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In today's fiercely competitive digital
landscape, data is king. With a plethora of
analytics tools at our fingertips, we have the
power to measure virtually every aspect of
our business, from marketing and sales to
product usage and customer satisfaction.

But with so much data available, how do you
know which Key Performance Indicators
(KPIs) are most relevant for your B2B
business? How can you make sure you're
focusing on the metrics that truly move the
needle?

In this ebook, we're going to discuss the top
eleven KPIs that every B2B company should
keep an eye on. These KPIs provide critical
insights into the health and growth trajectory
of your business. They help you monitor your
revenue performance, understand your
customer behavior, optimize your marketing
efforts, and, ultimately, drive business growth.
By understanding and tracking these KPIs,
you can make data-driven decisions that help
your business thrive.



In the context of product marketing, KPIs serve as invaluable tools
for measuring the effectiveness and efficiency of your marketing
campaigns. These metrics track various elements, such as the
adoption rate of a new product, customer engagement, market
penetration, and the success rate of product launch initiatives.

By monitoring these performance indicators, product marketers
can make data-driven decisions to optimize strategies, improve
customer satisfaction, and maximize ROI.

KPIs are crucial because they provide clarity on what's working and
what isn't. They serve as a roadmap, guiding your marketing efforts
towards achieving your business goals and organizational
objectives. They can identify bottlenecks in your marketing
processes, highlight areas for improvement, and enable you to
leverage strengths effectively.

In essence, KPIs offer insights that can directly influence the future
direction of your marketing strategies, allowing you to maximize
efficiency and effectiveness.

WHY  METRICS
AND KPIS? 
Key Performance Indicators, or KPIs, are
quantifiable measurements used to evaluate the
success level of an organization's performance in
various areas of business. They are essentially the
pulse of your company, providing insight into the
health, progress, and overall performance of your
organization.



PRODUCT
MARKETING
KPIS VS OKRS

It's important to note that while KPIs provide valuable insights, they are fundamentally
different from Objectives and Key Results (OKRs). Both are powerful tools for
performance measurement and strategic planning, but they serve different purposes
and are used in different contexts.

OKRs are a goal-setting framework that defines objectives and tracks the achievement of
key results. An objective is a clear, specific goal, while key results are measurable ways to
track the progress towards that goal. OKRs are typically used to set, track, and achieve
high-level and aspirational goals. They are generally set on a quarterly basis and are
designed to align the efforts of different teams towards a common objective.

On the other hand, KPIs are metrics that monitor ongoing performance. They provide
real-time insight into the performance of specific processes, projects, or campaigns, and
are used to track progress towards operational goals. KPIs are more granular and tactical,
focusing on the performance of specific activities within a given time frame.

In essence, while OKRs and KPIs can be used in tandem, they serve different purposes.
OKRs set the strategic direction and create alignment across the organization, while KPIs
measure the operational effectiveness of specific activities and processes. Both are
crucial in a robust performance management system, with OKRs defining the "why" and
"what" and KPIs illuminating the "how and "when".



Leads

Revenue

Conversion

Engagement

Traffic

A lead is an individual or organization that has expressed interest in your product or service.
Leads can be generated through various marketing activities like content marketing, email
marketing, social media marketing, and more. Measuring the number of leads you generate over
time helps you understand the effectiveness of your marketing efforts. It's important to not only
track the quantity of leads but also the quality, as this can significantly impact conversion rates.

5 MAIN PRODUCT
MARKETING METRICS 

Revenue is the income generated from normal business operations and includes discounts and
deductions for returned merchandise. It is the top line or gross income figure from which costs
are subtracted to determine net income. In a SaaS business, you might track Monthly Recurring
Revenue (MRR), Annual Recurring Revenue (ARR), and Total Contract Value (TCV) as key revenue
metrics. Monitoring these can give insights into your business' financial health and growth.

Conversion metrics are indicators of how effectively you’re turning prospective customers into
paying customers. Common conversion metrics include conversion rate (the percentage of
users who take a desired action), lead conversion rate (the percentage of leads that convert to
customers), and sales conversion rate (the percentage of sales opportunities that result in an
actual sale). Tracking and optimizing conversion metrics is key to increasing the efficiency and
profitability of your sales and marketing efforts.

Engagement metrics gauge how users interact with your product or service. This can include
measurements like time spent on your website, pages per visit, bounce rate, open rates for
emails, daily/monthly active users, feature usage, and more. These metrics can give you insights
into how users are interacting with your product or service and can provide direction for
improvements or new features.

Traffic refers to the visitors that come to your website. By measuring web traffic, you can
understand how many people are coming to your website, where they're coming from (such as
organic search, social media, or paid ads), what pages they're visiting, and more. This data can
help you identify successful aspects of your marketing strategy, as well as areas for
improvement, to ultimately drive more visitors to your site and increase conversions.

These elements provide a comprehensive measure of the
success of your product marketing plan, giving you insight
into what's working and what might need adjustment.



PRODUCT
MARKETING
KPIS YOU
NEED TO
TRACK

In this section, we'll delve into the
most critical product marketing KPIs
that every product marketer should
track. From evaluating customer
acquisition to understanding
retention rates, these KPIs are
invaluable for assessing your overall
performance and making data-driven
decisions. Let's explore the world of
product marketing KPIs together and
learn how they can propel your
business forward. (To download this
infographic, visit our site.)

https://aventigroup.com/wp-content/uploads/2023/08/Aventi-ElevenKPIs-infographic_081023_v2.pdf


11
 K

P
IS

 T
O

 T
R

A
C

K
1. Monthly Recurring Revenue (MRR)

Monthly recurring revenue is a predictable income that a business can count
on receiving every single month. It's a critical metric for any SaaS company
because it gives a clear indication of the company's growth and stability.
Unlike one-time sales, MRR shows the value a company is getting from its
subscribers who are paying for the service on a regular basis.

To calculate MRR, you simply multiply the total number of paying customers
by the average revenue per user. For instance, if a SaaS business has 100
customers paying $10 per month, the MRR would be $1,000.

MRR allows businesses to track growth trends, forecast future earnings, and
determine the resources they can afford to allocate to areas like development
or marketing. It also provides potential investors with insight into the
business's long-term viability and revenue potential.

However, while MRR is a helpful tool for understanding a company's financial
health, it's important to remember that it's not a measure of overall
profitability. High MRR does not necessarily mean high profits, especially if the
company has significant costs. As such, MRR should be used alongside other
KPIs to gain a more comprehensive understanding of the company's
performance.

2. Customer Lifetime Value (CLTV)

Customer Lifetime Value is a prediction of the total value that a company can
derive from its entire relationship with a customer. It provides an
understanding of the financial value each customer brings over the duration of
their relationship with the business.

CLTV is calculated by multiplying the average purchase value, average
purchase frequency rate, and average customer lifespan. This KPI takes into
account not just the revenue earned, but also the costs involved in acquiring
and serving the customer, including marketing and support costs.

CLTV is a crucial metric for SaaS businesses because it helps them understand
how much they should be willing to spend to acquire a new customer
(Customer Acquisition Cost or CAC) and how successful they are at retaining
valuable customers. It allows businesses to predict revenue, segment
customers, and allocate marketing resources more effectively.

It's essential to remember, however, that CLTV is an average. It might not
reflect the value of every customer accurately. Also, it's a forecast, which
means it's based on assumptions that may not always hold true. Like MRR,
CLTV should be used in conjunction with other KPIs for a more holistic view of
a company's health.



3. Customer Acquisition Cost (CAC)

This is the total cost of acquiring a new customer, including all aspects of
marketing and sales. CAC is calculated by dividing the total cost of sales and
marketing over a given period by the number of new customers acquired in
that period.

CAC is a critical KPI for any SaaS business because it provides a clear picture of
the cost-effectiveness of your marketing efforts. It directly affects both the
profitability and the scalability of the business. The key is to keep CAC as low as
possible while maximizing the Customer Lifetime Value (CLTV).

However, it's important not to view CAC in isolation but rather in conjunction
with CLTV. A high CAC might be justifiable if the CLTV is also high. For
example, if your product has a high value and customers tend to stick with you
for a long time, you might afford to spend more on customer acquisition.

4. Net Promoter Score (NPS)

This is a measure of customer satisfaction and loyalty. It gauges the willingness
of customers to recommend a company's product or services to others. NPS is
calculated based on responses to a single question: "On a scale of 0-10, how
likely is it that you would recommend our company/product/service to a friend
or colleague?"

Respondents are grouped into Promoters (9-10 score), Passives (7-8 score), and
Detractors (0-6 score). The percentage of detractors is then subtracted from
the percentage of promoters to give a final NPS score.

11
 K

P
IS

 T
O

 T
R

A
C

K

A high NPS suggests that customers are satisfied with your
product and that there's a strong likelihood of growth through
referrals. Conversely, a low NPS indicates a potential issue
with customer satisfaction that could hinder growth.



5. Early Churn Rate

This KPI refers to customers who end their subscription within a short period
after acquisition. This metric can be an indicator of a mismatch between
customer expectations (set by marketing and sales) and the actual product
experience.

High early churn rates can be problematic for SaaS businesses because they
inflate the Customer Acquisition Cost (CAC) and decrease the Customer
Lifetime Value (CLTV). Analyzing early churn can help a company identify and
resolve the issues causing customers to leave, whether it's the quality of
onboarding, the user experience, the lack of necessary features, or unmet
expectations.

A low early churn rate, on the other hand, shows that a company is effective at
acquiring the right customers and meeting their initial expectations, which
sets the stage for long-term customer retention.
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6. Customer Retention

Customer retention refers to the ability of a company to retain its
customers over a certain period of time. It's a reflection of customer
satisfaction and loyalty, and it directly impacts the profitability of your SaaS
business.
High customer retention means customers are satisfied with your product
and see value in continuing to use it. This is critical in a subscription-based
business model like SaaS, where the focus is on long-term customer
relationships.

A customer retention KPI is usually calculated as a rate or percentage. The
higher the percentage, the better your business is at keeping customers. If
you notice a dip in this metric, it's time to analyze why customers are
leaving and take steps to improve their experience and satisfaction.



7. Visitor to Free Trial Conversions

This KPI measures the effectiveness of your marketing and sales efforts in
converting website visitors into free trial users. It's calculated by dividing the
number of new free trial sign-ups by the number of website visitors in a given
period.

This metric provides valuable insights into the efficiency of your top-of-funnel
marketing activities. If the conversion rate is low, it could indicate that you're
attracting the wrong audience, your marketing messages are not compelling,
or the sign-up process for the free trial is too complicated.

By optimizing this KPI, you can increase the pool of potential customers who
have first-hand experience with your product, thereby creating more
opportunities for conversions to paid plans.
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8. Visitor to Sales Qualified Lead (SQL) Conversions

This KPI measures how well your company converts website visitors into
sales qualified leads. An SQL is a prospective customer who has been
researched and vetted - first by your marketing team and then by your
sales team - and is deemed ready for the next stage in the sales process.

The Visitor to SQL conversion rate is calculated by dividing the number of
SQLs by the number of website visitors. A high conversion rate indicates
that your marketing and sales teams are working well together to identify
and engage with potential customers.

If this conversion rate is low, it may suggest that your marketing efforts are
not effectively qualifying leads, or your sales team may be struggling to
engage with these leads. Optimizing this metric can lead to more efficient
sales processes and higher revenues.

9. Visitor to Free Trial/Paid Conversions

This KPI is an indication of your company's ability to turn potential
customers (visitors) into active users (free trial users or paid customers). It is
determined by dividing the number of conversions by the number of total
ad interactions that can be tracked to a conversion during the same time
period. By tracking the usage of product marketing assets, you can gain
insight into how these assets contribute to conversion rates.

For instance, a high engagement with a specific tutorial or blog post might
correlate with a high conversion rate from visitors to free trial users. This
information can help in refining and focusing your marketing strategies,
making them more efficient and effective.



10. Usage of Product Marketing Assets

This KPI measures the effectiveness of your marketing and sales efforts in
converting website visitors into free trial users. It's calculated by dividing
the number of new free trial sign-ups by the number of website visitors in
a given period.

This metric provides valuable insights into the efficiency of your top-of-
funnel marketing activities. If the conversion rate is low, it could indicate
that you're attracting the wrong audience, your marketing messages are
not compelling, or the sign-up process for the free trial is too complicated.

By optimizing this KPI, you can increase the pool of potential customers
who have first-hand experience with your product, thereby creating more
opportunities for conversions to paid plans.

11. Product Qualified Lead (PQL) to Paid Conversions

This KPI is the rate at which users who have used a product and reached a
level of engagement that offers a high likelihood of conversion to a paid
customer actually make the transition. These users are classified as PQLs
because their interactions with the product suggest they see its value.

For example, a user of a freemium project management tool who uses it to
manage multiple projects and invites other team members to collaborate
could be considered a PQL. If these PQLs upgrade to a paid version, it
indicates your product successfully demonstrates its value, and your
product marketing and sales strategies are effective.

Conversely, if your PQL to paid conversion rate is low, it may signal issues
with your product's perceived value or your pricing strategy.
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Once you have a firm grasp on the KPIs and metrics that matter to
your business, you can begin to shape your marketing strategies with
confidence and precision.

While these KPIs offer critical insights into different facets of your
business, it’s important to remember that they should not be viewed in
isolation. Each of these KPIs is interrelated and influences the others.
For example, a high customer acquisition cost might be sustainable if
the customer lifetime value is also high. Similarly, a high churn rate
might be manageable if your new customer acquisition is robust.

So, remember to view these KPIs in context and consider the bigger
picture when making strategic decisions. By focusing on these eleven
KPIs, you can gain a holistic understanding of your business
performance, identify opportunities for improvement, and steer your
business toward sustainable growth. Be vigilant, be reactive, and let
the data guide your way to success.

HARNESSING THE POWER
OF KPIS IN PRODUCT
MARKETING
Remember, not all KPIs will be applicable or critical to
every business. The key is to identify which ones are
most relevant to your specific business goals and to
focus on those. A successful product marketing
campaign requires consistent tracking and fine-
tuning based on these performance indicators.

Don't let your data sit idle - leverage it to unlock new
opportunities and propel your business forward. Contact
Aventi Group today to schedule a consultation and
discover how our strategic insights can help you harness
your KPIs for success. Let's unlock your full potential
together.

http://www.aventigroup.com/contact

