEYS AKA Walking a mile in 

the user’s shoes
Understanding and measuring the 5Ws of content 
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Questions

Time
Context +

x Emotions
Journey =

• Who – Persona, Segment…
• What – Content Type, Channel, Product…
• When – Time, Season, Life Moment…
• Where – Region, Environment…
• Why – Job to be done, motivation…



Questions

Time
Context +

x Emotions
Journey =

• Who – Persona, Segment…
• What – Content Type, Channel, Product…
• When – Time, Season, Life Moment…
• Where – Region, Environment…
• Why – Job to be done, motivation…

Taxonomy: 

trackable 

items



User goals

Narrative

Questions

Process & 
channels

Ideas, CTAs, & 
requirements

Emotions



TAXONOMY

Categorising our content and concepts



Adaptive Delivery with Taxonomy-driven Customization

Taxonomies make it possible to assemble, organize, track, and recommend 

content based on audience behaviour analytics and preferences. 

Taxonomy 

TermsProduct group
- Radiosurgery

- Radio Therapy

- Proton Therapy

- Brachytherapy

Segment
- Team Lead

- Learner

- Treatment optimiser

Challenge/Pain 

Point
- Treatment optimisation

- Seeking training

- Exploring upgrades

Metadata 

Field

Content 

Creator tags 

content items 

with 

taxonomy 

values.
Content 

Consumer 

accesses content 

on a site or 

touchpoint.

Content is delivered 

based on Content 

Consumer 

preferences, 

campaign, and user 

behaviour analytics.

Content Consumer 

is presented with 

content that is 

relevant to their 

needs and interests.

Content is 

assembled based on 

consumer’s profile 

(for example, 

Product, Segment, 

Challenge/Pain Point.

Channel captures 

user behaviour 

analytics (for 

example, most 

viewed content items 

by individual or 

group).

Auto-tagger 

assists with 

and scales 

tagging



CONTENT-ONLY 

METRICS



Global Fintech: Engineer persona results

Metric Before After Change

Time-to-

Answer
125.11 sec 70.50 sec 42% faster

(-50.6 sec, Old is 72% slower)

Overall

Satisfaction
5.9/10 8.61/10

45% more satisfied 
with their experience
(+2.66 points)

Confidence
(in answer 

accuracy)

6.3/10 8.9/10
27% more confident
in answers found
(+1.77 points)

Accuracy
(average)

Correct 18%

Incorrect 38%

Correct 64%

Incorrect 8%
257% more accurate
(80% less errors)



Big Pharma: Patient persona results

Metric Before After Change

Overall

Satisfaction
1.67/5 4.67/5 180% more satisfied 

with their experience

Organised 

Suitably
1.33/5 4.33/5 225% better organised

for their practical needs

Customer 

Effort Score
1.67/5 4.33/5 160% easier

to answer questions

Empathy 1.67/5 4.67/5
180% improvement 
to the feeling that the content 
respects them as people



DELETEME

Medical Letters

Quick answers
(Google Rich Snippet, a few lines)

Overview 
(FAQ/Google KG, a few paras  including 

Quick Answer)

Medical Letters 
(learning, a few pages, including All of the 

Above)



DELETEME



MAPPED TO 

CHANNEL



3M Skin & Nasal Campaign Cornerstone Approach

Cornerstone is licensed research. Original 3M content is mixed derivative

and additive.

Carlos 

Abler



Carlos Abler
linkedin.com/in/carlosabler



Carlos Abler
linkedin.com/in/carlosabler



Carlos Abler
linkedin.com/in/carlosabler

+796% MKT. QUALIFIED LEADS +1060% EMAIL SUBSCRIPTIONS

+32% SALES ACCEPTED LEADS +3646% ENGAGEMENTS

+50% SALES +6090% IMPRESSIONS

+1284% SITE VISITS

-65% COST PER SITE VISIT

Metrics Data points



Correlate content metrics with business 

outcomes

How much are we 

growing?

How happy are our 

customers?

How cost-effective are 

we at serving & selling?

How does content 

engagement correlate with 

leads and deals?

How are we doing on CES 

and CSAT with engaged 

customers?

How much are we lowering 

costs/reusing across regions, 

scenarios, channels, audiences, 

etc?



DISCUSS
urbinaconsulting.com omnichannelx.digital



Discuss Metrics, CJMs, and Taxonomy

• Do you have these in place? If so, are you using them?

• Who would you involve in such a process?

• Do you think it would actually help?




