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INTRODUCTION
In a world of KPIs, ROAS and CPAs, understanding your marketing’s   

real impact may have you saying, “IDK.” 

Measurement is the bread and butter of any good marketing 

campaign—but no single metric is going to give you a full picture of 

your performance. Each metric is a piece of a giant puzzle: The “right” 
metric may not fit if you place it incorrectly, and the “wrong” metric 
may fit just fine, but end up creating a distorted picture. You need to 

choose metrics that fit together in the right ways.

SO, WHY SHOULD YOU GIVE A S**T?
Your marketing is only as good as your metrics. Using metrics incorrectly 

can inflate (or deflate) your true marketing efforts, which means you’re 

wasting time and money.

WHY READ THIS GUIDE?
This guide will help you understand which metrics actually bolster your 

marketing efforts instead of ones that just make you feel good.

WHAT WILL YOU TAKE AWAY?
You’ll be able to identify a partner who won’t sell you a load of bulls**t.



Long gone are the days of launching campaigns and praying it worked. Did 

that print ad really bring people into your store? Did that TV spot really               

drive conversions? 

While advertisements have been around since 2000 BC in Egypt (no bulls**t!), 

the modern-day marketing machine goes back to the mass adoption of the 

World Wide Web (#tbt) in the 1990s. Since the proliferation of the internet, 

digital media is the new norm—and with it has come a slew of measurement 

opportunities that range from extremely vague to hyper-specific. Coupled 

with software and analytics, we’ve moved away from the “spray and pray” 

method of marketing to homing in on specific metrics in real time. 

Digital media allows us not only to see what people are consuming, but also 

when and how much. We can understand people: what they’re buying, what 

they’re browsing and what they do along an increasingly fragmented path to 

purchase. We can quantify that we’ve reached the right people and prove it 

using ROI. Consumers are no longer amorphous swaths of demographics—

thanks to identity resolution, they’re individual people.

So how did we get from the stone age of papyrus scrolls to digital campaigns 

that can be personalized at scale?
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METRICS MATTER IN THE 
AGE OF DIGITAL MEDIA
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BIG MOMENTS IN THE 
HISTORY OF DIGITAL MEDIA

Lou Montulli launches 
Lynx, a web browser that 

later becomes Netscape

1991

America Online becomes a 
household name, bringing the 
internet to millions of homes 

1992

Hotwired magazine runs the first 
online banner ad on its website

1994

AT&T displays the first banner ad 
on AOL, measures clicks; Netscape 

supports “cookie” technology

1994

Yahoo becomes the first web directory, offers 
five rotating ads at a time; Planet Oasis, a web 

directory, launches pay-per-click (PPC) advertising 

1995

Pop-up blockers are invented
1997

WebConnect, an ad agency specializing in 
online ads, introduces targeting technology

1995
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Google launches its search engine; 
ValueClick introduces a new internet 
advertising model, cost-per-click (CPC)

1998

Facebook launches
2004

Adblock Plus launches 
a new ad blocker

2006

Introduction of the App Store 
creates mobile app ads; first DSPs 
launch at several adtech companies

2008

Finnish news company uses SMS 
to send the first mobile ad; Google 

creates AdWords (now Google Ads)

2000

YouTube launches, shortly 
following with Video Ads; 

Google Analytics launches

2005

Apple launches the iPhone; mobile 
advertising rapidly expands

2007
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Remarketing (also known as 
behavioral retargeting) launches; 

first CDP hits the market

2010

Mobile ad spend overtakes 
desktop, according to the 

Interactive Advertising Bureau

2016

GDPR regulations are implemented 
in the European Union

2018

Google is slated to remove        
third-party cookies from Chrome

2024

Google announces Enhanced Campaigns 
to target mobile; Facebook puts digital 
ads into timelines

2013

Safari and Internet Explorer 
get rid of third-party cookies

2017

Apple announces App Tracking 
Transparency and Mail Privacy Protection

2021
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RELIABILITY

ACCESSIBILITY TRANSPARENCY

SCALE
How well a metric stands 
up against potential fraud 

and inflation

How easy a metric is to use and 

interpret on its own without a 

sophisticated tech stack

How insightful a metric is on its own

How easily a metric can be 
implemented across platforms, 

mediums and campaigns

INDIVIDUAL CONTRIBUTION
How robust a metric is on its own

We reviewed the industry’s favorite metrics for measuring digital media campaigns. 

Then we measured (ha!) them in key categories—with some surprising results.

YOU MAY BE WONDERING:     
WHICH METRICS ARE BULLS**T?
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WHAT IT MEASURES
How often your ad is shown on someone’s screen within a publisher’s 

network. You can break this out into overall impressions (how many times an 

ad was viewed in aggregate, including people who saw it more than once) or 

unique impressions (how many unique individuals saw it).

WHY
Now, before you flay us, let’s consider the facts. Impressions do give you 

a hardline insight into some basic info: Was your ad delivered? From that 

perspective, a view isn’t a bad metric. 

But impressions alone aren’t very effective—even if they’re unique. To make 

them actually measure what you want them to, they should be combined with 

other metrics like reach and viewability. That’s when they really start to fill in 

the missing pieces of a larger story.

You also need to consider impression fraud. Studies estimate that less than 

60% of internet traffic is driven by actual human beings. It’s easy to get a ton 

of impressions if fake accounts or bots are driving those numbers up. 

If you’re only looking at impressions, it can inflate your marketing prowess. 

Would you be happy getting 1 million impressions if: 

•   Only 60 people from that group converted?

•   80% of those people aren’t in your target audience?

•   40% of those impressions are duplicates from the same person? 

The flip side of that is intent. Perhaps conversions aren’t your goal. Perhaps 

your campaign is purely for brand awareness. Still, impressions on their own 

aren’t a great metric for understanding if you’re reaching people or not.

No BS: Epsilon CORE ID ties each impression to a known individual in the 

real world, so you’re not over-frequencing or overspending, and you’re 

finding people on the right device.
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WHAT IT MEASURES
If your ad is viewable by potential customers. This means at least 50% of 

the ad is visible on the screen for at least one second on display, and at 

least 50% is visible for at least two seconds on video. For large display 

ads (242,500 pixels or more) it’s counted as viewable if 30% of the area               

is visible for at least one second.

WHY
As the adtech industry changes, one thing is constant: Viewability is an 

effective measure of an ad’s value. Publishers and demand side platforms 

(DSPs) have done a lot to optimize ads specifically for this metric. A 2020 

report from Integral Ad Science shows global desktop display viewability 

improved from 69.2% in 2019 to 71.9% in 2020, thanks to better 

technology and higher standards. 

Viewability is super reliable—but its interpretation can trip people up.      

It’s not telling you any details about performance—just that your ad is 

being seen. 

A good viewability benchmark is 70% or higher because viewability 

isn’t always black and white. The quality of an ad’s placement can vary 

depending on the site or platform. Was the ad served on a site with 

longform content, where bottom-of-the-fold ads are more attractive? If 

you have high viewability but terrible conversions, what does that tell you?

No BS: Through Epsilon CORE ID, you’ll have access to more than 

200 million people who we match to all their devices with a 91% 

offline-to-online accuracy at all times.
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WHAT IT MEASURES
Determines how many people were shown your ads. Coupled with frequency 

metrics, reach can also tell you how many people were shown your ads more 

than once over a certain period of time. 

WHY
To clarify: reach is different from impressions. Reach is typically calculated by 

how many touchpoints (including multiple touchpoints by the same people) 

your ad received. Impressions measure how many times your ad was on the 

screen.  

On its own, reach is a really small part of a larger story. It needs to be 

balanced out with frequency. For instance, high reach for an ad means that 

a lot of people are seeing it. But if you have low conversions, it’s not such a 

good number. 

High reach and impressions may signal solid performance—unless many 

people see your ad several times without doing anything. And reach does 

absolutely nothing for you if you’re not finding people in your target 

audience.

At the end of the day, reach provides guidance. For more granularity, 

measure unique reach. It uses identity resolution to determine exactly how 

many people have seen your ad and weeds out instances of people seeing it 

multiple times. 

Identity resolution also helps you reach the right people. If you’re reaching 

people who don’t care--and therefore won’t convert--they don’t matter to 

your bottom line. You want real people who are ready to buy right now.

No BS: Epsilon’s CORE ID’s full-service activation through our Digital Media 

Solutions enables us to consistently reach consumers. We make more than 

1 billion ad server model updates every five minutes—or 12 billion updates 

every hour and 288 billion updates every day.
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WHAT IT MEASURES
When someone physically clicks on your ad. Typically it groups all clicks 

together, regardless of the action the user takes. 

WHY
Hear us out. Some of us live and die by the click. And if we’re being 

completely transparent, we measure clicks, too. But on its own, the click 

doesn’t tell a full story. Why? Because you have no way of knowing whether 

a click is intentional, whether there are outside factors contributing to 

an increase in clicks (hello, bots!) or whether a click actually leads to an 

outcome. 

In the most basic of terms, a click is a measurable action—which is good!     

But clicks aren’t correlated with outcomes, which isn’t great. And, on average, 

people who click are less valuable customers than non-clickers.

If a prospect clicks on an ad and converts on your website, how does it 

compare to a loyal customer who clicks through from an app but doesn’t 

convert? Those clicks can’t be compared because they’re not the same. If 

you’re only looking at click measurement, you’re wasting your time. 

The click shines when it’s paired with metrics that tell you a more robust 

story about the people clicking and their relationship with your brand.

No BS: Epsilon’s performance-based measurement evaluates online      

and offline transactions—meaning we can measure the click and beyond.
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WHAT IT MEASURES
When someone acts on an event, such as downloading your app, signing up 

for your loyalty program, requesting a consultation or subscribing to your 

newsletter.

WHY
Remember when we said that on their own, clicks are kinda bulls**t? This 

metric can be paired with them to make clicks strong. 

Actions give you the ability to see not only what people are clicking on, but 

why they’re interacting with your content—whatever that may be. They’re a 

small but good peek into your customers’ minds.

Actions set the stage for your marketing measurement. Actions (should) 

equal a desired outcome—or a step on the way to a desired outcome. If you 

know what your customers do when they go to your website or open your 

email, you can compare that against other metrics. Is there any correlation 

between actions and bounce rate, for example? What about time on page? 

I know it sounds like we’re beating a dead horse, but again—this is a metric 

that gets stronger when you pair it with others. Understanding actions can 

help you see a full picture of efficiency. When you unlock that, you start 

uncovering a bigger story, making actions a great baseline metric.

No BS: Epsilon Digital Media Solutions offers full measurement of all actions 

your marketing drives, both online and offline, and delivers your messages to 

the right customers ready to take action now.
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WHAT IT MEASURES
The cost divided by the number of actions.

WHY
Cost per acquisition (sometimes called cost per action) is a pretty solid 

metric. What makes it particularly strong is that it measures action against 

outcome, unlike some of the metrics earlier in this guide. 

CPA specifically measures not just conversions, but other actions that 

customers can take—such as buying a product, downloading a document or 

signing up for something. This is also a great KPI because you can benchmark 

against yourself. Quality over quantity, baby. 

So why is it not the apex of all metrics? Great question. A chainsaw is a 

powerful tool, but if you don’t know how to use it, you can cut your hand 

off (among other things). CPA only measures one thing at a time. For a good 

index, you’ll need to look at several metrics on their own and all together.

For example, your acquisition CPA should be measured differently than your 

loyalty CPA because those actions have different values. Acquiring a new 

customer is a monetary gain, but retaining a loyalty program member isn’t. 

The secret sauce is figuring out your threshold for success. How much 

is a certain action worth to your business? That way, campaigns that are 

floundering get the chop before they get out of hand. (Get it? Like the 

chainsaw? Never mind.)

No BS: Epsilon’s people-based measurement gives you a true CPA—not a 

modeled cost. So you know when you’ve acquired new customers, not just 

when you think you have.
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WHAT IT MEASURES
The amount of revenue earned for every dollar spent on advertising—

specifically, digital advertising. 

WHY
Return on ad spend (ROAS) is pretty clear: It’s the revenue your ads generate, 

vs. the cost of running them. This is one of the most critical measurements for 

digital media. 

ROAS allows you to see all the people you delivered an ad to, which of those 

people subsequently made a purchase and how much was spent on the media 

to do so. It’s a simple, yet effective, metric. 

Another great thing about ROAS: It’s granular in nature, but can also tell you 

a much bigger story. If you want to look at overall ROAS for a campaign, you 

can! But if you want to look at ROAS over time, you can do that, too! You can 

break out ROAS to measure specific costs of a campaign (such as affiliate 

costs, for example), and you can also look at your incremental ROAS (see the 

next page). 

We love a versatile metric.

No BS: With Epsilon CORE Transact, we observe $15 trillion in person-level 

transactions which validates if someone actually purchased a product or not, 

including both online and offline transactions.
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WHAT IT MEASURES
Performance indicators in a specific campaign, specifically to measure 

your marketing efforts against your total revenue. Take incremental 

revenue and divide it by the overall cost and you get iROAS. The higher 

the incremental ROAS, the more effective your campaign is.

WHY
If you aren’t using incremental ROAS, you ain’t doing measurement right. 

The key difference between this and regular old return on investment 

(ROI) is that incrementality looks at an individual campaign’s 

effectiveness, allowing for specific adjustment and target spending. 

Out of all the metrics, this is one that allows you to make an informed 

decision all on its own. 

Incremental ROAS helps you see the “what.” This demystifies where and 

when to allocate ad spend. 

The explanation as to why incremental ROAS is so great should be pretty 

clear. These are great data points that drive better accuracy. As accuracy 

increases, overall campaigns thrive from project to project, and you can 

eventually create a holistic marketing strategy that’s built from fact,   

not feeling.

No BS: Epsilon’s CORE ID matches to real people and measures in real 

time, allowing us to truly know the incremental impact to your campaign.
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RECOMMENDATIONS
Metrics can be tricky. So how do you decide which marketing metrics to use? It 

comes down to three key components: your overall strategy, intent and desired 

outcome.

OVERALL STRATEGY
Outcomes are great, but they can (and should) change as time goes on. With that 

in mind, think about how your measurement plays into your greater marketing 

strategy. If you’re just getting into metrics, it’s okay to ease in slowly, but that’s 

not where you should stop. Understanding where you are and where you want 

to go—and how individual outcomes play into that—will help determine which 

metrics are good for now, and which will be critical later on.

INTENT
What are you measuring, and why? It’s great to have every single metric at your 

fingertips (and there are plenty of great partners who will provide them), but you 

don’t need to throw the whole kitchen sink at a problem that requires a simple 

glass of water. If you don’t understand every metric, it can be counterproductive 

to try and analyze them. Be sure to understand what you want to measure, and 

who’s responsible for helping you interpret the data once you have it.
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DESIRED OUTCOME
While some metrics are better than others, it really boils down to what you’re 

trying to do. Once you decide where you’re headed, you can decide which 

measurement philosophy best suits you. Conversion, while great, isn’t always the 

ultimate end goal. Maybe you have a new product you just want people to know 

about. If that’s the case, high impressions or ad clicks can be a great benchmark 

to start with. If you’re looking for more granular information, it might be time to 

dig a little deeper.

A lot of this you won’t be able to do on your own. Technology and expertise are 

essential to building robust measurement. Understanding what’s working and 

what’s not—and allocating ad dollars accordingly—requires you to know your 

customers, activate digital strategies to reach them and measure the impact of 

your efforts.

Without it, you risk wasting your money on ad campaigns and missing out on 

opportunities by not delivering results.

RECOMMENDATIONS

In our e-book 3 steps to mastering digital media measurement, you can learn        

more about how to start measuring effectively to get the most bang for your buck. 

https://www.epsilon.com/us/insights/resources/webinar-ad-waste-measurement
https://www.epsilon.com/us/insights/resources/webinar-ad-waste-measurement
https://www.epsilon.com/us/insights/resources/digital-media-measurement-ebook


18

ARE YOU LOOKING FOR A BETTER DIGITAL MEDIA PARTNER?
At Epsilon, measurement is everything. We provide full transparency into every 

outcome that we deliver—online and offline—at the individual level. And as the 

first MRC-accredited partner for correlated outcomes, you’ll have the ultimate 

confidence in our measurement accuracy. Let Epsilon help you maximize your 

digital media performance today.

LEARN MORE >

https://www.epsilon.com/us/about-us/pressroom/epsilon-peoplecloud-digital-media-solutions-receives-accreditation-from-the-media-rating-council-for-correlated-outcomes
https://www.epsilon.com/us/products-and-services/epsilon-peoplecloud/digital-media-solutions
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Epsilon is a global advertising and marketing technology company positioned at the 

center of Publicis Groupe. We connect advertisers with consumers to drive performance 

while respecting and protecting consumer privacy and client data. Epsilon accelerates 

clients’ ability to harness the power of their first-party data in order to enhance, activate 

and measure campaigns with confidence. We believe in an open, privacy-first advertising 

ecosystem. Over decades, we’ve built the industry’s most comprehensive identity graph 

to give brands, agencies and publishers the ability to reach real consumers across all 

channels and the open web. For more information, visit epsilon.com.

This document is intended solely for distribution by Epsilon and its affiliated companies. Do not copy, distribute or otherwise share. 
©2022 Epsilon Data Management, LLC. All rights reserved. All names and logos are trademarks or registered trademarks of their respective owners.


