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Marketing Metrics Lexicon


	Impressions
	Number of times an ad is served

	Clickthrough Rate (CTR)
	Number of times an ad is clicked

	Hits
	Number of http requests

	Page Views
	Number of pages viewed

	Stickiness (Duration)
	Average Length of Stay at a Site

	Unique Visitors
	Number of Unique Visitors in a period

	Loyalty
	Measure Variously, as the number of page views, frequency of single user visits to the site, or percentage of customers who return to the site in a year to make additional purchases

	Reach
	Percentage of Site visitors who are potential buyers; or the percentage of total market buyers who buy at the Site

	Recency
	Time elapsed since the last action taken by a buyer, such as a site visit or purchase

	Acquisition rate
	Percentage of visitors who indicate an interest in the site’s product by negotiating or visiting a product’s pages

	Conversion rate
	Percentage of visitors who become customers

	Attrition rate
	Percentage of customers who do not return during the next year after an initial purchase

	Abandonment rate
	Percentage of customers who begin a shopping cart purchase but then leave the site without completing a purchase

	Retention rate
	Percentage of existing customers who continue to buy on a regular basis (similar to loyalty)
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TABLE 8.3 MARKETING METRICS LEXICON

COMMON
MARKETING E-METRICS

DESCRIPTION

Impressions
Clickthrough rate (CTR)
Hits

Page views

Stickiness (duration)
Unique visitors

Loyalty

Reach
Recency
Acquisition rate

Conversion rate
Attrition rate

Abandonment rate

Retention rate

Number of times an ad is served
Number of times an ad is clicked
Number of http requests

Number of pages viewed

Average length of stay at a site
Number of unique visitors in a period

Measured variously as the number of page views,
frequency of single user visits to the site, or percentage of
customers who return to the site in a year to make
additional purchases

Percentage of site visitors who are potential buyers; or the
percentage of total market buyers who buy at a site

Time elapsed since the last action taken by a buyer, such
as a site visit or purchase

Percentage of visitors who indicate an interest in the
site’s product by registering or visiting product’s pages
Percentage of visitors who become customers

Percentage of customers who do not return during the
next year after an initial purchase

Percentage of shoppers who begin a shopping cart
purchase but then leave the site without completing a
purchase

Percentage of existing customers who continue to buy on
a regular basis (similar to loyalty)








