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103 KEY METRI
EVERY MARKETER NEEDS
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The past few years have seen surging interest in measuring marketing
performance from senior management and marketing managers. The
challenge for management is knowing what to measure and how to measure
it. Starting from an initial set of over 200 measures (and there are many
others beyond this), 103 measures made the cut. It was not an easy decision
because so many of the measures not included are useful, but usually in
very specific, even unique, marketing situations.
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