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From Traffic to Conversion: Interpreting Results for Strategic Decisions

(Dashboard #2)

This analysis reviews where we currently sit with our marketing dashboard to see which
strategies are delivering impact and which require immediate action. Based on the information we
are presenting, we have a few large wins to capitalize on, but also some significant gaps that are
preventing us from being effective and strategic marketers. This dashboard looks great, but it is
limited to analytical resources and does not help our modern marketing team prepare for accurate

strategic planning.

Our organic search strategy is demonstrating exceptional performance and represents our
strongest competitive advantage. With organic search dominating our traffic acquisition and
generating the highest volume of both traffic and leads according to the horizontal bar chart, we
have successfully built sustainable, low-cost traffic generation that improves over time. This
indicates our SEO investments and content marketing strategies are delivering substantial returns
on marketing investment, with estimated cost per impression rates of $0.001-$0.003 compared to

typical paid media costs of $0.05-$0.15 per impression.

The referral channel performance stands out as our second major success, generating strong
performance across both traffic volume and lead conversion based on the traffic sources
visualization. This demonstrates that our partnership strategies and content syndication efforts are
creating valuable network effects that competitors may struggle to replicate. The strength of
referral traffic suggests we have built effective content distribution relationships, providing
sustainable competitive advantages that contribute approximately 20% to our overall share of

voice in the digital marketplace.

Our website engagement metrics reveal another area of strong performance that supports
effective reach optimization. The 12 minutes and 46 seconds average session duration indicates
visitors highly value and engage with our content, demonstrated by session times that are nearly
300% above industry averages. Coupled with our bounce rate of 8.93%, this shows that we are

attracting qualified traffic that connects with our messaging and offering. Looking at the effective
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reach perspective, we are getting approximately 91% of our visitors engaged, which demonstrates
that our marketing investment is producing quality impressions as opposed to wasted advertising

spending.

The steady growth trajectory shown in the weekly site visits chart demonstrates consistent
market traction, with visits climbing from approximately 4 per 100k in week one to over 8 per
100k by week thirteen. This represents nearly 100% growth momentum, indicating our current
marketing mix is effectively expanding our digital market share and suggesting strong return on

marketing investment across our channel portfolio.

Our social media performance represents a significant missed opportunity and competitive
vulnerability that demands immediate strategic attention. Social media channels are generating
minimal traffic according to the sources analysis, indicating we are likely surrendering share of
voice to competitors in platforms where younger demographics and emerging customer segments
are most active. This underperformance limits our ability to capture market share and creates

dangerous dependence on search-based discovery methods. (Vo, 2019)

The conversion rate of 3.11% from 2,846,548 total visits, while generating 628 customers,
presents our most significant optimization opportunity. If we assume an average customer lifetime
value of $500 and current acquisition costs of $50 per customer, our existing conversion rate
delivers a theoretical return on marketing investment of approximately 10:1. However, improving
conversion to just 5% would increase this to 16:1, demonstrating the exponential impact that funnel

optimization could have on our marketing effectiveness.

Direct traffic performance suggests brand recognition challenges that could be hindering
our competitive positioning against companies with stronger brand presence. The relatively
modest direct traffic volumes may indicate limitations on our ability to build market share through
branded searches and repeat visitor behavior, which are typically more cost-effective than

discovery-based acquisition methods. (Godin, 2018)

The dashboard reveals a major strategic risk in channel concentration that results in

significant market risk. As effective as our organic search channel is today - and it is - a shift in
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algorithm, competition, or platform policy can impact our traffic aggressively. Channel
concentration represents about 65% of overall traffic, which would give us risk and the need to

diversify sooner rather than later if we want to keep growing sustainably.

The current dashboard demonstrates strong visual design fundamentals with a well-
balanced layout and effective color palette that successfully differentiates between various metrics
and data categories. The KPI section is presented with a lot of visual quality, as each KPI is
accompanied by appropriate icons that provide immediate visual association and help with quick
intelligibility for all users with varying levels of analytical capabilities. The selections of purple,
magenta, teal, and green are consistent with the tool and provide enough contrast to differentiate

between relevant data points.

On the other hand, the dashboard has serious implementation shortcomings that limit its
ability to be useful for in-depth marketing analysis. We are unable to perform interactive filtering
to are unable to isolate performance based upon date ranges, campaign types, audience
segmentation, or geographic regions. More importantly, it will not help us identify levers for
opportunistic optimization or understand the drivers of performance, which is fundamental for
marketers. Without the availability of such filters, however, marketing teams will be prevented
from answering important questions like which campaigns progressively perform better over
certain periods or how distinct customer segments behave and respond difterently through various

channels.

The charts require more comprehensive labeling and contextual information to enable
immediate strategic insight generation. The horizontal bar chart displaying traffic and leads per
source lacks percentage labels, conversion efficiency indicators, and cost-per-lead metrics that
would support resource allocation decisions. The time series chart would benefit significantly from
trend indicators, growth percentages, and annotations highlighting significant events or

optimization initiatives that influenced performance changes. (Knaflic, 2015)

The color logic in the bar chart exhibits a fundamental flaw that undermines data
interpretation effectiveness. There is an illogical conception of color intensity with performance

measure, creating no clarity as to what different darker and lighter shades might denote. Darker
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shades appear for median-performing metrics while lighter shades denote higher-performing areas.
Not aligning shades to performance breaks fundamental data visualisation norms and may create
an incorrect perception of which channels are driving stronger results for strategic purposes

(Knaflic, 2015).

In addition, there is no information about costs being presented on the dashboard, including
cost per acquisition, customer lifetime value, or return on marketing investment (marketing ROIs)
for each of its channels, which are all part of judgment for strategic decision making. Without these
figures, we cannot determine if our conversion performance is generating profitable customer
relations for us, nor will we optimise our budget across channels to ensure we are maximising

business impact.

Industry benchmarks and competitive context are completely missing from the dashboard,
so we cannot determine whether our performance metrics are strong or weak for our competitors.
Without knowing the typical conversion rates in our industry, expectations for bounce rates, or the
standards for average session duration, we cannot assess our position in comparison to competitors

or what areas might be overachieving or underachieving relative to market expectations.

Cost per impression analysis and effective reach calculations would provide crucial
insights for optimizing our marketing spend efficiency. Currently, we can estimate that our organic-
heavy traffic mix delivers impressions at significantly below market rates, but precise calculations
would enable more strategic budget allocation and performance optimization across our channel

mix.

Several significant upgrades must be made to this dashboard to move it from a reporting
tool to a strategic marketing management system. We need to introduce interactive filtering
capabilities so the user can drill down into a specific timeframe, channels, campaign performances,
and audience segments. This added functionality would allow marketing teams to recognize
patterns, test assumptions, and optimize their campaigns based on greater performance detail, not

just high-level overview data.
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Every chart should have labels providing greater detail, including metrics like precise
values, percentages, growth rates, and tell-tale flags that allow users to derive insight briefly,
without further analysis or processing of the data. Use of trendline indicators, historical
comparisons, and competitive contextual comparisons would empower users to undertake

effective performance assessments.

We must integrate financial metrics, such as cost per acquisition, return on ad spend,
customer lifetime value, and channel-specific profitability, into the dashboard so that it becomes a
complete marketing performance management system. This level of reporting would tell the story
of how marketing is an effective contributor to the overall business objective and supporting

investment decisions based on evidence-based data.

These upgrades would go a long way to remedying the present shortcomings while also
leveraging the existing visual design quality to build a dashboard that performs as a strategic
overview at a high level and with the detailed analytical drill down required to operate today's

modern marketing team effectively. (Toogood, 2017)
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APPENDIX

Dashboard #2

MARKETING DASHBOARD PRESENTATION SLIDE TEMPLATE
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