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Today’s marketers track a lot of
metrics in order to better understand 
their audiences and customers. 

Understanding what all those clicks, 
downloads, and conversions mean for 
your current and future campaigns is 
tricky enough, let alone translating that 
data to show how your priorities track
to a larger marketing strategy. 

But when it comes to reporting to 
your CMO, beware information 
overload! CMOs don’t need dozens 
of metrics — they need insight into 
how marketing activities are helping 
the company reach its business 
objectives and revenue goals.

of CEOs think 
marketers bombard 
executive stakeholders 
with marketing data 
that doesn’t relate to 
the company's bottom 
line.
- Fournaise Marketing
Group Study

70%

The Data Your CMO Wants
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https://www.fournaisegroup.com/Marketers-Lack-Credibility/


CMOs aren’t only the head of the marketing team, 
they’re a key part of the executive team. They have 
to consider marketing efforts at a higher level than 
impressions and conversions, and explain how 
campaign results affect the business as a whole.

They can’t come to the executive table armed with 
reports on followers, likes, and email open rates. 
They need data that shows the impact marketing 
has on customer growth, sales, and revenue.

From Marketing Strategy
to Business Strategy
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As a marketer, you have access to more data than ever 
before. But which metrics are CMOs and senior leaders 
actually interested in?

This guide will help you focus on the metrics that 
matter to your CMO, tie campaign results back to 
relevant business goals, and create smart marketing 
strategies that drive company growth.

$
$

$
$

$$

05



Turning Campaign Data
Into Actionable Insights

When reporting to your CMO, you need to translate data on 
CTRs and impressions to answer questions like:

Did campaigns achieve their intended impact?

Was the investment worth it?

06

Show that you can handle the massive amounts of data coming 
at you by filtering, refining, and packaging it in a way that helps 
your CMO make informed decisions on growing the business. 
That means separating vanity metrics and internal benchmarks 
from numbers that actually move the needle on key business 
goals.

https://clevertap.com/blog/definitive-guide-to-mobile-app-metrics/


Vanity metrics aren’t actionable — they just make you feel good 
by creating an illusion of growth. Of course if you’re trying to 
raise brand awareness, then clicks and views are important. But 
if your executive team is focused on growing sales and revenue, 
they won’t care about impressions or comments. 

Avoiding Vanity Metrics
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Followers Likes Email opens

Downloads Impressions



Instead of focusing on clicks or likes, talk about 
how many leads you generated and what that 
means in terms of sales pipeline or revenue 
secured.

Highlight the key takeaways: X worked, and it's 
now a central part of our next two campaigns. We 
exceeded our target of Y, and it’s the fourth 
consecutive month we've hit our goal. We didn't 
meet our goal because of Z, and this is what we're 
changing moving forward.
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Focusing on Results



Reporting what didn’t work is often more important than 
showcasing what did. That’s because failure holds the 
biggest opportunities for learning and creative problem 
solving. 

CMOs and senior leaders want to see that you’re 
putting effort into learning, iterating, and improving.
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Minimizing
the Cost of Failure
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Reporting from
a Marketing Dashboard

The easiest way to get essential data to your CMO is in 
a mobile marketing dashboard. All the analytics and
insights you need are accessible in one place and 
updated in real time. 

You get a view of the stats that are important to you, 
and executives can see the numbers that inform better 
business decisions.

https://clevertap.com/


Here’s our take on the metrics you should be reporting to 
your CMO, and the numbers you should track within the 
marketing team.
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Marketing Metrics Checklist
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Metrics that Matter to CMOs

These metrics reveal business insights and help the executive 
team determine a course of action.

Conversion Rate

Average Revenue Per User & CLTV

Number of people who take a desired action (whatever counts as 
a conversion for your app: purchase, content viewed, etc.) ÷ 
Number of users who could have performed the action

The general consensus among VCs and entrepreneurs is that 
profitable businesses have LTVs at least 3x higher than their 
customer acquisition costs (CACs) 2

Cost Per Install & Cost Per Loyal User
$ spent to acquire an install, and $ spent to acquire an active user, 
defined as someone who launches the app at least 3 times

Campaign ROI
(Campaign-generated revenue - Campaign Spend) ÷ 
Campaign Spend

Retention Rate
(Users at beginning of period - Users at end of period) ÷ 
Users at beginning of period. The average app loses just over 
70% of acquired users within the first three months3

https://www.appsterhq.com/blog/track-5-mobile-app-marketing-metrics/
https://www.statista.com/statistics/384224/monthly-app-launches-churn/
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These metrics measure marketing team and campaign 
performance and should be kept within the 

marketing department.

Metrics that Matter to 
Marketing Teams

Cost per
acquisition

Download
Attribution

Average Session 
Length & Interval

Engagement
campaign CTRs

Activation
Rate

NPSDAUs/MAUs Average No.
of App Launches

Engagement rate 
(social followers,
comments, likes)



See how 4,000+ leading brands use 
CleverTap’s intelligent mobile marketing 
platform to optimize user engagement 

and fuel business growth.

Schedule a Demo

14

https://clevertap.com/live-product-demo/



