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Abstract 
In the Bachelors thesis we will present a model which can aid in the (semi) 
automation of KPI and Dashboard design, from a Sales and Marketing point of 
view. After defining the various involved objects and actors, we provide a set of 
properties on which different Business Types can be classified. We combine this 
with some of the Functional Roles involved in Sales and Marketing to create a 
model that can provide importance relationships between KPIs and the 
Functional Roles that require these KPIs for their respective Business Information 
Management. 
We will attempt to verify and fill the model with the results of web surveys held 
among various professionals working in Sales and Marketing. With these results 
we will show an example of a Business Template, showing the most important 
KPIs for a Functional Role with respect to it’s Business Type. 
We will discuss the possible relation between the visual representation of KPIs 
and the business functions they are monitoring. 
Finally, we conclude and give recommendations for further research and 
changes to the model. 
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1. Introduction 

1.1 Motivation 
Managers and executives need the right information at the right time to be able to 
manage their company’s performance and activities. As part of this Business 
Performance Management, there needs to be information and data. The 
gathering of this data is part of Business Intelligence. When the data is gathered 
and processed it needs to be presented, so managers can act on it accordingly. 
Dashboards serve as the visual presentation tool of Business Intelligence and 
Business Performance Management. A good definition of Dashboards is given by 
Steven Few[1]: 
 
 “A dashboard is a visual display of the most important information needed to 
achieve one or more objectives, consolidated and arranged on a single screen so 
the information can be monitored at a glance.” – S. Few 
 
In the current business practice, mainly mid and high level executives have 
access to Dashboards. Due to the current costs and time consuming nature of 
Dashboard design, it is not feasible to provide all employees with a Dashboard 
that is specifically tailored to their information needs. 
Though it can be valuable to enable individual employees to analyze their own 
performance,  personal performance is only available in a few Dashboard vendor 
tools, and mainly serves as a means of monitoring and/or control for higher level 
employees. 
By creating a model and/or tool that can create (semi) automated Dashboards for 
every employee, more information needs can be satisfied and hence improve 
business performance overall. 
 
Another, more interesting definition is the one given by Wayne Eckerson[2]: 
 
 “A performance dashboard is a multilayered application built on a business 
intelligence and data integration infrastructure that enables organizations to 
measure, monitor, and manage business performance more effectively.” – W. 
Eckerson 
 
These definitions show the two most important aspects of this thesis: measuring 
and monitoring. 
Performance must be measured. What exactly needs to be measured is different 
for every function within a company, so the question is: which person requires 
what information? 
Once an executive knows which information is needed to be able to manage the 
company’s performance, this information has to be constructed using the 
available data and presented in a practical manner. So the question here is: in 
which way should the information be presented? 
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This thesis focuses on creating a reference model to answer these questions, 
and showing it’s practical use by creating Business Templates for Scanmar’s 
MarketingTracker software suite. 

1.2 Objective 
The goal of this assignment is to create a reference model for Key Performance 
Indicator (KPI) and dashboard reporting. This reference model will then be used 
to create Business Templates for MarketingTracker. 
 These Business Templates are standardized Dashboards used to report 
function-specific performance in the Sales & Marketing department. They consist 
of one or more KPIs, grouped and classified based on various properties. 
 

1.3 Research Questions 
To be able to complete the objective we need to answer the following question: 
 
How can we develop a reference model for KPI and dashboard reporting for 
Sales & Marketing? 
 
To answer this question it will be split in several smaller ones: 

1. What KPIs are used (most) in Sales & Marketing? 
2. How can these KPIs be classified based on which characteristics? 
3. (How) can these KPIs be defined mathematically and (how) are they 

related? 
4. Is there a need for new KPIs or are there KPIs that are not used (much)? 
5. What is the relation between KPI, Business Type and Functional Role? 
6. Are there differences in data / KPI visualization between Sales and 

Marketing and other departments? 

1.4 Approach 
To answer the (sub-) research questions a combination of both literature study 
and questionnaires was chosen. 
 
Sub-research questions one to three can be answered by studying the available 
literature. By doing so a clear insight into how KPIs are constructed and used can 
be obtained. By examining them further their underlying characteristics can be 
evaluated so they can be classified based on different characteristics. 
 
Further analysis is done creating an online web-survey, in which respondents are 
asked to rate different KPIs on their importance, with respect to their own 
Functional Role and Business Type. Respondents are gathered from Scanmar’s 
users as well as by postings several websites for Sales and Marketing 
professionals. Examples of these websites include specialized LinkedIn groups 
and marketing / sales blogs. 
 
To get a better insight into the visualization part and to answer sub-question six, 
a current-best-practice analysis will be done by examining different Sales and 
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Marketing Dashboards. This analysis will try to see if there are differences in 
dashboard design other than the KPIs that are used. 
 
After gaining the required knowledge, the KPI reference model can be 
constructed. This reference model will contain the various KPIs and will classify 
and group them based on their characteristics. The model will then be used to 
create Business Templates for the various functions in Sales & Marketing. 

1.5 Structure 
The structure of this thesis is roughly based on the approach given in Section 
1.4. 
 
In Chapter 2 various KPIs, their underlying characteristics and different 
classifications will be described. 
In Chapter 3 the results of the web-survey given to professionals will be 
discussed. Also, the findings of the current-best-practice analysis in Sales and 
Marketing visualization will be presented. 
In Chapter 4 the per-function Business Templates will be presented. 
In Chapter 5 the conclusions and recommendations of this thesis will be 
presented. 
Appendix A will give the full list of KPIs found while studying the literature for this 
thesis. 
In Appendix B some terms, not directly related to KPIs, will be defined and 
explained.  
Appendix C shows the result of the preliminary survey, used to group KPIs.  

1.6 Intended Audience 
The intended audience for this thesis, are people who have affiliation with 
Business Information and Corporate Performance Management. Even though 
some terms are explained and redefined, it is assumed that there is basic 
understanding of the terms and concepts used in this thesis.
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2. Key Performance Indicators 
In this chapter the concept of KPIs is examined. This leads to answers to sub-
research questions one, two and three. 

2.1 Definitions 
When studying literature one of the first problems encountered is the difference in 
definitions of certain terms and elements used in their respective definition. To 
counter this problem these definitions need to be redefined. Another advantage 
of redefining is that certain terms can be described from a Sales & Marketing 
perspective. This means that some terms used in this thesis do not fully match 
the generic definitions found in other sources. 
This section covers the most important terms used in this thesis. This includes 
KPIs and their related concepts as well as most of the different elements that are 
used to define some of the KPIs. 

2.1.1 Critical Success Factor 
Critical Success Factors (sometimes referred to as Key Success Factors) are 
elements in an organization that determine the current and future success of an 
organization’s operation[17]. If an organization fails to act upon unwanted changes 
in its CSFs, it is likely to fail meeting its goals. To evaluate these CSFs, they can 
be quantified and measured using Key Performance Indicators. 
 

 
Figure 1: relations between Metrics, KPIs, CSFs and Business Success 

2.1.2 Key Performance Indicator 
Although there are a lot of different definitions of what KPIs are, we will define 
KPIs in this thesis closely derived from the definition given by Michael Brooks[3]: 
 “KPIs are quantifiable and strategic metrics that measure an organization’s 
critical success factors.” 
Which metrics are KPIs and which are just measurements or result indicators, is 
subject of debate among experts; it can sometimes be very hard to differentiate 
between them. 
When companies create KPIs, they can create them in accordance with a lot of 
different standards or even just logic reasoning only. In this thesis however we 
will not focus on how to create and define KPIs but rather on categorizing and 
classifying existing ones. Since the majority of KPIs used in this thesis are 
already being used in practice, we can assume they are valid to use and serve a 
valid information need. 
How the KPIs will be categorized will be discussed later in this chapter. 

2.1.3 Metric 
The term metric is used in this thesis to describe a numerical measure of some 
business data. Metrics consist of a measure and a dimension, indicating what is 
measured in relationship to what respectively.  E.g. the metrics ‘sales per week’ 
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and ‘returns per month’ have the measures dollars and units and the dimensions 
week and month respectively. Other dimensions may include the country or store 
the sales or returns are measured for, as well as the product or product group. 
It is important to distinguish metrics from KPIs. Even though KPIs are metrics, not 
all metrics should be classified as KPIs. Metrics are the measurements on which 
KPIs are monitored and managed. 

2.1.4 Dashboard 
As stated before in the introduction, Dashboards are visual display mechanisms 
used to present corporate performance data and measure it against certain 
targets. 
 
The majority of Dashboards is created in a time consuming and cost ineffective 
manor. Vendors of Dashboarding tools provide consultants to analyze user 
information needs and deliberate on the KPIs that will be displayed in the 
Dashbaord. Even if future users have a clear idea on their information needs and 
consultants have experience in creating the right Dashboard for the type of user, 
it can take a lot of refining before the right information is displayed in the right 
way. 
 
The information that is displayed and in what way depends on the type of 
Dashboard. Eckerson[2] defines three types of Dashboards: operational, tactical 
and strategic Dashboards. 
 
Operational Dashboards are used to display detailed information to front-line 
workers and their supervisors. The metrics used in Operational Dashboards 
monitor core operational processes and are often updated on an intra-day basis. 
 
Tactical Dashboards are used by managers and business analysts to display the 
performance of projects and plannings rather than processes. The metrics are 
updated daily or weekly and are more summarized. 
 
Strategic Dashboards are used by company leaders to monitor corporate 
performance against strategic objectives. Strategic Dashboards are often 
implemented using concepts like Balanced Scorecard (BSC) or Six Sigma. The 
metrics are often updated weekly or monthly. 

2.1.5 Reference Model 
Although there is a lot of research on reference modeling, especially with respect 
to Business Processes Modeling, exactly defining reference models is very 
complicated[10];; there appears to be no uniform graps of the term ‘reference 
model’. 
While developing the reference model in this thesis we will consider it defined as 
“… an information model used for supporting the construction of other 
models”([10], p23). E.g. our reference model for KPI and Dashboard reporting in 
Sales & Marketing will support the construction of the Business Templates as 
both information model and process model. 
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2.2 Properties 
In order to create a reference model there need to be properties on which KPIs 
and metrics can categorized. This section discusses the different characteristics 
that will shape the reference model. Given below is a relational diagram giving an 
overview of the KPI reference model created in Microsoft Access and its chosen 
properties. 
 

 
Figure 2:  An overview of the KPI concept and its properties. 
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2.2.1 Measurement Type 
The measurement type of a KPI relates to the combination of the measure and 
dimension from Section 2.1.3. In this thesis we choose to use three types of 
measurement: flow (e.g. a 12-month period like Revenue), stock (e.g. the value 
of a certain measure, like inventory level at time T) or per-unit (e.g. Marketing 
Cost per Unit). If a certain KPI could be classified as both flow and stock, we 
choose to classify it as being flow, since most KPIs are more valuable 
considering a period then considering one certain moment in time. 

2.2.2 BSC perspective 
KPIs and metrics are part of the BSC concept, developed by Robert Kaplan and 
David Norton[5], and are often designed used from a certain BSC perspective. 
This thesis will classify KPIs and metrics based on the four BSC perspectives: 
 

• Customer – The customer perspective contains metrics that measure both 
the value that is delivered to the customer as well as metrics that measure 
the outcome of the customer value proposition. 

• Internal – The metrics from the internal perspective are focused at 
measuring the performance of processes aimed at creating and delivering 
the customer value proposition; innovation, operations and (post-) sales. 

• Learning and Growth – The learning and growth perspective focuses on 
the internal skills and capabilities that are required to support the other 
perspectives.  

• Financial – The metrics in the financial perspective can be considered the 
‘output’ of the other three perspectives. They measure the outcome of the 
operations and strategy of the organization and the contribution to its 
financial ‘bottom-line’. 

2.2.3 Business Type 
We can classify the type of business a company conducts in three different ways; 
the type of its customers, the multiplicity of its customers and the type of its 
products. This thesis will classify KPIs and metrics based as either: 

• Business-to-Consumer (B2C) or Business-to-Business (B2B) 
• One-to-One (O2O) or One-to-Many (O2M); emphasizing on personal(ized)  

contact with customers or mass-media marketing. 
• Service (intangible products) or non-service (tangible products) 

2.2.4 Functional Role 
Since this thesis proposes a model to relate KPIs to Functional Roles, the most 
important property of the KPIs and metrics model in this thesis is the Functional 
Role; it is not so much a property of a KPI itself, but rather a property of the 
model. The Functional Role is the property on which KPIs and metrics are 
grouped into when the Business Templates for MarketingTracker are created. In 
this thesis ‘Functional Role means the specific tasks an employee has when 
doing a certain job. The different roles are given below. 
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Marketing Roles 
Trade marketer – Trade marketing is a discipline that focuses on everything 
between Sales and Marketing. Any employee concerned with business analysis, 
channel development, category development, in-store marketing and trade 
communication is in fact working within the trade marketing domain. Rather then 
to focus on individual customers, trade marketers focus on the relationship with 
retailers and distributors. By trying to determine how much to sell, where to sell it 
and with which retail-partner, they try to get a competitive edge in stores rather 
then markets. 
Marketing manager – The marketing manager is concerned with managing the 
concrete execution of a firm’s marketing activities. As head of the marketing 
department they are responsible for “regulating the level, timing, and character of 
demand in a way that will help the organization achieve its objectives” ([6], p22). 
Marketer – Although any marketing professional who is concerned with 
advertising, public relations, customer demands and similar issues can be 
considered a marketer, the term is typically used to represent people who 
promote and sell products. Marketers try to discover customer preferences and 
needs in order to create marketing and advertisement campaigns. 
Product manager – the product manager is concerned with managing every 
aspect of a product, whether the product is a tangible good or an intangible 
service. They can be responsible for both outbound marketing activities such as 
product placement and product development, as well as internal scheduling and 
resource management. 
Brand Manager – The marketing coordinator is concerned with external 
communications and relationships. Their focus lies more on the company and 
brand as a whole then on individual products. They are concerned with the 
creation and guidance of companywide marketing campaigns. 
  
Sales Roles 
Sales manager – Sales managers direct the firm’s sales program. They assign 
sales territories, set goals, and establish training programs for the sales 
representatives. Sales managers maintain contact with dealers and distributors. 
They are responsible for the planning, organization, and performance of the sales 
force. [7] 
Customer service representative – Customer service representatives are the 
direct connection with the company’s customers. By helping customers with 
questions and complaints, they focus on providing service to the customer. [8] 
Account manager – Account managers focus on predefined groups of 
customers, which are often businesses. They are responsible for any aspect of 
selling products, delivering services and maintaining relations with those 
customers. 
Sales representative – Sales representatives are responsible for creating 
interest for the company’s products. They can represent a single brand or 
product or a line of multiple products. By educating and informing possible leads 
they try to convert them into prospects and eventually into customers. Sales 
representatives are often also concerned with parts of after-sales. [9] 
Sales support representative – Sales support representatives make sure the 
sales representatives can focus all their attention on creating new sales and 
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acquiring new customers. They provide the administrative support for the selling 
process to run smoothly. 

2.2.5 KPI Influence (Leading / Lagging) 
As discussed before in the introduction, Dashboards, and the KPIs presented on 
the Dashboards, have both the function of measuring and monitoring. The 
leading / lagging property of a KPI tells whether it is used to monitor an ongoing 
process or measuring the result of a finished process. 
Leading / Lagging can also indicate that an increase or decrease in a certain KPI 
leads to the same increase or decrease in a different KPI, some time later.  
 
It is difficult to consistently and unambiguously classify KPIs. When defining a 
KPI or metrics as leading or lagging, the question must always be if it’s leading or 
lagging in respect to what. Because of this, we choose to remove the leading / 
lagging property from the model; instead, a new table was added which lists the 
intra-KPI influences or rather which KPI is influenced directly by a certain other 
KPI. 
 
We created a Microsoft Access Database in which we list the relationships 
between KPIs. Sometimes these relationships are only 1-way: e.g. the Reach of 
a certain advertisement influences the Market Demand, but not the other way 
around. 
In the MS Access table KPI_Influence this is represented by the screenshot 
below: 
 

KPI_Influence 
IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) Relation_Type 

4 Marketing / Advertising Costs Gross Profit  Causal 
 

KPI_Influence 
IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) Relation_Type 

60 Market Growth Revenue  Indicator 

 
An important distinction to make here is the Relation_Type. There are three types 
of relationships; beside the ‘Causal’ and ‘Indicator’ relationships that are shown in 
the example above, there is an ‘Unlcear’ relationship. 
The Causal relationship is used to show a direct influence among two KPIs; in 
the first example, an increase in Advertising Costs will cause a decrease in Gross 
Profit (assuming Gross Profit is calculated using Advertising Costs as a variable 
cost).  
The Indicator relationship is used to show an indirect relationship among KPIs; in 
the second example, an increase in Market Growth can indicate an increase in 
Revenue. It does not cause an increase directly, since this happens through an 
increase in Market Demand and an increase in Sales. 
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It is also possible that the relationships are 2-way, which is represented as 
follows: 

KPI_Influence 
IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) Relation_Type 

182 Share of Customer Brand Equity Share of Customer  Unclear 
 
 
In the example above Share of Customer influences Brand Equity; if people buy 
90% of their groceries at a certain supermarket, it’s Brand Equity is bigger than if 
they only bought 10% of their groceries there. On the other hand, a high Brand 
Equity can influence Share of Customer as well; if a certain brand is more 
popular (where ‘popularity’ is the Brand Equity) it can cause customers to buy 
more products of the same brand. 
In this example the relation is considered Unclear. Although Brand Equity has an 
Indicator relationship to Share of Customer (the relationship goes through Market 
Demand), the relationship of Share of Customer to Brand Equity is not clear. 
When Brand Equity is measured using Share of Customer it is a Causal 
relationship, however, we could argue that Share of Customer has an Indicator 
relationship to Brand Equity through Market Share as well. 
 
We initially intended to represent all intra-KPI relationships with a picture, but due 
to the size of the table (near 500 relationships) this would not have any value 
since the picture would be very inconvenient to read. 
In Appendix D all relationships from the KPI_Influence table are listed. 

2.2.6 Data Source 
The data for the KPIs and metrics have different sources. Whether the data is 
about customers, competitors or the company itself depends on the type of KPI / 
metric used. In this thesis we will differentiate the attribute ‘data source’ as either 
internal (e.g. sales data) or external (e.g. Nielsen, IRI, GfK)  

2.2.7 Sales & Marketing Relevance 
When determining the usefulness of some of the KPIs and metrics used, we 
should take a quick look at its relevance. The KPIs and metrics in this thesis were 
rated on a scale from one to three, where three means the KPI / metric was 
irrelevant from a Sales & Marketing point of view. All KPIs and metrics who were 
rated ‘three’ were removed from the eventual list, so only very and somewhat 
relevant KPIs remain. 

2.2.8 Measurability 
While using KPIs and metrics on Dashboards to monitor and manage processes 
and performance, Measurability is not a very major attribute; only if Measurability 
of a KPI is considered very costly, designers could consider not using it. If it is 
used we can consider it somewhat reliable and feasible to measure. 
Measurability does however determine some of the value of a KPI. 
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When designing the Dashboard it is used in, this attribute does become 
important. If a KPI or metric is too hard to measure or calculate, the relevance 
should be considered against the costs of measuring it. 
In this thesis KPIs and metrics were rated on a scale from one to three, where 
three meant it is very difficult or expensive to get an accurate result. 
 

2.3 Initial KPI Listing 
This section lists the KPIs and metrics that were found while studying the 
literature. A complete overview of all these KPIs and metrics with detailed 
information can be found in Appendix A. This list serves as a pre-sorting which 
will be used when the main survey on role-specific KPI and metric use is 
conducted.  
 
To make this initial listing, an online survey was made. In this survey people were 
asked whether they are working in the Sales, Marketing or Trade department of 
their organization and they were asked about the Business Type of their 
organization, as defined in Section 2.2.3. They were then asked to rate each KPI 
on its importance and usage from their respective point of view. 
 
To get responses on this survey, it was posted on several internet sites and 
forums used by professionals in the respective departments. Unfortunately the 
response was not as plenty as hoped and had a very high low finishing rate. This 
was very likely due to the fact that the software, or rather the (only affordable) 
license, used for the survey did not allow pre-sorting by making groupings of 
KPIs; all respondents were asked to rate all KPIs, including the ones that were 
clearly not relevant. 
 
While respondents were asked to rate both the importance and the usage of 
each KPI, the results for the usage are discarded in the analysis of the results. 
The reason for this is that when reviewing some of the responses, it became 
clear that, to some of the respondents, it was unclear what the difference 
between importance and usage meant. Although it was expected that importance 
and usage would be pretty much the same, there are some respondents who did 
not differentiate at all and rated both the importance and the usage the same for 
each KPI. This lead to the results being distorted so much that, together with the 
low response rate, they could not be of any use.  

2.3.1 Preliminary Survey Results 
In this section we will list all KPIs with their respective survey findings. The tables 
will show the response, broken down by total, department and the three Business 
Type properties. 
 
With the results we can conclude whether a certain KPI should be rated in the 
main survey by all respondents or only certain groups of respondents based on 
their Business Type. 
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The respondents were distributed as follows: 
 

Sales Marketing 

B2B B2C B2B B2C 

O2O O2M O2O O2M O2O O2M O2O O2M 

Service 

Non-

Service Service 

Non-

Service Service 

Non-

Service Service 

Non-

Service Service 

Non-

Service Service 

Non-

Service Service 

Non-

Service Service 

Non-

Service 

4 1 8 3 0 0 1 1 1 1 2 2 0 0 1 3 

Table 1: Preliminary Survey respondent distribution 

This table clearly shows the main problem of this survey; with only 28 
respondents the survey got much less response then intended. One-to-One is 
not represented in Business-to-Consumer at all. However, for the purpose of pre-
sorting KPIs, this survey can still be valuable. 
 
The following table lists all KPIs that were rated by the respondents. The KPIs 
are sorted by importance, as the percentage of respondents who rated the 
respective KPI as ‘very important’, plus the percentage of respondents who rated 
it as ‘somewhat important’. When multiple KPIs have equal overall importance, 
they are sorted on the percentage of ‘very important’ ratings.  
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KPI Somewhat + 

Very Important KPI Somewhat + 
Very Important 

Revenue 100% Recognition 73% 
Net Profit 100% Sales Force Salary 73% 
Gross Profit 97% Transaction per Customer 73% 
Market Demand 97% Trial Rate 73% 
New Customer Gain 97% Customer Acquisition Costs 70% 
Return on Sales 96% Faulty Deliveries 70% 
Market Growth 94% Returns to Net Sales 70% 
Customer Profitability 94% Cannibalization 70% 
Repeat Rate 93% Page Views 70% 
Net Price 93% Costs per Call 70% 
Market Penetration 93% Recall 70% 
Return on Customer 90% Target Market Fit 67% 
Sales Complaints 87% Percent Utilization of Discounts 67% 
Increased Sales 87% Product Returns 67% 
Customer Loss 86% Price Premium 67% 
Cost per Lead 84% Average Sales per Call 67% 
Marketing Cost per Unit 84% Program / Non-Program Ratio 66% 
Net Sales Contribution 84% Off Time Deliveries 63% 
Price Elasticity 84% Impressions 63% 
Market Share 83% Cost per Order 63% 
Awareness 83% Numeric Distribution 63% 
Customer Lifetime Value 83% Average Order Turnover 63% 
Sales Performance Quota 83% Net Promoter Score 60% 
Average Transaction Size 83% Cost per Click 60% 
Sales Productivity 80% Adjusted Trial Rate 60% 
Close Rate 80% Category Perform Ratio 60% 
Sales Value Variance 80% Product Category Volume 60% 
Market Share Index 80% Advertising to Sales Ratio 57% 
Sales Price Variance 80% Inventory Turnover 56% 
Segment Contribution 80% Percent Good Value 54% 
Baseline Sales 80% Cost per Impression 54% 
Churn Rate 77% Share of Voice 53% 
Product Complaints 77% Percent Inventory Carrying Costs 53% 
Sales Volume Variance 77% Markdown 50% 
Promotion Profit 77% Reservation Price 50% 
Quotation Speed 77% All Commodity Value 47% 
Sales per Employee 77% Gross Rating Points 47% 
Frequency 77% Facings 47% 
Reach 77% Share of Shelf 46% 
Share of Customer 76% Costs per Gross Rating Point 44% 
Value to Volume Ratio 76% Retailer’s Margin Percentage 43% 
Click Through Rate 75% Markdown Goods Percentage 43% 
Brand Equity 74% Sales Premiums 43% 
Complaint Resolval Time 74% Sales per Square Foot 30% 
Delivery Complaints 73% 

 

Table 2: All rated KPIs, sorted by total importance 



 17 

Some of the respondents commented that they were asked to rate KPIs that they 
were not using at all. Especially the differences in KPIs between B2B and B2C 
were pointed out. Based on these respondent comments we choose to 
differentiate between Customer Type rather then any other Business Type or 
department. 
 
When the respondents were grouped by their Customer Type, either B2B or B2C, 
the results changed. Given below are the twenty five most importantly rated KPIs 
for both B2B and B2C, as well as the fifteen least importantly rated KPIs. 
Although the low number of respondents makes these results somewhat 
ambiguous, there are still some noticeable differences. 
 

KPI – B2B Somewhat + 
Very Important KPI – B2C(+O2M) Somewhat + 

Very Important 
Revenue 100% Revenue 100% 
Net Profit 100% Market Growth 100% 
New Customer Gain 100% Gross Profit 100% 
Gross Profit 96% Return on Sales 100% 
Customer Profitability 96% Sales Complaints 100% 
Market Demand 95% Market Share 100% 
Return on Sales 95% Market Share Index 100% 
Repeat Rate 91% Product Complaints 100% 
Net Price 91% Delivery Complaints 100% 
Market Penetration 91% Net Profit 100% 
Market Growth 91% Market Demand 100% 
Close Rate 87% Net Price 100% 
Return on Customer 87% Return on Customer 100% 
Customer Loss 87% Increased Sales 100% 
Average Transaction Size 87% Price Elasticity 100% 
Sales Complaints 83% Baseline Sales 100% 
Cost per Lead 83% Promotion Profit 100% 
Sales Performance Quota 83% Value to Volume Ratio 100% 
Awareness 83% Returns to Net Sales 100% 
Increased Sales 82% Cannibalization 100% 
Customer Lifetime Value 82% Percent Utilization of Discounts 100% 
Marketing Cost per Unit 79% Repeat Rate 100% 
Sales Productivity 78% Market Penetration 100% 
Market Share 78% Numeric Distribution 100% 
Sales Value Variance 78% Markdown 100% 
Sales Price Variance 78% Marketing Cost per Unit 100% 
Net Sales Contribution 78% Net Sales Contribution 100% 
Segment Contribution 78% Trial Rate 100% 
Price Elasticity 78% Average Order Turnover 100% 
Churn Rate 74% 

 

Inventory Turnover 86% 
Table 3: The top twenty-five most importantly rated KPIs in B2B and B2C 

Due to the low response rate and especially the low number of respondents from 
B2C, the results give a somewhat distorted picture. 
We can however see that thirteen out of the top twenty-five KPIs in B2B are also 
in the top twenty-five in B2C. When we look at the top ten in B2B, only New 
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Customer Gain and Customer Profitability are not among the top rated KPIs in 
B2C.  
 

KPI – B2B Somewhat + 
Very Important KPI – B2C(+O2M) Somewhat + 

Very Important 
Sales per Square Foot 17% Target Market Fit 57% 
Markdown Goods Percentage 30% Close Rate 57% 
Retailer’s Margin Percentage 30% Sales Premiums 58% 
Costs per Gross Rating Point 35% Net Promoter Score 58% 
Share of Shelf 35% Average Sales per Call 58% 
Markdown 35% Costs per Call 58% 
Sales Premiums 39% Sales per Square Foot 71% 
Facings 39% All Commodity Value 71% 
Gross Rating Points 39% Recognition 71% 
All Commodity Value 39% Reservation Price 72% 
Reservation Price 43% Costs per Gross Rating Point 72% 
Percent Good Value 43% Facings 72% 
Share of Voice 43% Gross Rating Points 72% 
Cost per Impression 46% Percent Inventory Carrying Costs 72% 
Percent Inventory Carrying Costs 47% 

 

Product Category Volume 72% 
Table 4: The bottom fifteen least importantly rated KPIs in B2B and B2C 

The most remarkable thing in these tables is the big difference in importance-
ratings. While the least important KPI to B2B only has a combined importance of 
17%, the least important KPI in B2C still has a 57% importance. This is probably 
due to the low number of responses, but there might also be a relation to the fact 
that all respondents in B2C were solely O2M. 
 
If Table 4 is examined closer there are a few things that stand out. We can see 
that Close Rate is the least important KPI to B2C, but to B2B it is in the top fifteen 
most important KPIs. Even with the low response rate in mind, it might be valid to 
conclude that Close Rate is a genuine B2B KPI. 
Sales per Square Foot is very unimportant to B2B. The fairly high importance in 
B2C is explained by the fact that all B2C respondents were O2M; Sales per 
Square Foot should be considered a pure O2M KPI. 
Markdown Goods Percentage is a lot more important in B2C than in B2B. This is 
probably explained by the fact that the B2C respondents are from O2M; 
Markdown Goods Percentage is more of an O2M KPI than O2O. 
 
These are just a few examples of the results of the preliminary survey. In Section 
2.3.2 we will analyze the results on a per-KPI basis.  
 
To get an even better view on the differences in KPI-importance between B2B 
and B2C, Table 5 lists all KPIs again, now sorted by absolute difference in overall 
importance as “(importance of KPI X to B2B) minus (importance of KPI X to 
B2C)”. This implies that (big) positive or negative differences indicate the KPI is 
more B2B oriented or B2C oriented respectively. 
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KPI B2B B2C 

(+O2M) 
B2B – B2C KPI B2B B2C 

(+O2M) 
B2B – B2C 

Close Rate 87% 57% 30% Sales Premiums 39% 58% -19% 
Costs per Call 73% 58% 15% Faulty Deliveries 65% 85% -20% 
Average Transaction Size 87% 72% 15% Customer Acquisition Costs 65% 86% -21% 
New Customer Gain 100% 85% 15% Marketing Cost per Unit 79% 100% -21% 
Target Market Fit 70% 57% 13% Page Views 65% 86% -21% 
Average Sales per Call 69% 58% 11% Net Sales Contribution 78% 100% -22% 
Customer Profitability 96% 86% 10% Market Share 78% 100% -22% 
Net Promoter Score 61% 58% 3% Price Elasticity 78% 100% -22% 
Recognition 74% 71% 3% Price Premium 61% 85% -24% 
Customer Loss 87% 85% 2% Product Returns 61% 86% -25% 
Net Profit 100% 100% 0% Percent Inventory Carrying Costs 47% 72% -25% 
Revenue 100% 100% 0% Program / Non-Program Ratio 61% 86% -25% 
Recall 70% 72% -2% Market Share Index 74% 100% -26% 
Awareness 83% 85% -2% Baseline Sales 74% 100% -26% 
Sales Performance Quota 83% 86% -3% Reservation Price 43% 72% -29% 
Cost per Lead 83% 86% -3% Off Time Deliveries 56% 86% -30% 
Gross Profit 96% 100% -4% Impressions 56% 86% -30% 
Customer Lifetime Value 82% 86% -4% Cost per Order 56% 86% -30% 
Market Demand 95% 100% -5% Value to Volume Ratio 70% 100% -30% 
Return on Sales 95% 100% -5% Promotion Profit 69% 100% -31% 
Sales Productivity 78% 85% -7% Product Complaints 69% 100% -31% 
Segment Contribution 78% 85% -7% All Commodity Value 39% 71% -32% 
Sales Price Variance 78% 86% -8% Gross Rating Points 39% 72% -33% 
Sales Value Variance 78% 86% -8% Facings 39% 72% -33% 
Repeat Rate 91% 100% -9% Cost per Click 52% 86% -34% 
Market Penetration 91% 100% -9% Adjusted Trial Rate 52% 86% -34% 
Net Price 91% 100% -9% Trial Rate 65% 100% -35% 
Market Growth 91% 100% -9% Delivery Complaints 65% 100% -35% 
Share of Customer 74% 85% -11% Costs per Gross Rating Point 35% 72% -37% 
Sales Volume Variance 74% 86% -12% Returns to Net Sales 61% 100% -39% 
Quotation Speed 74% 86% -12% Advertising to Sales Ratio 47% 86% -39% 
Churn Rate 74% 86% -12% Inventory Turnover 47% 86% -39% 
Reach 74% 86% -12% Cost per Impression 46% 86% -40% 
Frequency 74% 86% -12% Cannibalization 60% 100% -40% 
Sales per Employee 74% 86% -12% Percent Good Value 43% 86% -43% 
Return on Customer 87% 100% -13% Share of Voice 43% 86% -43% 
Click Through Rate 72% 86% -14% Percent Utilization of Discounts 56% 100% -44% 
Category Perform Ratio 57% 72% -15% Average Order Turnover 52% 100% -48% 
Product Category Volume 57% 72% -15% Numeric Distribution 52% 100% -48% 
Brand Equity 69% 85% -16% Share of Shelf 35% 86% -51% 
Sales Force Salary 69% 86% -17% Sales per Square Foot 17% 71% -54% 
Complaint Resolval Time 69% 86% -17% Retailer’s Margin Percentage 30% 85% -55% 
Transaction per Customer 69% 86% -17% Markdown Goods Percentage 30% 86% -56% 
Sales Complaints 83% 100% -17% Markdown 35% 100% -65% 
Increased Sales 82% 100% -18% 

 

Table 5: absolute differences in KPI importance between B2B and B2C 
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2.3.2 KPI Analysis 
Table 6, given in the following pages, shows a more in-depth analysis on how the 
respondents rated the different KPIs. Depending on the percentage of 
respondents who rated a KPI ‘not important’, ‘somewhat important’ or ‘very 
important’ a weighted rating of 1 (not important) through 5 (very important) was 
given to the overall importance of the KPI and each of the different Business 
Types. This five-point scale was chosen so that ratings in between the three 
ratings could be asserted. It could be considered as being the original 1-2-3 
rating with 1,5 and 2,5 to it; 1-2-3-4-5 now correspondents to 1-1,5-2-2,5-3. There 
are off course still ratings which fall in between one of the five. Those were given 
an asterisk (*) to indicate that the rating is a bit ambiguous. The same goes for 
ratings with very high variable or multimodal responses; those were given an 
asterisk as well. 
 

Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

Revenue 5 5 5 5 5 5 5 5 5 

With Revenue being rated ‘very important’ by over 90% of the respondents we can conclude it is an important KPI for 
almost everyone. 

Gross Profit 5 5 5 5 5 5 5 5 5 

Gross Profit seems to be rated ‘very important’ less within the marketing department then when considering other 
Business Types, but since only 9% rated it as ‘not important’ it should still be considered reasonably important. 

Value to Volume 
Ratio 4 4 3 4 5 4 3 4 4 

Value to Volume Ratio seems to be less important to B2B then B2C, as well as being less important to Service 
organizations than to Non-Service organizations. Overall it is somewhat above average important. 

Net Profit 4 4 5 5 5 4 5 5 5 

The importance of Net Profit is less distinct then that of e.g. Revenue, but none of the respondents rated it as being 
‘not important’. There are no obvious differences in importance among Business Types either. 

Return on Sales 4 4 4 4 5 4 4 4 5 

Only 5% of the respondents rated Return on Sales as being ‘not important’. It seems to be a little less important in 
B2B compared B2C, in O2O compared to O2M and Service compared to Non-Service. 

Return on Customer 4 4 4 4 5 4 4 4 5 

Return on Customer appears to be fairly important overall with only 10% rating it ‘not important’. It seems to be a little 
less important to B2B compared to B2C and Service compared to Non-Service. 
Marketing Cost 
per Unit 3 3 4 3 4 3 4 3 4 
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Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

The importance of Marketing Cost per Unit is somewhat ambiguous. Due to the low number of respondents and 
especially respondents in B2C, it is difficult to get a clear view on this KPI. It is an average important KPI overall and 
it appears to be some more important to Marketing, B2C and Non-Service. 

Program / 
Non-Program Ratio 3 3 3* 3 4 2 4 2 4 

The overall importance of Program / Non-Program Ratio is average. When we look at the departments however, it 
seems that Marketing rates this KPI more important then Sales. When Business Types are compared, it appears that 
B2C, O2M and Non-Service organizations rate Program / Non-Program a little more important than their 
counterparts. 

Market Growth 4 4 5 4 5 3 4 4 5 

Market Growth is an important KPI with only 7% of the respondents rating it ‘not important’. It appears that Sales 
rates this KPI somewhat less important than Marketing and a further analysis showed that differences in importance 
within Business Types were related to the respondent’s department. If this relation was just a coincidence, B2C, O2M 
and Non-Service rate Market Growth much more important than their counterparts. 
 

Market Share 4 4 4 4 5 3 4 4 5 

Market Share is a KPI with above average importance. It appears to be no difference in importance within 
departments, but there is a difference within Business Types; B2C, O2M and Non-Service rate this KPI more 
important than their counterpart. 

Market Share Index 4 4 4 3 5 3 4 3 4 

Market Share Index is rated like Market Share with roughly the same differences in Business Type. It’s overall 
importance and use is a little lower then Market Share. 

Net Sales 
Contribution 4 3 4 4 4 4 4 3 4 

Net Sales Contribution is a moderate important KPI. It appears to be somewhat more important to Marketing than 
Sales and somewhat more important to B2C and Non-Service than B2B and Service respectively. Due to the low 
response there is no clear difference between marketing strategies, even though it can be expected that Net Sales 
Contribution is more important in O2O than O2M. 

Market Demand 4 4 4 4 5 4 4 4 4 

Market Demand is an above average important KPI. It appears to be a bit more important in B2C and O2M, but again 
due to the low response this is ambiguous. There seems to be no real difference between Sales or Marketing, and 
Service or Non-Service 

Market Penetration 4 4 4 4 4 4 4 4 4 

Market Penetration is a moderate important KPI. It is remarkable to notice that in Marketing and O2M there where 
responses who rated the KPI as ‘not important’ while there were no such responses in Sales and O2O respectively. 
Due to the nature of the KPI one could expect this to be the opposite. 

Trial Rate 3 3 4 3 4 4 3 3 4 



 22 

Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

Trial rate is a moderate important KPI. It appears to be somewhat more important to Marketing, B2C, O2O and Non-
Service than Sales, B2B, O2M and Service respectively. 

Repeat Rate 4 4 5 4 4 4 4 4 4 

Repeat Rate is rated considerably important with only 7% of the respondents rating it ‘not important’. There is a clear 
difference between Sales and Marketing, with 91% of Marketing-respondents rating it ‘very important’. There are 
some differences between Business Types, but due to low response rate, implying any relation would be ambiguous. 

Churn Rate 4 4 4 4 4 4* 4 4 4 

Churn Rate is rated less important then Repeat Rate, but still moderately important. It is remarkable to see that its 
use is less common as well; 10% rated is ‘very important’ while not using it. 

Segment Contribution 4 4 3 4 4 3 4 4 4 

Segment Contribution is of moderate importance overall. The only clear difference is between B2B and B2C. 

Customer Profitability 4 4 4 4 4 4 4 4 4 

Customer Profitability is of above average importance. There appears to be a difference between O2O/O2M and 
Service/Non-Service; the latter both rate it a little higher. 

Share of Customer 4 4 3* 3 4 4 3 3 4 

Share of Customer is moderate important KPI. The difference within departments is somewhat visible, with 56% of 
Marketing-respondents rating it ‘not important’. Within Business Types there is some indication that B2C, O2O and 
Non-Service rate this KPI higher than their counterparts. 

Customer Acquisition 
Costs 4* 4 3* 3* 4 4 4* 4 2* 

Although the overall importance of Customer Acquisition Costs is moderate, the difference between departments is 
clear; Sales rates its importance higher then Marketing. The same goes for B2C, O2O and Service respectively. 

Cost per Lead 4 4 4 4 4 4 4 4 4* 

Cost per Lead is a moderate important KPI. It appears to be more important to Sales than to Marketing. On average 
there is no clear indication among Business Types. 

Customer Lifetime 
Value 4 4 4 4 4 4 4 4 4 

Customer Lifetime Value is moderately important overall, but appears to be more important to B2C, O2O and 
Service. Sales and Marketing rate it almost equally important. 

New Customer Gain 4 4 5 4 4 4 4 4 4 
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Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

New Customer Gain is above average importance with only 5% rating it ‘not important’. There is a clear difference 
between departments with 82% of Marketing rating it ‘very important’. The Business Types do not seem influence its 
importance. 

Customer Loss 4 4 4* 4 4 4 4 5 3 

Customer Loss is fairly important with only a 15% ‘not important’ rating. Sales seems to rate it a more important as 
well as Service, compared to Marketing and Non-Service respectively. When Customer Loss is compared to the 
related KPI Churn Rate, it shows the same rating, but it is more explicit then Churn Rate. 

Net Price 4 4 4 4 5 4 4 4 4 

Net Price appears to be an above average important KPI. There is a small indication that B2C rates it a little more 
important than B2B, but due to the low response this is unreliable. 

Share of Voice 2 2 3 2 4 2 2 2 3* 

The importance of Share of Voice is below average. It seems to be relevant only in B2C. It is remarkable that 56% of 
Marketing rates this KPI ‘not important’. Cross-referencing Marketing and B2C indicated that Share of Voice is more 
important there; 25% rated Share of Voice ‘not important’. But again due to the low number of respondents this 
cannot be justified. 

Advertising to Sales 
Ratio 3 2 3* 2 4 2 3 2 3* 

Advertising to Sales Ratio is a below average important KPI. It appears to be more important in B2C and Non-
Service, but this is ambiguous. 

Reach 3 3 3 3 4 3 4 3 4 

Reach is moderately important. Marketing, B2C, O2M and Non-Service rate Reach more important than their 
counterparts. Of the 25% respondents who rated it as ‘not important’, the majority worked in B2B which rates Reach 
less important. This relation however, is ambiguous due to the low number of response. 

Impressions 3 3 3* 3 4 2 3 3 3 

Impressions is rated average important. There is an indication that Marketing, B2C and O2M rate this KPI somewhat 
higher than their counterparts. 

Frequency 3 3 3* 3 4 3 4 3 3 

Frequency is rated a bit more important then Impressions. This is the same with respect to the relations with among 
Business Types. The difference in importance is a little more distinct. 

Gross Rating Points 2 2 2 2 3 2 2 2 2 

Gross Rating Points has a below average importance. Only in B2C it appears to have some relevance, especially 
when it was cross-referenced to O2M. 

Costs per Gross 
Rating Point 2 2 2 2 3 2 2 2 2 
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Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

The Costs per Gross Rating Point are slightly less important then (the amount of) Gross Rating Points itself. As with 
Gross Rating Points, the respondents who did not rate this KPI ‘not important’ were from B2C, O2M organizations. 

Sales Premiums 2 2 2 2 2 2 2 2 2 

Sales Premiums appears to have a low importance. There seems to be no clear difference within departments or 
Business Types. 

Baseline Sales 3 3 4 3 4* 3 4 3 4 

Baseline Sales is a moderate important KPI. It seems that B2C rates it more important than B2B. The difference is 
less clear for Marketing, O2M and Non-Service compared to Sales, O2O and Service respectively. 

Increased Sales 4 4 4 4 4* 3 4 3 4 

The importance of Increased Sales is very much like that of Baseline Sales, however, besides the overall importance 
being higher, the differences in importance among Business Types is more distinct. 

Promotion Profit 3* 4 3 3 4 2 4 3 4 

Promotion profit is of average importance. There is a good indication that B2C, O2M and Non-Service rate this KPI 
more important than their counterparts. There seems to be no clear indication that it is more important to Marketing 
than Sales, which is remarkable. Cross-referencing showed that the ‘not important’ ratings in Marketing respondents 
were also B2B. This might show a relation, but this would be ambiguous to claim due to the low number of 
respondents. 

Brand Equity 4 4 4* 4* 4 4 4* 4* 4 

Brand Equity is of above average importance. When cross-referencing, it seemed that the respondents in Marketing 
who rated Brand Equity ‘not important’, were all in O2M. This could indicate a relationship, but due to the low number 
of respondents, no assumptions should be made on any relationship between these organizational properties. 

Price Premium 3 3 2* 2 4 2 3 3 3 

The importance of Price Premium is slightly below average. There is an indication that B2C rates this KPI much more 
important than B2B. Also, Sales and O2M rate Price Premium somewhat more important than their counterparts. 

Recall 3 3 3 3 3 3 3 3 3* 

Recall appears to be a moderate important KPI. It seems to be only a little more important to Marketing than Sales, 
where a remarkable 56% in Marketing rates it ‘not important’. O2M and Service appear to rate it somewhat more 
important than O2O and Non-Service respectively. 

Recognition 4 3 4 3 4* 3 4 4 3* 

Recognition is moderately important. It seems to be a little more important to Marketing than Sales, but between 
Business Types the difference is less clear. B2C and Service do seem to rate Recognition higher than B2B and Non-
Service. 
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Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

Transaction per 
Customer 3 3 3 3 4 3 3 3 3* 

Transaction per Customer is of moderately important overall. There is a slight difference in importance between the 
departments and Business Types; Marketing, B2C and O2O appear to rate is more important. Within Product Types 
the average importance is almost equal, but the variance among responses is much bigger in Non-Service. 

Returns to Net Sales 3 3 3 3 4 2 3 3 4 

Returns to Net Sales is averagely important, but shows a very inconsistent importance distribution. Cross-referencing 
indicated that O2M in combination with B2C rated this KPI “very important’, while its importance to O2M in 
combination with B2B was evenly distributed. 

Inventory Turnover 3* 3* 3* 2* 4* 2* 3* 2 4* 

The importance of Inventory Turnover is average. There is an indication that it is very important in B2C. A remarkable 
result is that some respondents in Service rated this KPI ‘very important’; this is somewhat strange, since Service 
organizations should care about inventory in theory. Cross-referencing showed that the Service respondents who did, 
all came from a O2M organization. 

Percent Inventory 
Carrying Costs 2 2 2 2 3 3 3 2 3 

Percent Inventory Carrying Costs has a below average importance. The use of this KPI is also low, with only 10% 
using it very much. It seems to be a little more important to Sales, B2C, O2O and Non-Service. As with Inventory 
Turnover, there are respondents from Service who rate this KPI ‘very important’ 

Sales per Square 
Foot 2 2 2* 2 3* 2 2 2 2* 

Sales per Square Foot has a low importance. Cross-referencing did show that B2C combined with O2M and Non-
Service rate Sales per Square Foot ‘very important’; this is what could be expected of this KPI. 

Sales per Employee 3 3 3 3 4 3 3 4 2* 

Sales per Employee is of moderate importance. It seems to be more important to Sales, B2C, O2M and Service. 

Average Transaction 
Size 4 4 4 4 3 4 3 4 4 

Average Transaction size is above average importance. When the responses where cross-referenced it appeared 
that B2C combined with O2M and Non-Service rated this KPI more important. 

Retailer’s Margin 
Percentage 2* 2* 2* 2 4 1 3* 2* 2* 

Retailer’s Margin Percentage has a below average importance. It appears to become more important in Sales and 
B2C, especially when combined with O2M and Non-Service organizations. 

Markdown 2* 2 3* 2* 4 2 3* 2 3 
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Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

Markdown has a below average importance. Only in B2C its importance appears to be a higher. This is also true to a 
lesser extent for O2M and Non-Service. Within departments the importance is distributed with a very high variance. 

Markdown Goods 
Percentage 2 2 2* 2 4 2 2* 2* 2 

Markdown Goods Percentage has a low importance. The somewhat higher importance in B2C is less visible than it 
was for Markdown. Importance to Non-Service is also lower, while O2M now rates Markdown Goods Percentage 
clearly more important than O2O. 

Percent Utilization of 
Discounts 3 3 4 2 4 2 4* 2* 4 

The overall importance of Percent Utilization of Discounts is average. There is however an indication that is more 
important in B2C combined with O2M and Non-Service organizations. Marketing rates this KPI somewhat higher than 
Sales. 

Sales Force Salary 3 4 3 3 3 3* 3 3 3 

Sales Force Salary is moderately important. There is a small difference in importance between Sales and Marketing, 
but no clear difference within Business Types. 

Sales Performance 
Quota 4 4 4 4 4 4 4 4 4* 

Sales Performance Quota is above average importance. There is fairly clear difference in importance between O2O 
and O2M. 

Average Sales per 
Call 3 4 2 3 2 3 3 3 2* 

Average Sales per Call is moderately important. Sales rates this more Important than Marketing. B2B and Service 
rate Average Sales per Call a little higher than their counterparts. 

Close Rate 4 4 3 4 3* 4 4* 4 4* 

Close Rate is overall an important KPI. It is a very important Sales KPI, especially in B2B and Service. There is not 
much difference in importance between O2O and O2M. 

Costs per Call 3 3 3 3 3* 3 3 3 3 

Costs per Call is a moderately important KPI. Distinct differences in importance could not be found due to the low 
number of response. 

Sales Productivity 4 4* 4 4* 4 4 4* 4 4 

Sales Productivity is an important KPI. It is more important to Sales than to Marketing, which was to be expected. 
There is a high variance in the responses, so any clear and unambiguous relation could not be found within Business 
Types. 
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Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

Sales Value Variance 4 4 3 4 4 4 4 4 4 

Sales Value Variance is somewhat above average of importance. It seems Sales and Service rate this KPI a little 
higher than their counterparts. 

Sales Price Variance 4 4 3 4 4 4 4* 4 4 

Sales Price Variance is of average importance. There seems to be a small difference between Sales and Marketing 
and a bigger difference between O2O and O2M. 

Sales Volume 
Variance 4* 4 3 4* 4 4 4* 4 4* 

Sales Volume Variance is overall a little above average importance. The differences between Sales and Marketing 
are similar to those in Sales Value Variance, but the difference between Service and Non-Service has almost 
disappeared. There is also a new difference between O2O and O2M. 

Product Returns 3 3 2* 3 4 4 3 3* 3* 

Product Returns has average importance. There are some differences between department and Business Types, but 
due to the high variance in responses and the low number of response any relationship would be ambiguous. 

Product Complaints 4* 4* 4* 3 5 4* 4 4* 4 

Product Complaints is a moderate important KPI. It appears to be very important in B2C; other relationships are not 
distinct enough. 

Delivery Complaints 4 4 4* 3 5 4 4* 4* 4 

Delivery Complaints is a moderate important. Compared to Product Complaints, the high importance to O2O is 
remarkable. It also seems that Marketing rates Delivery Complaints somewhat higher compared to Product 
Complaints. B2C rates this KPI important as well. 

Sales Complaints 4 4 4 4 5 4* 4 4 4 

Sales Complaints is moderately important. It is more important to Sales and B2C compared to Marketing and B2B. 
Other relationships are less distinct. 

Off Time Deliveries 3* 3* 2 3* 4 3* 3* 3* 3* 

Off Time Deliveries is moderately important. Relationships are not very clear and would be ambiguous to declare. 

Faulty Deliveries 4 4 4* 3* 4 4* 4* 3* 4 

Faulty Deliveries had is rated moderate important, but the differences and relationships are very unclear. Cross-
referencing did not clarify the results either. 

Awareness 4 4 4 4 4 4* 4 4 4 
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Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

Awareness has a slightly above average importance. It appears to be more important to Marketing as well as the 
Business Types B2C, O2M and Non-Service. 

Price Elasticity 4 3 4 3 4 4 4* 3 4 

Price Elasticity is somewhat above average important. Marketing rates it more important than Sales and respondents 
in Business Types B2C, O2O and Non-Service rated it higher swell. 

Complaint Resolve al 
Time 4 4 4* 4* 4 4 3 4 4* 

Complaint Resolval Time is an average important KPI. The responses have a high variance, but it is fairly clear that 
O2O rates this KPI highly important. 

Net Promoter Score 2* 3* 2* 3 2* 4 2 2 3 

Net Promoter Score is moderate important. The only distinct difference is between O2O and O2M. Within other 
Business Types and departments, there is no clear difference in importance. 

Quotation Speed 3* 4 3 3* 4 4 3 3 4 

Quotation Speed has a more than average importance. The differences between department and Business Types 
are unclear. 

Cannibalization 4* 3* 4 3 4 2* 4* 2 4 

Cannibalization is more then average important. There appears to be a difference within departments; Marketing 
rates it more important than Sales. Also B2C, O2M and Non-Service rate is more important than their counterparts. 

Target Market Fit 3 3 3 3 3* 3 3 3 3 

Target Market Fit is moderately important. Its importance is evenly distributed in every organizational property. 

Adjusted Trial Rate 2 2 3* 2 4 2 2 2* 2* 

Adjusted Trial Rate’s importance is below average. It only seems to be somewhat important in B2C. 

Cost per Click 2 2 3 2 4 2 2* 2 3* 

Cost per Click is below average important. It is a little more important in Marketing than Sales and in B2C, O2M and 
Non-Service compared to B2B, O2O and Service. 

Cost per Order 3 3 2* 2* 4 2* 3* 2* 4* 

Cost per Order is of moderate importance. It seems to be a little more important to Sales than to Marketing. B2C, 
O2M and Non-Service seem to rate this KPI more important than their counterparts. 

Cost per Impression 2 2 2* 2 4 2 2* 2 3 
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Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

Cost per Impression is below average important. Marketing rates it a little higher than its counterpart; the same is true 
for B2C, O2M and Non-Service. 

Click Through Rate 3* 3 4 3 4 4* 4 3 4 

Click Through Rate is moderate important. While cross-referencing, there were some indications found about 
differences in importance, but due to the low number of response they are ambiguous. 

Page Views 4* 3 4 3 4 4 3 3 4 

Page Views are of average importance. They seem to be somewhat more important to Marketing than to Sales. 
When looking at the Business Types it seems B2C, O2O and Non-Service favor Page Views more then their 
counterparts. 

Percent Good Value 2 2 2* 2* 3 2* 2* 2* 2* 

Percent Good Value has a below average importance. It seems to have some importance only in B2C. Cross-
referencing did not show any other clear relations. 

Reservation Price 2* 2* 2 2* 3 2* 2 2* 2 

Reservation Price has a lower then average importance. Only in B2C it appeared to have some more importance. 

Average Order 
Turnover 2* 2* 3* 2* 3 2 3* 2 3 

Average order Turnover has an average importance. B2C does rate it more important, as well do O2M and Non-
Service to a lesser extent. 

Share of Shelf 2 2 3* 2 4 2* 2 2 3* 

Share of Shelf’s importance is below average. It appears to be only somewhat important to Marketing, B2C, O2M 
and Non-Service. 

Facings 2 2 2 2 3 2 2 2 2* 

Facings has a below average importance. It does appear to have some value to Marketing, B2C, O2M and Non-
Service. 

Category Perform 
Ratio 2 2 3* 2 3* 2 3* 2 3 

Category Perform Ratio has an average importance. It appears to have some more value to Marketing, B2C and 
Non-Service than their counterparts. Marketing strategy does not seem to influence the importance when cross-
referencing. 

Product Category 
Volume 3* 2 3* 2 3* 2 3* 2 3 
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Importance 
KPI 

Overall Sales Marketing B2B B2C O2O O2M Service Non-
Service 

Product Category Volume has an average importance. It appears to have some value to Marketing, B2C, O2M and 
Non-Service. 

All Commodity Value 2 2 2* 2 3* 2 2* 2 2* 

All Commodity Value is somewhat less important than Product Category Volume. Marketing, B2C, O2M and Non-
Service still rate it a little more important than their counterparts, but the differences in importance are less distinct. 

Numeric Distribution 3* 2 3 2 4 2 3* 2 3 

Numeric Distribution is of moderate importance. Marketing, B2C and Non-Service appear to rate it somewhat more 
important than Sales, B2B and Service respectively. 

Table 6: Preliminary survey KPI rating results 
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3 Survey 
In this chapter we will try to get a better insight into KPI use from the end-user’s 
point of view. 
 
This will be done in two parts. The first part is to create a second online web-
survey, which will be posted on several websites used by Sales & Marketing 
professionals. This survey is similar to the preliminary survey from Chapter 2; it 
asks respondents to rate different KPIs, with respect to their own Functional Role 
and the Business Type of the organization they work in. With the results of this 
web-survey, the model in Chapter 2 can be ‘filled’ with the relations between KPI, 
Business Type and Functional Role. 
 
The second part is to do a current-best-practice analysis of Sales and Marketing 
Dashboard design. By examining different Dashboards specifically for Sales and 
Marketing, we will try to find out if there are any design-specific differences rather 
than differences in KPIs.  
 

3.1 Main web-survey 
In Chapter 2 the reference model with its properties and Metamodel was 
proposed. Before it can be used to create the Business Templates, the model 
database it needs to be filled. 
 
As said earlier, we choose to use surveys to do this. With the experience and 
results from the preliminary survey from Section 2.3, a web-survey was made. In 
this survey respondents were asked again to rate certain KPIs, but now from the 
point of view of their Functional Role rather than their department.  
 
Since the number of people who viewed and/or started the preliminary survey 
was decent, the distribution of the main survey was done in the same way.  

3.1.1 Main Survey KPI Groups 
The big problem with the preliminary survey was the completion rate (only 25%) 
which was most likely due to the length of the survey. To counter the problem of 
every respondent having to rate every KPI, the KPIs were now grouped based on 
the results from the preliminary survey. This creates a new problem because 
there could be KPIs that were incorrectly left out of a certain group and could still 
be useful to a certain role. This problem is however less important then the 
completion rate and can be partially avoided by asking respondents if there were 
any KPIs they would like to add after they are done rating the KPIs. 
 
Besides the obvious grouping based on Business Types, KPIs are also role-
specific. While it is the very goal of this assignment to create role-specific KPI 
groups, we might be able to make an initial group for some roles. 
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Though there could be more, we choose to make two role-specific groups; one 
group only for customer service representatives and one group for managerial 
roles. 
As after-sales and customer care employees, customer service representatives’ 
tasks and responsibilities are the most distinctive and have the least overlap. 
The managerial roles group consists of all manager roles from Section 2.2.4, 
except for the account manager, which is not on the same hierarchy level as the 
other manager roles.  
 
It was attempted to create the following groups of KPIs: 

- A group with KPIs that will be rated by all respondents, independent of 
their Functional Role and Business Type 

- Six groups of KPIs that are specific to each Business Type: B2B, B2C, 
O2O, O2M, Service, Non-Service. 

- A group specific for customer service representatives. 
- A group for managerial roles. 

 
When the groups above were made, it became clear that not all groups based on 
a certain Business Type have specific KPIs. We choose to differentiate only three 
Business Type specific KPI groups: O2O, O2M and Non-Service; all other KPIs 
were found useful to all Business Types or only to specific Functional Roles. 
 
This grouping is in very big contrast with Section 2.3.1. In this section it is stated 
that, based on comments from respondents, there should be a differentiation 
between B2B and B2C. 
However, this can be explained by the fact that the KPIs that were considered 
B2C were regarded so only in combination with an O2M perspective. The KPIs in 
this thesis that can be considered B2C-only can also be considered O2M-only, 
but the reverse is not true. Therefore we find it wiser to group them as O2M 
instead of B2C. 
 
The following groups of KPIs remained: 
 
KPIs important to respondents from all groups: 

- Revenue 
- Market Share 
- Customer Profitability 
- Reach 
- Awareness 
- Gross Profit 
- Market Share Index 
- Share of Customer 
- Baseline Sales 
- Adjusted Trial Rate 
- Net Profit 
- Net Sales Contribution 
- Customer Acquisition Costs 
- Incremental Sales 
- Target Market Fit 
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- Market Demand 
- Market Penetration 
- Cost per Lead 
- Promotion Profit 
- Quotation Speed 
- Return on Sales 
- Trial Rate 
- Customer Lifetime Value 
- Recognition 
- Price Elasticity 
- Return on Customer 
- Repeat (Retention) Rate 
- New Customer Gain 
- Transaction per Customer 
- Pageviews 
- Marketing Cost per Unit 
- Churn Rate 
- Customer Losses 
- Average Transaction Size 
- Clickthrough Rate 
- Market Growth 
- Segment Contribution (Profitability) 
- Net Price 
- Product Complaints 
- Net Promoter Score 

 
KPIs specific for One-to-One 

- Average Sales per Call 
- Close Ratio 
- Cost per Call 

 
KPIs specific for One-to-Many: 

- Share of Voice 
- Recall 
- Markdown Goods Percentage 
- Category Perform Ratio 
- Advertising to Sales Ratio 
- Gross Rating Points 
- Percent Utilization of Discounts 
- Reservation Price 
- Impressions 
- Sales per Square Foot 
- Cannibalization 
- Percent Good Value 
- Frequency 
- Retailer's Margin Percentage 
- Product Category Volume 
- (Weighted) Numeric Distribution 
- Price Premium 
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- Markdown 
- All Commodity Value  

 
KPIs specific for Non-Service: 

- Inventory Turnover 
- Percent Inventory Carrying Costs 
- Facings 
- Share of Shelf 

 
KPIs specific for customer service representatives: 

- Returns to Net Sales 
- Product Complaints 
- Sales Complaints 
- Faulty Deliveries 
- Product Returns 
- Delivery Complaints 
- Off-time Deliveries 
- Complaint Resolval Time 
 

KPIs specific for managerial roles: 
- Value to Volume Ratio 
- Sales Force Salary 
- Sales Volume Variance 
- Cost per Impression 
- Program / Non-Program Ratio 
- Sales Productivity 
- Product Returns 
- Cost per Click 
- Brand Equity 
- Sales Value Variance 
- Returns to Net Sales 
- Cost per Order 
- Sales/Profits per Employee 
- Sales Price Variance 
- Average Order Turnover 
- Cost per (Gross Rating) Point 

 
Furthermore, it was decided to remove the KPIs ‘Sales Premiums’ and ‘Sales 
Performance Quota’; Sales Premiums was rated not important, Sales 
Performance Quota is covered by the combination of Sales Productivity, Sales 
Value Variance, Sales Price Variance and Sales Volume Variance. 
 
With these groups we can create the main survey. A basic outline of the survey is 
given in the figure below. 
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Figure 3: A schematic overview of the main survey outline 

 

3.1.2 Main Survey Results 
The results of the main survey will be analyzed differently than the preliminary 
survey was analyzed. Due to the low number of respondents there is not enough 
data to derive clear differences in importance between different Business Types, 
so the importance of each KPI will be shown with respect to each Functional 
Role.  
 
But first we take a look at the respondent distribution: 
Account 
manager 

Brand 
Manager 

Marketer Marketing 
manager 

Product 
manager 

Sales 
manager 

Sales 
repre-

sentative 

Sales 
Support 
repre- 

sentative 

Trade 
marketer 

Customer 
service 
repre-

sentative 

3 1 2 6 1 9 3 1 4 0 
Table 7: Main survey respondent distribution 

Again it is clear that the number of respondents was too low to give convincing 
representative results. 
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Since the ‘Sales support representative’ and the ‘Sales representative’ have 
overlapping tasks and responsibilities, we decided to merge them to still use the 
survey results of the sales support representative respondent. 
 
Unfortunately only one respondent each indicated they were either a brand 
manager or a sales manager. Since this means the results of the respondent’s 
respective Business Type cannot be compared to other respondent’s Business 
Types with the same Functional Role, these results unfortunately will be removed 
from some part of the analyses. 
 
Only half of the results of the Product manager got recorded; with only half of the 
KPIs rated by this respondent, we cannot compare the respondent’s importance 
rating to all KPIs and thus we unfortunately have to omit this response. 
 
There were no respondents who indicated they were Customer service 
representatives, so this group will have no results as well. 
 
In Table 7 given below the results of the main survey are given; all KPIs are listed 
with their respected ratings per Functional Role. In an effort to keep pages to a 
minimum, empty rows (e.g. no respondent rated a certain KPI as ‘unimportant’) 
have been removed. 
 
Further analyses of the results shown in Table 7 will be done in Chapter 4. 
 
 

KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Neutral - - - - - - 2 
Somewhat 
Important - - - - 1 - 2 Revenue 

Important 3 1 2 6 8 4 - 
Somewhat 

Unimportant - - - 1 - - - 

Neutral - - - 1 1 - 2 
Somewhat 
Important - 1 1 1 3 - 1 

Gross Profit 

Important 3 - 1 3 5 4 1 
Neutral - - - - - - 1 

Somewhat 
Important 1 - - 2 - 1 - Net Profit 

Important 2 1 2 4 9 3 3 
Neutral 1 - - 1 - - 1 

Somewhat 
Important - - 1 2 4 2 2 Return on 

Sales 
Important 2 1 1 3 5 2 1 
Neutral - - - 1 1 1 2 

Somewhat 
Important 1 - 1 3 3 1 - Return on 

Customer 
Important 2 1 1 2 5 2 2 

Marketing Cost Unimportant - - - 1 - - - 
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KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Neutral - - 1 1 5 2 1 
Somewhat 
Important 3 - - 2 2 1 3 

per Unit 

Important - 1 1 2 2 1 - 
Neutral - - - 1 2 2 1 

Somewhat 
Important 2 - 1 2 5 1 2 Market 

Demand 
Important 1 1 1 3 2 1 1 
Neutral - - - - 1 2 - 

Somewhat 
Important 2 - - 4 5 1 - Market Growth 

Important 1 1 2 2 3 1 4 
Neutral - - - - 1 1 - 

Somewhat 
Important 1 - - 3 2 1 - Market Share 

Important 2 1 2 2 6 2 4 
Somewhat 

Unimportant - - - - 1 - - 

Neutral - - - 2 1 2 - 
Somewhat 
Important 2 1 - 4 1 1 1 

Market Share 
Index 

Important 1 - 2 - 6 1 3 
Neutral 1 - 1 1 - 4 2 

Somewhat 
Important - 1 - 2 3 - 1 

Net Sales 
Contribution 

Important 2 - 1 3 5 - 1 
Somewhat 

Unimportant - - - 1 - - - 

Neutral - - 1 1 1 1 - 
Somewhat 
Important 2 - 1 2 5 1 1 

Market 
Penetration 

Important 1 1 - 2 3 2 3 
Unimportant - - - - - 1 - 
Somewhat 

Unimportant - - 1 1 - - - 

Neutral 2 - 1 3 5 1 - 
Somewhat 
Important - 1 - 2 3 - - 

Trial Rate 

Important 1 - - - 1 2 4 
Somewhat 

Unimportant - - - 1 - - - 

Neutral 1 - 2 1 1 1 - 
Somewhat 
Important 1 - - 1 4 2 1 

Repeat Rate 

Important 1 1 - 3 4 1 3 
Unimportant - - - - 1 - - 
Somewhat 

Unimportant - 1 1 1 1 - - 

Neutral - - 1 2 5 3 4 

Churn Rate 

Somewhat 
Important 2 - - 1 - 1 - 
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KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Important 1 - - 2 2 - - 
Somewhat 

Unimportant - - - - 1 - - 

Neutral - - 1 2 4 2 - 
Somewhat 
Important 2 1 1 4 2 2 2 

Segment 
Contribution 

Important 1 - - - 2 - 2 

Neutral - - - 1 2 2 1 

Somewhat 
Important - - 1 1 2 2 2 

Customer 
Profitability 

Important 3 1 1 4 5 - 1 
Somewhat 

Unimportant - - - - 1 - - 

Neutral - - 2 3 2 2 1 
Somewhat 
Important 1 - - 2 3 2 3 

Share of 
Customer 

Important 2 1 - 1 3 - - 

Neutral - - 1 2 2 2 3 

Somewhat 
Important 1 - 1 2 4 2 1 

Customer 
Acquisition 

Costs 
Important 2 1 - 2 3 - - 

Unimportant 1 - - 1 - - 1 
Somewhat 

Unimportant 1 - - 1 - - - 

Neutral - - 1 - 4 3 2 
Somewhat 
Important 1 - - 2 2 - 1 

Cost per Lead 

Important - 1 1 2 3 1 - 
Unimportant - - - - - - 1 

Neutral - - 1 2 2 3 2 
Somewhat 
Important 1 - 1 - 4 - 1 

Customer 
Lifetime Value 

Important 2 1 - 4 3 1 - 
Somewhat 

Unimportant - - - - 1 - - 

Neutral 1 - 1 2 - 2 3 
Somewhat 
Important 2 - - 1 5 1 1 

New Customer 
Gain 

Important - 1 1 3 3 1 - 
Somewhat 

Unimportant - - - - - - - 

Neutral - - 1 1 - 3 3 
Somewhat 
Important 2 - - - 6 - 1 

Customer 
Losses 

Important 1 1 1 5 2 1 - 
Somewhat 

Unimportant - - - 1 1 - - Net Price 

Neutral 1 - - 1 2 1 - 
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KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Somewhat 
Important 1 - 1 3 5 3 3 

Important 1 1 1 1 - - 1 
Unimportant - - - 1 - - - 
Somewhat 

Unimportant - - - - 1 - - 

Neutral 1 - 1 2 4 3 2 
Somewhat 
Important 2 1 1 2 - - 1 

Reach 

Important - - - - 3 1 - 
Unimportant - - - 2 - - - 
Somewhat 

Unimportant - - - - 1 - - 

Neutral 2 1 2 2 1 2 - 
Somewhat 
Important 1 - - 1 5 1 1 

Baseline Sales 

Important - - - 1 1 1 3 
Unimportant - - - 2 - - - 
Somewhat 

Unimportant - - - - - 1 - 

Neutral 1 1 1 1 1 1 - 
Somewhat 
Important 1 - - 2 4 - - 

Incremental 
Sales 

Important 1 - 1 1 3 2 4 
Unimportant - - - 1 - - - 
Somewhat 

Unimportant - - - 1 1 1 - 

Neutral 1 - - 1 2 2 2 
Somewhat 
Important 2 1 1 2 5 - - 

Promotion 
Profit 

Important - - 1 1 - 1 2 
Somewhat 

Unimportant - - - - - 1 - 

Neutral 1 - 1 2 3 - 2 
Somewhat 
Important 2 - - 4 3 2 1 

Recognition 

Important - 1 1 - 2 1 1 
Somewhat 

Unimportant - - - - 1 - - 

Neutral 1 - - 4 4 2 2 
Somewhat 
Important 1 - 1 1 2 1 2 

Transaction per 
Customer 

Important 1 1 1 1 1 1 - 
Unimportant 1 1 - 1 - - - 
Somewhat 

Unimportant - - 1 - 1 1 1 

Neutral 1 - - 1 3 1 2 
Somewhat 
Important - - - 3 2 2 1 

Average 
Transaction 

Size 

Important 1 - 1 1 3 - - 
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KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Somewhat 
Unimportant - - 1 - 1 - - 

Neutral 1 - - 1 1 - 1 
Somewhat 
Important 1 - - 2 4 3 2 

Product 
Complaints 

Important 1 1 1 3 3 1 1 
Unimportant - - - - 1 - - 
Somewhat 

Unimportant - - - - - - - 

Neutral 1 - 1 3 1 3 - 
Somewhat 
Important 1 - 1 - 5 1 2 

Awareness 

Important 1 1 - 3 2 - 2 
Unimportant - - - - 1 - 1 
Somewhat 

Unimportant - - 1 1 1 1 - 

Neutral 1 1 1 4 6 3 1 
Somewhat 
Important 1 - - 1 1 - 1 

Adjusted Trial 
Rate 

Important 1 - - - - - - 
Unimportant - - - 1 - - - 
Somewhat 

Unimportant - - 1 1 - - - 

Neutral - - 1 3 5 3 3 
Somewhat 
Important 1 - - - 1 1 1 

Target Market 
Fit 

Important 2 1 - 1 3 - - 
Unimportant - - - 1 - - 1 
Somewhat 

Unimportant - - - 1 1 1 - 

Neutral - - 2 3 5 2 3 
Somewhat 
Important 2 - - - - 1 - 

Quotation 
Speed 

Important 1 1 - 1 3 - - 
Unimportant - - - 1 1 - - 
Somewhat 

Unimportant - - - 1 1 1 - 

Neutral 1 - 1 1 6 2 3 
Somewhat 
Important 2 1 1 1 1 1 - 

Net Promoter 
Score 

Important - - - 2 - - 1 
Unimportant - - - - 1 - - 
Somewhat 

Unimportant 1 - - 1 - 1 - 

Neutral 1 - 1 2 8 - - 
Somewhat 
Important 1 1 - 3 - 2 3 

Price Elasticity 

Important - - 1 - - - 1 
Unimportant - 1 - 2 2 - 1 Pageviews 
Somewhat 

Unimportant - - - 2 1 2 - 
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KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Neutral 2 - 1 2 5 1 3 
Somewhat 
Important 1 - 1 - - 1 - 

Important - - - - 1 - - 
Unimportant 1 1 - 2 2 - 1 
Somewhat 

Unimportant - - - 2 1 1 - 

Neutral - - 1 - 4 2 2 
Somewhat 
Important 2 - 1 2 - 1 1 

Clickthrough 
Rate 

Important - - - - 2 - - 
Unimportant 1 - - 1 1 - 1 
Somewhat 

Unimportant - - - - 1 - - 

Somewhat 
Important - 1 - 1 - 1 - 

Average Sales 
per Call 

Important - - - 1 1 - - 
Unimportant 1 - - 1 1 - - 

Neutral - - - 2 - - 1 
Somewhat 
Important - 1 - - - 1 - Close Ratio 

Important - - - - 2 - - 
Unimportant 1 - - - 1 - - 
Somewhat 

Unimportant - - - 1 1 - - 

Neutral - - - 1 - - 1 Cost per Call 

Somewhat 
Important - 1 - 1 1 1 - 

Unimportant - - - - 1 - 1 
Somewhat 

Unimportant - - - 1 1 2 1 

Neutral 1 - 2 1 3 - - 
Somewhat 
Important 1 - - - 1 1 - 

Share of Voice 

Important - - - 1 - - 1 

Unimportant - - - - 1 - 2 

Somewhat 
Unimportant - - - 2 1 - 1 

Neutral - - 2 1 2 2 - 
Somewhat 
Important 2 - - - 1 - - 

Advertising to 
Sales Ratio 

Important - - - - 1 1 - 
Unimportant - - - - - - 1 
Somewhat 

Unimportant - - - 2 1 1 - 

Neutral - - 2 - 1 - 2 
Somewhat 
Important 2 - - 1 4 1 - 

Impressions 

Important - - - - - 1 - 
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KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Somewhat 
Unimportant - - - 1 1 1 - 

Neutral - - 1 1 3 - 1 
Somewhat 
Important 2 - - 1 1 1 - 

Frequency 

Important - - 1 - 1 1 1 
Somewhat 

Unimportant - - - 1 1 1 1 

Neutral 1 - 1 2 3 1 1 
Somewhat 
Important 1 - - - 2 1 - 

Gross Rating 
Points 

Important - - 1 - - - 1 
Somewhat 

Unimportant - - - 1 1 - - 

Neutral 1 - 1 - 1 - 2 
Somewhat 
Important 1 - - 2 4 3 - 

Price Premium 

Important - - 1 - - - 1 
Unimportant - - - 1 - - - 
Somewhat 

Unimportant - - - - 1 - - 

Neutral 1 - 1 - - 2 1 
Somewhat 
Important - - - 1 4 1 2 

Recall 

Important 1 - 1 1 1 - - 

Unimportant 1 - - 1 3 - 2 

Somewhat 
Unimportant - - - - 1 - - 

Neutral 1 - 2 - - 1 - 
Somewhat 
Important - - - - 2 2 1 

Sales per 
Square Foot 

Important - - - 2 - - - 

Unimportant 1 - - 1 2 - - 

Somewhat 
Unimportant 1 - 1 - - 1 1 

Neutral - - - - 2 - - 
Somewhat 
Important - - - 1 1 2 1 

Retailer's 
Margin 

Percentage 

Important - - 1 1 1 - 1 
Unimportant - - - 1 2 - - 
Somewhat 

Unimportant - - - 1 2 3 1 

Neutral 1 - 2 - 1 - 2 Markdown 

Somewhat 
Important 1 - - 1 1 - - 

Unimportant - - - 1 2 - - Markdown 
Goods 

Percentage Somewhat 
Unimportant 1 - - - 2 3 1 
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KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Neutral - - 2 1 1 - 2 
Somewhat 
Important 1 - - 1 - - - 

Important - - - - 1 - - 

Unimportant - - - 1 1 1 1 

Somewhat 
Unimportant - - - 1 1 1 1 

Neutral 1 - 1 - 2 1 - 
Somewhat 
Important 1 - - 1 2 - 1 

Percent 
Utilization of 
Discounts 

Important - - 1 - - - - 
Unimportant - - - - 1 - - 
Somewhat 

Unimportant 1 - - 1 - - - 

Neutral - - 1 - 2 - 1 
Somewhat 
Important - - - 1 2 3 2 

Cannibalization 

Important - - - 1 1 - - 
Somewhat 

Unimportant 1 - - - - - - 

Neutral - - 1 1 3 1 1 
Somewhat 
Important 1 - - 1 3 2 - 

Product 
Category 
Volume 

Important - - 1 - - - 2 

Unimportant - - - 1 - 1 - 

Somewhat 
Unimportant 1 - - 1 1 - - 

Neutral - - 1 1 2 1 - 
Somewhat 
Important - - - - 2 - - 

(Weighted) 
Numeric 

Distribution 

Important 1 - 1 - 1 1 3 
Unimportant - - - 1 1 - 1 
Somewhat 

Unimportant - - - - 1 - - 

Neutral - - 1 1 4 1 - 
Somewhat 
Important 2 - - - - 2 - 

All Commodity 
Value 

Important - - 1 1 - - 2 

Unimportant - - - 1 - 1 1 

Somewhat 
Unimportant - - - - 1 - - 

Neutral 1 - 1 1 3 1 - 
Somewhat 
Important 1 - - - 1 1 1 

Category 
Perform Ratio 

Important - - 1 1 1 - 1 
Unimportant - - - 1 1 1 2 Reservation 

Price Somewhat 
Unimportant 1 - - - 1 - - 
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KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Neutral - - 1 2 4 2 1 
Somewhat 
Important 1 - - - - - - 

Important - - 1 - - - - 
Unimportant - - - 1 1 - 2 
Somewhat 

Unimportant - - - - 1 1 - 

Neutral - - 2 2 4 - 1 
Somewhat 
Important 2 - - - - 1 - 

Percent Good 
Value 

Important - - - - - 1 - 
Unimportant 1 - - 2 1 - - 
Somewhat 

Unimportant - - - - 1 - - 

Neutral - - - 1 1 - - 
Somewhat 
Important - 1 - - 1 1 - 

Facings 

Important - - 1 - 2 - 4 
Unimportant 1 - - 2 2 - - 
Somewhat 

Unimportant - 1 - - 1 - - 

Neutral - - - 1 1 - - 
Somewhat 
Important - - - - 2 1 1 

Share of Shelf 

Important - - 1 - - - 3 
Unimportant - - - 1 2 - - 
Somewhat 

Unimportant - - - - 1 - - 

Neutral - - - 1 - - 2 
Somewhat 
Important - 1 - - 2 1 2 

Inventory 
Turnover 

Important 1 - 1 1 1 - - 

Unimportant - - - 1 3 - - 

Neutral - 1 - 1 1 1 4 
Somewhat 
Important - - - 1 1 - - 

Percent 
Inventory 

Carrying Costs 

Important 1 - 1 - 1 - - 

Unimportant - - - 1 1 - - 

Somewhat 
Unimportant - - - 2 1 - - 

Neutral - 1 - 1 4 - - 
Somewhat 
Important - - - 1 1 - - 

Value to 
Volume Ratio 

Important - - - - 1 - - 

Unimportant - 1 - 2 - - - 

Somewhat 
Unimportant - - - 2 3 - - 

Program / Non-
Program Ratio 

Neutral - - - - 4 - - 
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KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Somewhat 
Important - - - - 2 - - 

Important - - - 1 - - - 

Unimportant - 1 - 3 1 - - 

Somewhat 
Unimportant - - - 2 2 - - 

Neutral - - - - 5 - - 

Cost per Gross 
Rating Point 

Somewhat 
Important - - - 1 1 - - 

Somewhat 
Unimportant - - - 1 - - - 

Neutral - - - 1 1 - - 
Somewhat 
Important - - - 2 5 - - 

Brand Equity 

Important - 1 - 2 2 - - 
Somewhat 

Unimportant - - - 1 1 - - 

Somewhat 
Important - 1 - 3 5 - - 

Returns to Net 
Sales 

Important - - - 2 3 - - 
Somewhat 

Unimportant - 1 - 1 - - - 

Neutral - - - - 1 - - 
Somewhat 
Important - - - 2 4 - - 

Sales / Profits 
per Employee 

Important - - - 3 4 - - 
Unimportant - - - 1 - - - 
Somewhat 

Unimportant - 1 - - - - - 

Neutral - - - 1 - - - 
Somewhat 
Important - - - 2 5 - - 

Sales Force 
Salary 

Important - - - 2 4 - - 
Somewhat 

Unimportant - - - 1 - - - 

Somewhat 
Important - 1 - 1 3 - - 

Sales 
Productivity 

Important - - - 4 6 - - 

Unimportant - 1 - 3 1 - - 

Somewhat 
Unimportant - - - - 1 - - 

Neutral - - - - 3 - - 
Somewhat 
Important - - - 2 4 - - 

Sales Value 
Variance 

Important - - - 1 - - - 
Unimportant - 1 - 2 1 - - 
Somewhat 

Unimportant - - - - - - - 

Sales Price 
Variance 

Neutral - - - - 3 - - 
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KPI 
 
 

Importance Account 
manager 

Brand 
manager Marketer Marketing 

manager 
Sales 

manager 
Sales 

represen-
tative 

Trade 
marketer 

Somewhat 
Important - - - 3 5 - - 

Unimportant - 1 - 2 1 - - 

Somewhat 
Unimportant - - - - - - - 

Neutral - - - - 3 - - 
Somewhat 
Important - - - 3 4 - - 

Sales Volume 
Variance 

Important - - - - 1 - - 
Unimportant - - - - 1 - - 
Somewhat 

Unimportant - - - 1 1 - - 

Neutral - - - 1 1 - - 
Somewhat 
Important - 1 - 1 6 - - 

Product 
Returns 

Important - - - 2 - - - 

Unimportant - - - 1 2 - - 

Somewhat 
Unimportant - 1 - - 1 - - 

Neutral - - - 1 2 - - 
Somewhat 
Important - - - 1 3 - - 

Average Order 
Turnover 

Important - - - 2 1 - - 
Unimportant - - - 3 3 - - 
Somewhat 

Unimportant - 1 - - 1 - - 

Neutral - - - 2 1 - - 
Somewhat 
Important - - - - 3 - - 

Cost per 
Impression 

Important - - - - 1 - - 
Unimportant - - - 3 3 - - 
Somewhat 

Unimportant - 1 - - 1 - - 

Neutral - - - 1 2 - - 
Somewhat 
Important - - - 1 1 - - 

Cost per Click 

Important - - - - 2 - - 
Unimportant - - - 1 2 - - 
Somewhat 

Unimportant - - - 1 - - - 

Neutral - - - 1 2 - - 
Somewhat 
Important - 1 - - 2 - - 

Cost per Order 

Important - - - 2 3 - - 
Table 8: Main survey KPI rating  results per Functional Role 
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3.2 Sales and Marketing Dashboard Design 
In this section we will try to find an answer to sub-question six: ‘Are there 
differences in data / KPI visualization between Sales and Marketing and other 
departments?’ 
This question focuses on the difference between data / KPI visualization within 
Dashboards for different departments rather than data visualization itself. The 
topic of data visualization and Dashboard design is out of the scope of this thesis. 
For more information on this subject we encourage the reader see [1, 2, 14, 15, 
16] 
 
To obtain the information a current-best-practice analysis was performed. This 
analysis consisted of examining Sales and Marketing Dashboards as well as 
talking to organizations offering Business Intelligence solutions, and BI 
professionals and users.  

3.2.1 Analysis Results 
After a quick literature study we could not find any articles on the subject;, it 
appears that there is no research done when it comes to creating a generalized 
approach to department specific Dashboard design.  
 
Emphasis lies first of all on presenting the right KPIs on the Dashboard. Selecting 
the right KPIs is foremost dependant on the goal of the Dashboard. E.g. it makes 
no sense to create a Dashboard with ‘Close Ratio’ in the Marketing department; it 
is a KPI valuable to the Sales department. 
 
The second factor is the hierarchy level of the Dashboard user. As stated in 
Section 2.1.5, there are three different types of Dashboards: operational, tactical 
and strategic. 
Sales can be considered as a more operational issue. Its KPIs and metrics can 
be measured on a more real-time base than the KPIs used for Marketing. This is 
however also partially the result of the nature of the KPIs itself. 
Determining if a Sales or Marketing Dashboard should be considered (and 
designed as) operational, tactical or strategic is dependant on the Functional 
Role and rank of its user. 
 
The third part of Dashboard design is concerned with the actual visual 
representation of the KPIs presented on it. This is a topic on which a lot of 
extensive research has been done by a lot of people, including W. Eckerson, S. 
Few and E. Tufte[2,1,14]. 
This part is concerned with whether a graph or a table should be used, whether 
colors or hue-intensities should be used and the development of special graph-
types. This is however not the scope of this thesis, and the interested reader 
should take a look at the references presented in this section’s introduction. 
 
While discussing this subject with different experts in the field of BI, it became 
clear that there is another important aspect in Dashboard design, which can best 
be described as ‘Interactivity’. 
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This Interactivity is twofold: some use it to indicate there should be a possibility to 
use some kind of top-down / drill-down approach to dig into the data and to see 
the exact numbers which were used to calculate the metrics. 
On the other hand Interactivity can be used to display different scenarios by 
being able to change certain data to show worst- / best-case scenarios. While 
this is a nice feature for planning, there are very few vendors who implement this 
in their software.  
 
Concluding, we will state the following about department specific Dashboard 
design: 
 
From what was found in the available literature, practical example Dashboards 
and conversations with Dashboard design experts, we must conclude that the 
intended design of a dashboard is dependent on the KPIs on it, as well as its 
user, and the company's corporate culture and values to a lesser extend. The 
eventual design of the dashboard is more dependent on the designer's 
knowledge, skill and creativity and the capabilities of the tools used to create the 
dashboard. 
 
We did not yet find any indication that there is any relation between the business 
function (Sales or Marketing in this thesis) and the design of the Dashboard other 
than the KPIs that are used and the purpose of the dashboard (operational, 
tactical or strategic). 
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4 Business Templates 
In this chapter we will further analyze the results of the main survey presented in 
Section 3.1.2.  With this more in-depth analyses, we can create the practical part 
of this thesis, the Business Templates. 
 

4.1  Definition 
In the Introduction Business Templates where defined as follows: 
 
“…Business Templates are standardized Dashboards used to report function-
specific performance in the Sales & Marketing department. They consist of one 
or more KPIs, grouped and classified based on various properties…” 
 
However, this definition is focused on the practical, final concept of what a  
Business Templates is and does not show the intended use and purpose of this 
concept. 
 
The concept of Business Templates was created while trying to develop a way to 
answer the first question stated in the Introduction: “which person requires what 
information?” 
 
What was tried to be developed was a way to generate a collection of data 
specifically tailored for a specific actor. It needs to answer the ‘who’, the ‘what’ 
and the ‘how’. 
When we go back to the definition from the Introduction, we can clarify what this 
definition really means: 
The ‘who’ are the different Functional Roles in an organization (with specific 
properties, it’s Business Type), the ‘what’ is the information these respective 
roles need and the ‘how’ is the way this information is represented; using 
Dashboards. We should note that this has a use for other departments than 
Sales & Marketing as well. 
We can look at Business Templates as a ‘black box’: we need to present a 
Functional Role and it’s organization’s Business Type to the ‘black box’; this data 
is compared with the stored Templates; the generated output is a set of 
predetermined KPIs. 
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Figure 4: A simplified outline of the Business Template concept 

4.2 Creating Business Templates 
In this section we will show the creation process and the final Business 
Templates themselves. 
From the respondent distribution given in Section 3.1.2, we see that the number 
of respondents is low. For most Functional Roles, there are not enough 
respondents to be able to see distinct differences within different Business 
Types. For the Sales manager role however, we will try to create a Business 
Templates based on the 9 responses.  
 

4.2.1 Sales manager Business Template creation 
When we take a closer look at the responses from Sales managers, we see they 
are distributed as follows: 
 

Sales manager 
Product Type Marketing Type Customer Type 

Service Non-Service O2O O2M B2B B2C 
3 6 3 6 5 4 

Table 9a Sales manager distribution by Business Type 

At first glance it seems that there are enough responses from different Business 
Types to be able to compare their respective responses against one another. 
This is however not enough; what we need is a combination of all Product, 
Marketing and Customer Type: 
 

Service 0 O2O 
Non-Service 2 

Service 1 
B2B 

O2M 
Non-Service 2 

Service 1 O2O 
Non-Service 0 

Service 1 

Sales manager 

B2C 
O2M 

Non-Service 2 
Table 9b: Sales manager distribution by Business Type 
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The table below lists the importance of the KPIs again, similar to Table 8. 
However, instead of showing the importance per Function role, it will show the 
importance per Business Type. Again, as in Table 8, empty rows have been 
removed. 
 

KPI 
 

Importance 
 

B2B 
O2O 
Non-
Srvc 

B2B 
O2M 
Srvc 

B2B 
O2M 
Non-
Srvc 

B2C 
O2O 
Srvc 

B2C 
O2M 
Srvc 

B2C 
O2M 
Non-
Srvc 

Somewhat 
Important - - 1 - - - 

Revenue 
Important 2 1 1 1 1 2 
Neutral - 1 - - - - 

Somewhat 
Important 1 - - 1 - 1 Gross Profit 

Important 1 - 2 - 1 1 
Net Profit Important 2 1 2 1 1 2 

Somewhat 
Important 1 1 - - 1 1 

Return on Sales 
Important 1 - 2 1 - 1 
Neutral 1 - - - - - 

Somewhat 
Important 1 1 - 1 - - Return on Customer 

Important - - 2 - 1 2 
Neutral 2 1 2 - - - 

Somewhat 
Important - - - - - 2 Marketing Cost per Unit 

Important - - - 1 1 - 
Neutral 1 - - - 1 - 

Somewhat 
Important 1 1 2 - - 1 Market Demand 

Important - - - 1 - 1 
Neutral 1 - - - - - 

Somewhat 
Important 1 1 2 - - 1 Market Growth 

Important - - - 1 1 1 
Neutral - 1 - - - - 

Somewhat 
Important 1 - 1 - - - Market Share 

Important 1 - 1 1 1 2 
Somewhat 

Unimportant - - 1 - - - 

Neutral - 1 - - - - 
Somewhat 
Important 1 - - - - - 

Market Share Index 

Important 1 - 1 1 1 2 
Somewhat 
Important - - 1 1 - 1 

Net Sales Contribution 
Important 2 1 - - 1 1 

Market Penetration Neutral 1 - - - - - 
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Somewhat 
Important - - 2 1 1 1 

Important 1 1 - - - 1 
Neutral 1 1 1 1 - 1 

Somewhat 
Important 1 - 1 - 1 - Trial Rate 

Important - - - - - 1 
Neutral - - 1 - - - 

Somewhat 
Important 1 1 - - 1 1 Repeat Rate 

Important 1 - 1 1 - 1 

Unimportant - - 1 - - - 

Somewhat 
Unimportant 1 - - - - - 

Neutral 1 1 1 1 - 1 

Churn Rate 

Important - - - - 1 1 
Somewhat 

Unimportant 1 - - - - - 

Neutral - 1 1 1 - 1 
Somewhat 
Important 1 - 1 - - - 

Segment Contribution 

Important - - - - 1 1 
Neutral - - 1 - 1 - 

Somewhat 
Important - 1 1 - - - Customer Profitability 

Important 2 - - 1 - 2 
Somewhat 

Unimportant - - - - 1 - 

Neutral - 1 1 - - - 
Somewhat 
Important 1 - 1 - - 1 

Share of Customer 

Important 1 - - 1 - 1 
Neutral 1 1 - - - - 

Somewhat 
Important 1 - 1 - - 2 Customer Acquisition 

Costs 
Important - - 1 1 1 - 
Neutral 2 - 1 - - 1 

Somewhat 
Important - 1 - - - 1 Cost per Lead 

Important - - 1 1 1 - 
Neutral 1 1 - - - - 

Somewhat 
Important - - 1 1 1 1 Customer Lifetime Value 

Important 1 - 1 - - 1 
Somewhat 

Unimportant 1 - - - - - 

Somewhat 
Important 1 1 1 - 1 1 

New Customer Gain 

Important - - 1 1 - 1 
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Somewhat 
Important 2 1 - 1 1 1 

Customer Losses 
Important - - 1 - - 1 

Somewhat 
Unimportant 1 - - - - - 

Neutral 1 - - 1 - - Net Price 

Somewhat 
Important - 1 1 - 1 2 

Somewhat 
Unimportant 1 - - - - - 

Neutral 1 1 - 1 - 1 Reach 

Important - - 1 - 1 1 
Somewhat 

Unimportant - - - - - 1 

Neutral - - - 1 - - 
Somewhat 
Important 2 1 1 - - 1 

Baseline Sales 

Important - - - - 1 - 
Neutral - 1 - - - - 

Somewhat 
Important 1 - 1 - - 2 Incremental Sales 

Important 1 - - 1 1 - 
Somewhat 

Unimportant - - - 1 - - 

Neutral 1 1 - - - - Promotion Profit 

Somewhat 
Important 1 - 1 - 1 2 

Neutral 2 - - - - 1 
Somewhat 
Important - 1 - 1 - 1 Recognition 

Important - - 1 - 1 - 
Somewhat 

Unimportant - - - - - 1 

Neutral 1 1 1 1 - - 
Somewhat 
Important - - - - 1 1 

Transaction per Customer 

Important 1 - - - - - 
Somewhat 

Unimportant - - - - - 1 

Neutral 2 - 1 - - - 
Somewhat 
Important - 1 - - - 1 

Average Transaction Size 

Important - - 1 1 1 - 
Somewhat 

Unimportant 1 - - - - - 

Neutral - - - 1 - - 
Somewhat 
Important 1 1 - - 1 1 

Product Complaints 

Important - - 2 - - 1 
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Unimportant - - 1 - - - 
Neutral 1 - - - - - 

Somewhat 
Important 1 1 1 1 - 1 

Awareness 

Important - - - - 1 1 

Unimportant - - 1 - - - 

Somewhat 
Unimportant - - - - - 1 

Neutral 2 1 - 1 1 1 
Adjusted Trial Rate 

Somewhat 
Important - - 1 - - - 

Neutral 1 - 1 1 - 2 
Somewhat 
Important - 1 - - - - Target Market Fit 

Important 1 - 1 - 1 - 
Somewhat 

Unimportant - - - - - 1 

Neutral 1 1 - 1 1 1 
Quotation Speed 

Important 1 - 2 - - - 
Unimportant - - 1 - - - 
Somewhat 

Unimportant - - - - - 1 

Neutral 2 1 - 1 1 1 
Net Promoter Score 

Somewhat 
Important - - 1 - - - 

Unimportant - - 1 - - - 
Price Elasticity 

Neutral 2 1 1 1 1 2 
Unimportant 1 - 1 - - - 
Somewhat 

Unimportant - - - - - 1 

Neutral 1 1 1 - 1 1 
Pageviews 

Important - - - 1 - - 

Unimportant 1 - 1 - - - 

Somewhat 
Unimportant - - - - - 1 

Neutral 1 1 - - 1 1 
Clickthrough Rate 

Important - - 1 1 - - 
Unimportant 1 - - - - - 
Somewhat 

Unimportant 1 - - - - - Average Sales per Call 

Important - - - 1 - - 

Unimportant 1 - - - - - 
Close Ratio 

Important 1 - - 1 - - 
Unimportant 1 - - - - - Cost per Call 
Somewhat 

Unimportant 1 - - - - - 
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Somewhat 
Important - - - 1 - - 

Unimportant - - 1 - - - 
Somewhat 

Unimportant - - - - - 1 

Neutral - 1 1 - - 1 
Share of Voice 

Somewhat 
Important - - - - 1 - 

Advertising to Sales Ratio 
 Unimportant - - 1 - - - 

Somewhat 
Unimportant - - 1 - - - 

Neutral - 1 - - - 1 
Somewhat 
Important - - - - - 1 

 Important - - - - 1 - 

Somewhat 
Unimportant - - - - - 1 

Neutral - - 1 - - - Impressions 

Somewhat 
Important - 1 1 - 1 1 

Somewhat 
Unimportant - - - - - 1 

Neutral - 1 2 - - - 
Somewhat 
Important - - - - - 1 

Frequency 

Important - - - - 1 - 
Somewhat 

Unimportant - - - - - 1 

Neutral - 1 1 - - 1 Gross Rating Points 
Somewhat 
Important - - 1 - 1 - 

Somewhat 
Unimportant - - - - - 1 

Neutral - - - - - 1 Price Premium 
Somewhat 
Important - 1 2 - 1 - 

Somewhat 
Unimportant - - - - - 1 

Somewhat 
Important - 1 2 - - 1 Recall 

Important - - - - 1 - 
Unimportant - 1 1 - - 1 
Somewhat 

Unimportant - - - - - 1 Sales per Square Foot 
Somewhat 
Important - - 1 - 1 - 

Unimportant - 1 - - 1 - Retailer's Margin 
Percentage 

Neutral - - - - - 2 
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Somewhat 
Important - - 1 - - - 

Important - - 1 - - - 
Unimportant - - 1 - - 1 
Somewhat 

Unimportant - - 1 - - 1 

Neutral - 1 - - - - 
Markdown 

Somewhat 
Important - - - - 1 - 

Unimportant - - 1 - - 1 
Somewhat 

Unimportant - - 1 - - 1 

Neutral - 1 - - - - 

Markdown Goods 
Percentage 

Important - - - - 1 - 
Unimportant - - - - - 1 
Somewhat 

Unimportant - - - - - 1 

Neutral - 1 1 - - - 
Percent Utilization of 

Discounts 
Somewhat 
Important - - 1 - 1 - 

Unimportant - - - - 1 - 
Neutral - - 1 - - 1 

Somewhat 
Important - 1 - - - 1 

Cannibalization 

Important - - 1 - - - 

Neutral - 1 - - - 2 
Product Category Volume Somewhat 

Important - - 2 - 1 - 

Somewhat 
Unimportant - - - - - 1 

Neutral - - 2 - - - 
Somewhat 
Important - 1 - - 1 - 

(Weighted) Numeric 
Distribution 

Important - - - - - 1 

Unimportant - - 1 - - - 

Somewhat 
Unimportant - - - - - 1 All Commodity Value 

Neutral - 1 1 - 1 1 

Somewhat 
Unimportant - - - - - 1 

Neutral - 1 2 - - - 
Somewhat 
Important - - - - - 1 

Category Perform Ratio 

Important - - - - 1 - 

Unimportant - - - - - 1 

Somewhat 
Unimportant - - - - - 1 Reservation Price 

Neutral - 1 2 - 1 - 
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Unimportant - - 1 - - - 

Somewhat 
Unimportant - - - - - 1 Percent Good Value 

Neutral - 1 1 - 1 1 
Unimportant - -  - - 1 
Somewhat 

Unimportant - -  - - 1 

Neutral - 1  - - - 
Somewhat 
Important - -  - 1 - 

Facings 

Important 1 -  - 1 - 

Unimportant 1 - - - - 1 

Somewhat 
Unimportant - 1 - - - - 

Neutral - - 1 - - - 
Share of Shelf 

Somewhat 
Important - - 1 - - 1 

Unimportant 1  1 - - - 

Somewhat 
Unimportant -  - - - 1 

Somewhat 
Important -  1 - - 1 

Inventory Turnover 

Important 1  - - - - 

Unimportant 1  1 - - 1 

Neutral -  - - - 1 
Somewhat 
Important -  1 - - - 

Percent Inventory Carrying 
Costs 

Important 1  - - - - 

Unimportant - - 1 - - - 
Somewhat 

Unimportant - - - - - 1 

Neutral 1 1 - 1 - 1 
Somewhat 
Important - - 1 - - - 

Value to Volume Ratio 

Important - - - - 1 - 
Somewhat 

Unimportant 1 - - 1 - 1 

Neutral 1 1 - - 1 1 
Program / Non-Program 

Ratio 
Somewhat 
Important - - 2 - - - 

Unimportant - - - - - 1 

Somewhat 
Unimportant - - - 1 - 1 

Neutral 2 1 1 - 1 - 

Cost per Gross Rating 
Point 

Somewhat 
Important - - 1 - - - 

Brand Equity Neutral - - - - - 1 
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Somewhat 
Important 1 1 1 1 - 1 

Important 1 - - - 1 - 
Somewhat 

Unimportant 1 - - - - - 

Somewhat 
Important - 1 2 - - 2 Returns to Net Sales 

Important 1 - - 1 1 - 
Neutral 1 - - - - - 

Somewhat 
Important - 1 1 - 1 1 Sales / Profits per 

Employee 
Important 1 - 1 1 - 1 
Somewhat 
Important 1 1 1 1 - 1 

Sales Force Salary 
Important 1 - 1 - 1 1 
Somewhat 
Important 1 1 1 - - - 

Sales Productivity 
Important 1 - 1 1 1 2 

Unimportant - - 1 - - - 
Somewhat 

Unimportant - - - - - 1 

Neutral 1 - - 1 - 1 
Sales Value Variance 

Somewhat 
Important 1 1 1 - 1 - 

Unimportant - - 1 - - - 
Neutral 1 - - - - 2 Sales Price Variance 

Somewhat 
Important 1 1 1 1 1 - 

Unimportant - - 1 - - - 
Neutral 1 - 1 - - 1 

Somewhat 
Important 1 1 - 1 - 1 

Sales Volume Variance 

Important - - - - 1 - 

Unimportant - - - 1 - - 

Somewhat 
Unimportant 1 - - - - - 

Neutral - - - - - 1 
Product Returns 

Somewhat 
Important 1 1 2 - 1 1 

Unimportant 1 - 1 - - - 
Somewhat 

Unimportant 1 - - - - - 

Neutral - - - - 1 1 
Somewhat 
Important - 1 1 - - 1 

Average Order Turnover 

Important - - - 1 - - 
Cost per Impression Unimportant 1 - 1 - - 1 
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Somewhat 
Unimportant - - - - - 1 

Neutral - 1 - - - - 
Somewhat 
Important 1 - 1 - 1 - 

Important - - - 1 - - 
Unimportant 1 - 1 - - 1 
Somewhat 

Unimportant - - - - - 1 

Neutral 1 1 - - - - 
Somewhat 
Important - - 1 - - - 

Cost per Click 

Important - - - 1 1 - 

Unimportant 1 - 1 - - - 
Neutral - - - 1 - 1 

Somewhat 
Important - 1 1 - - - 

Cost per Order 

Important 1 - - - 1 1 
Table 10: Sales manager KPI importance rating by Business Type 

Now that we have the results of the KPI ratings, we can start analyzing these 
results to create the required information we want. What this information is 
exactly, depends on the kind of Dashboard it is used in, and thus depends on the 
user of the Dashboard. 
There are numerous uses for the table given above; examples include top rated 
KPIs, comparisons of KPIs given a certain (combination of) Business Types or 
comparisons of (a combination of) Business Types given a certain KPI and of 
course there many more uses. 
In Section 4.2.2 we will give an example of the top rated KPIs per Business Type.  
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4.2.2 Sales manager Business Template use 
Now that all KPIs have been rated by Business Type in Table 10, we have 
created a sorted list of KPIs per Business Type that we could call a Business 
Template. How to use this list is up to the user’s discretion; it can be sorted, 
combined with other Business Types or Functional Roles, or otherwise 
processed to get the required information. 
 
The most obvious use of this list is to create a top ten (or any other number) with 
the most important KPIs. We will create a top-rated list of KPIs for the B2B-O2O-
Non-Service and B2B-O2M-Non-Service Business Types so they can be 
compared.  We will also create a top rated list for B2B-O2M and B2C-O2M while 
combining Service and Non-Service so they can be compared as well. 
 
Given in the table below are the most important KPIs of the four Business Types 
mentioned above, sorted by importance. The number behind the KPI represents 
its importance to the Business Type, on a skill from one (unimportant) to five 
(important); since this table only shows the most important KPIs, any KPI rated 4 
(somewhat important) or less is not considered.  
 

B2B-O2O-
Non-Srvc  B2B-O2M-

Non-Srvc  B2B-O2M  B2C-O2M  
Customer 

Profitability 5 Gross Profit 5 Net Profit 5 Sales 
Productivity 5 

Net Profit 5 Net Profit 5 Revenue 4,67 Revenue 5 
Net Sales 

Contribution 5 Product 
Complaints 5 Return on Sales 4,67 Return on 

Customer 5 

Revenue 5 Quotation Speed 5 Return on 
Customer 4,67 Net Profit 5 

Facings 5 Return on 
Customer 5 Product 

Complaints 4,67 Market Share 
Index 5 

Brand Equity 4,5 Return on Sales 5 Net Sales 
Contribution 4,5 Market Share 5 

Gross Profit 4,5 Customer 
Losses 5 Customer 

Losses 4,5 Sales Force 
Salary 4,67 

Incremental 
Sales 4,5 Reach 5 Recognition 4,5 Net Sales 

Contribution 4,67 

Market Share 4,5 Recognition 5 Gross Profit 4,33 Market Growth 4,67 

Market Share 
Index 4,5 

Customer 
Acquisition 

Costs 
4,5 Market 

Penetration 4,33 Gross Profit 4,67 

Repeat Rate 4,5 Customer 
Lifetime Value 4,5 New Customer 

Gain 4,33 Awareness 4,67 

Return on 
Sales 4,5 Market Share 4,5 Quotation Speed 4,33 Segment 

Contribution 4,33 

Sales Force 
Salary 4,5 New Customer 

Gain 4,5 Sales / Profits 
per Employee 4,33 Reach 4,33 

Sales 
Productivity 4,5 Retailer's Margin 

Percentage 4,5 Sales Force 
Salary 4,33 Customer 

Profitability 4,33 

Share of 
Customer 4,5 Revenue 4,5 Sales 

Productivity 4,33 Churn Rate 4,33 
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  Sales / Profits 
per Employee 4,5     

  Sales Force 
Salary 4,5     

  Sales 
Productivity 4,5     

  Customer 
Profitability 4,5     

Table 11: Top rated Sales manager KPIs 

First of all, due to the low number of respondents, we should not draw any final 
conclusions based on the table above.  For the purpose of showing an example 
Business Templates we can still use it. 
 
There are a few things to note about the list above: 
For instance, when we compare B2B-O2O-Non-Service to B2B-O2M-Non-
Service, we see that Revenue is rated less in O2M. 
The KPI Product Complaints, which is rated as important for O2M, is not in the 
top rated KPIs for O2O; the same goes for Return on Customer. 
 
When we compare B2B-O2M to B2C-O2M, we can see that Sales Productivity is 
rated much more important in the O2M type than in O2O. Market Share Index, 
which is rated important to O2M is not in the top rated list for O2O. 
 
These examples are only a small part of the remarks that can be made with 
respect to Table 11. If this research was to be continued, and the number of 
respondents could be increased, the true value of Business Templates could 
probably be shown more significantly. 
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5 Conclusions 
In this chapter we will conclude this thesis. First we will try to answer the sub-
research questions and the main research question. Other conclusions and 
remarks that were found on KPI and Dashboard reporting in general will be given 
as well. This will be followed by recommendations and finally we give an 
evaluation of this assignment and thesis. 
 

5.1 Research Questions 
To answer the main research question, we will first give answers to the sub-
research questions. With these answers we can formulate the answer to the main 
research question. 
 
What KPIs are used (most) in Sales & Marketing? 
We cannot answer this question directly; there are just too many KPIs currently 
used in the different departments to single out a specific set. Also, in accordance 
with the model created in this thesis, it must me pointed out that this question 
should be answered with respect to a certain Business Type. 
However, Table 6 (and Appendix A) list the KPIs that were encountered during 
this assignment. 
 
How can these KPIs be classified based on which characteristics? 
This research question is answered in Section 2.2; in this section the model- and 
KPI-properties are given on which the different KPIs can be described. 
It should be considered though that there can be a difference in the nature of 
certain properties; they can be an attribute, which is inherent to a KPI, like Data 
Source or Measurement Type. They can also be a classification, which is based 
on the application and use of the KPI, like Functional Role and BSC Perspective. 
In this thesis, we focused not so much on the classifications of the KPIs 
themselves, but rather on the classifications of the KPIs with respect to the model 
that was created. As shown in Figure 1, the model classifies KPIs based on 
Functional Role and Business Type, which consists of the underlying Customer 
Type, Marketing Type and Product Type. 
 
(How) can these KPIs be defined mathematically and (how) are they related? 
The mathematical definition of 80 percent of the KPIs are given in Appendix A. In 
general, some KPIs cannot be defined mathematically; this is due mainly 
because some KPIs are qualitative and others do not have a uniform formula, 
sometimes the formula is just a number. 
 
The relationships between KPIs is given in Appendix D and explained in Section 
2.4. Although it is a less important part of this thesis, we choose to list the 
relationships for the purpose of interactive dashboards. It can very well help 
designers when creating dashboards on multiple levels (both the strategic, 
tactical or operational dashboard levels as well as hierarchical levels in 
organizations. 
 
Is there a need for new KPIs or are there KPIs that are not used (much)? 
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The surveys led to only a few new KPIs; this could indicate that the current list is 
extensive, but due to the size of both surveys, it might very well be that 
respondents lost interest and wanted to finish. 
The KPIs that were noted by the respondents are sometimes build on top of 
already listed KPIs, combined KPIs or KPIs with a different dimension. 
 
KPIs that are not used much can be found in Chapter 2. We should be careful 
however with removing KPIs from our list. As indicated before, KPI use is 
situational and dependent on the Functional Role and Business Type of the user. 
 
What is the relation between KPI, Business Type and Functional Role? 
The relation between KPI, Business Type and Functional Role is the relevance of 
a KPI to its respective Business Type and Functional Role. 
 
Are there differences in data / KPI visualization between Sales and Marketing 
and other departments? 
This question is answered in Section 3.2.1. We will give the conclusion given 
there again below: 
From what was found in the available literature, practical example Dashboards 
and conversations with Dashboard design experts, we must conclude that the 
intended design of a dashboard is dependent on the KPIs on it, as well as its 
user, and to a lesser extend the company's corporate culture and values. The 
eventual design of the dashboard is more dependent on the designer's 
knowledge, skill and creativity and the capabilities of the tools used to create the 
dashboard. 
 
We did not yet find any indication that there is any relation between the business 
function (Sales or Marketing in this thesis) and the design of the Dashboard other 
than the KPIs that are used and the purpose of the dashboard (operational, 
tactical or strategic). 
 
We can make one other remark with respect to data representation: even though 
there are vendors and tools who are more and more using the expert’s theories 
from in Section 3.2.1, Dashboarding is heavily subjected to trends in the business 
and the personal preferences of the designer. Changing current  best practices 
has been and probably will be a time consuming matter.  
 
How can we develop a reference model for KPI and dashboard reporting for 
Sales & Marketing? 
In this thesis we suggested a model for KPI and dashboard reporting. The most 
important aspects when creating such a model are the KPIs themselves and the 
properties on which they classified. 
During the creation of this thesis a lot of KPIs have been recorded and rated 
using surveys. It is likely that there are a lot more KPIs used in Sales and 
Marketing that have not been listed, but this thesis made a start with collecting 
and classifying KPIs. It is possible there are other properties on which KPIs can 
be classified, but based on the information found in both literature and surveys 
among experts, the properties used in this model are considered mandatory. 
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5.2 Recommendations 
While the reference model is completed and tested, and conclusions have been 
drawn, we feel there is still much more that can be said about what was written in 
this thesis. 
 
We will start off with the model. If this research was to be continued in any way, 
the most important thing is to validate the model that is presented in this thesis. 
While we tried to verify the model using the surveys and showing an example 
Business Template for Sales managers, (reference) models in general need 
validation to be reliable. 
This overlaps with looking into extending the model; the properties that were 
assigned to the various entities in the model could be incomplete. There might be 
other properties on which KPIs or Business Types could be classified. The 
properties in which the entities are described are in fact the only constant 
characteristics in Business Information; finding constant properties appears to be 
a first mandatory step in developing any model with respect to Business 
Information. Such a concept however cannot be proven in a single Bachelors 
assignment, but may lead to interesting future perspectives. 
 
While we will not change the model presented here, there is an important 
alteration we find very interesting: rather than linking KPIs to a Functional Role, 
we could change the model to link KPIs and Metrics to processes or sub-
processes, tasks. 
Due to the fact that there is an overlap among Functional Roles, defining all tasks 
and processes of a certain role can be ambiguous. The biggest problem that 
arises with this ambiguity is validation by verification: respondents to surveys or 
professionals will probably never have a 100% fit to a certain Functional Role, 
nor will a certain Functional Role be the same among different organizations. 
Sales managers in organization X can have (slightly) different tasks and be 
involved in (slightly) different processes. 
The current situation can be roughly shown as below: 
 
To counter the problems mentioned above we can introduce the aforementioned 
processes and tasks, depicted in the figure below: 
 
In the figure we see that instead of linking KPIs to one or more Functional Roles, 
we now insert processes and the tasks they consist of to link the KPIs to. This 
way we can counter the ambiguity when defining Functional Roles. This also 
means we can link KPIs to Functional Roles more reliable, or in the new situation 
processes and tasks, because we can define and homogenize processes and 
tasks better than we can with Functional Roles. This means the model gets more 
consistent and reliable, while it gets easier to fill as well. 
Another part of in this new model is the further development of the KPI 
relationships from Section 2.2.5: rather than relating and linking KPIs, we can link 
the elements these KPIs exist of as well. Just as with Functional Roles and the 
processes and tasks they consist of, we can drill down a level and investigate the 
elements KPIs are made of. These elements are actually regular Metrics; they 
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should however be clearly defined and broken down by dimensions and 
granularities. 
If we are able to consequently define mathematical relationships among the 
elements of KPIs (while acknowledging causality!), we could find new 
relationships between KPIs that follow from the relationships of the respective 
KPIs. This could be of great value to planning. 
The figure below globally depicts the recommended changes: 
 

 
Figure 5: Recommended changes in the KPI model 

 
Another important aspect of the model is that it should be updated frequently; as 
with dashboards, the KPIs on these dashboards are very much subjected to the 
whims and trends of the designers. New KPIs are made up and abandoned very 
often. 
 
Process or Task Classification of KPI 
 
The realization of the Business Templates is another thing that can be continued 
in further research. Due to the small amount of respondents, the results of the 
surveys and any conclusions based on these results are not scientifically nor 
statistically proven. The survey results are only useful for the purpose of creating 
an example Business Templates. 
We suggest that the surveys are held again, on a much larger scale. Also, 
instead of questioning respondents from multiple Functional Roles, only a single 
Functional Role should be examined. The survey itself can be subject to 
alterations as well, since the designers did not have any knowledge on the 
subject of creating surveys. It is possible that there is enough statistical proof for 
certain KPIs to be discarded in future surveys, based on the results of the two 
surveys of this assignment. 
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5.3 Evaluation 
In this last section we will look back on this thesis and the assignment and 
evaluate the process to see what went right and what went wrong. 
 
This assignment started with Mr. De Nooij from Scanmar who had the initial idea 
of Business Templates. After a few meetings the idea roughly became clear and 
the literature study was began. Unfortunately the interpretation of what the 
Business Templates concept was, varied slightly; but we discovered this in a later 
stage of the assignment. 
After the initial list of KPIs was created, the model and the properties were 
created with the help and insights of both Mr. De Nooij and Dr. Müller. Because 
no information on the subject of KPI reference modeling was found in the 
literature study, most information came from the meetings with Mr. De Nooij and 
Dr. Müller and our own views on the subject; that gives this thesis a more 
explorative nature. 
Eventually the surveys were held and analyzed. Although at first only the main 
survey was planned, the preliminary survey was needed to pre-sort the list of 
KPIs. The entire process of doing another survey was very time-consuming, but 
very educational on the other hand as well.  
After the results of the first survey were analyzed, the development of the main 
survey began. Unfortunately this was delayed by the fact that the tool for creating 
the preliminary survey was not fit for re-use in the main survey, due to its 
software and license limitations. 
While the survey was online, we focused on writing Sections 2.4 and 3.2. While 
using LinkedIn as a way of contacting different professionals in the Business 
Information we could get the required information.  
Around this time the difference in interpretation on Business Templates was 
discovered. To make sure Scanmar and Mr. De Nooij received something that 
was valuable to them, all the time and effort was put into what Scanmar expected 
of the Business Templates. We will not discuss this in detail, but what was 
created was a sorted set of dashboards, to see whether or not there are any 
underlying similarities on the practical design of dashboards and KPI use on 
those dashboards rather than theoretical underlying relations. 
In retrospect, Mr. De Nooij’s ideas were very much similar to the recommended 
change in Section 5.2. While less theoretical and extensive, he already foresaw 
the need for a relation between KPIs and processes and tasks rather than 
Functional Roles. 
 
Due to a problem with the results of the main survey the analysis took a little 
longer than was anticipated. With the analysis of the results we showed an 
example Business Templates and its application.  
The total process took around ten months to complete. We realize this is a lot 
longer than usual for Bachelor’s assignments, but we feel that the results and the 
amount of time and effort spent are also bigger than what is normally expected of 
a Bachelor’s student assignment, and partly excuse the delay. 
Rather than just creating the model, we tried to verify the created reference 
model by partially filling the model and showing Table 11 as a possible example 
Business Template. Although the scientific value of this example might be limited, 
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it does show that it is possible to use this model to determine a useful set of KPIs 
for a specific Functional Role and Business Type when creating a dashboard. 
Even though the design of dashboards is and will be done by consultants and 
other professionals, we feel that if the research and development of this model 
was to be continued, it can greatly decrease the amount of time spent in the first 
stages of dashboard creation, by supplying a (semi) automated tool for various 
stages in the Dashboard creation process. 
 
The last thing we want to emphasize is the explorative nature of this thesis 
mentioned earlier. While studying the available literature, there was nothing to be 
found on this subject. This could have changed at this moment, but it is unlikely 
there is similar research available at this moment. Since the start of the research, 
and especially since the start of conversations with expert professionals, we have 
been contacted by and spoken to a lot of people who are interested in this topic 
and like to see the results of this research. This leads us to conclude that further 
research on this topic, even if new results contradict the findings or the model 
presented in this thesis, are very welcome to world of Business Information and 
Dashboard design. 
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Appendix A KPI list 
KPI Name Use Details Formula 

Product Category 
Volume 

Calculates the percentage 
share of store brand-sales 
in a certain product 
category. 

 PCV = sales(category_Brand_Stores) / 
sales(category_All_Stores) 

Revenue Shows financial gain from 
production and sales of 
products and services. 

Lead driver of 
performance 
measurement. Not 
usable without further 
refinement 

Revenue = price * sales(Units) 

Gross Profit Gross profit is calculated 
before operating expenses. 

High gross profit can 
suggest good business 
execution. 

Gross Profit = Revenue - costs(COGS) 

Value to Volume 
Ratio 

Determines how efficient 
operating efforts are 
compared to competition 

Scores below 1--% 
indicates needed 
improvements. 

VVR = Market_Share(Gross_Profit) / 
Market_Share(Revenue) 

Net Profit Shows total financial gain 
after subtraction of all costs 

Can be calculated in 
multiple ways. Equals 
Earnings 

Net_Profit = sales(Units) * Margin - 
costs(Total) 

Return on Sales Measures efficiency of 
sales effort; the amount of 
profit relative to each sales-
dollar/euro 

Can vary significantly 
inter-/intra-industry. 

ROS = Net_Profit / sales 

Return on 
Customer 

Measures efficiency of 
customer investments. 

Can be measured in 
different ways. 

ROC = customer(net_Income) / 
customer(net_Investment) 

Marketing Cost 
per Unit 

Measures how much 
marketers spend to market 
one unit. 

Change in MCPU can 
indicate change in 
product lifecycle stage. 

MCPU = costs(Marketing) / sales(Units) 

Program / Non-
Program Ratio 

Compares the amount of 
money spent on 
(marketing) activities to 
create value to the amount 
spent to support those 
activities. 

Determining 
program/non-program 
expenses is the key 
problem. Low value can 
indicate too much 
overhead costs. 

PNPR = costs(Marketing_Program) / 
costs(Total) 

Market Growth Calculates the change in 
market aspects between 
periods. 

Helps comparing 
company's performance 
to the performance of 
the rest of the market. 
Measuring different 
aspects gives different 
results in growth. 

Market_Growth = Δsales(t) / sales(t-x) 

Market Share Measures the share of the 
company compared to the 
rest of the market, industry 
or product area. 

Measures the succes of 
attempted market 
penetration. Must be 
compared to other 
(market) aspects. 

Market_Share = sales(by_Company) / 
sales(total) 

Market Share 
Index 

Helps indentifying areas in 
need of improvent to 
increase Market Share. 

Preference indicates 
product attractiveness to 
customers 

Market_Share_Index = Awareness * 
Preference * Intention * Availability * 
Satisfaction 

Net Sales 
Contribution 

Helps identifying groups of 
customers/products based 
on needs and 
characteristics, so that the 
company can work and 
market more efficient. 

Four rough segments; 
demographic, 
psychographic, 
geograpic, product 
(use). 

NSC = sales(Segment) / 
sales(∑Segments) 

Market Demand Helps measuring total 
demand in a period. Gives 
a basic insight in customer 
distribuion and marketing 
effectiveness. 

Measurements must be 
solid. 

Market_Demand = sales(Repeat) + 
sales(Trial) 
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KPI Name Use Details Formula 
Market 
Penetration 

Compares current Market 
Demand to potential Market 
Demand to measure 
growth potential. 

Can also indicate the 
amount of customers 
currently buying at the 
company. 

Market_Penetration = 
customer(Company) / customer(Total)  
Market_Penetration = sales(Demand) / 
sales(Potential) 
Market_Penetration = 
Market_Penetration(t-1) * Repeat_Rate 
+ sales(Trial) 

Trial Rate Calculates the amount of 
customers who (are 
expected to) make a first-
time purchase in the next 
period. 

More used for first-time 
product use then for first-
time customer. Equals 
New Product Purchase 
Rate. Estimating 
remaining potential and 
actual buying rate is 
subjective. 

Trial_Rate = customer(First_Time) / 
customer(Total) 
 
NPPR(t) = 
customer(remaining_Potential) * 
NPPR(Actual) * (1 - 
customer(remaining_Potential)(t-1) 

Repeat 
(Retention) Rate 

Calculates the amount of 
customers who (are 
expected to) make a repeat 
purchase in a period. 

Equals Retention Rate 
Not to be confused with 
New Customer Gain; 
Repeat Rate focuses on 
keeping existing 
customers, not gaining 
new ones. 

Repeat_Rate = 1 - Trial Rate 
Retention_Rate = 
customer(end_Period) / 
customer(start_Period) 

Churn Rate Calculates the amount of 
customers who (are 
expected to) leave the 
company in a period. 

 Churn_Rate = customer(lost) / 
customer(start_Period) 
Churn_Rate = 1 - Retention_Rate 

Segment 
Contribution 
(Profitability) 

Calculates the contribution 
per segment. 

Combine with ROS and 
ROI to analyse company 
performance. 

Segment_Contribution = 
(sales(Segment_Demand) * 
Market_Share(Segment) * 
sales(unit_Price) * Margin) - costs 

Customer 
Profitability 

Measures the profitability of 
individual 
customer(groups). 

One-time customers 
might have a negative 
profitability because of 
high acquisition costs. 8-
/2- rule! 

Customer_Profitability = 
Revenue(Customer) - costs(Customer) 

Share of 
Customer  

Calculates the percentage 
of company-purchases 
compared to total 
customer's purchases. 

"Share of the customer's 
wallet". 

Share_of_Customer = 
sales(by_Company) / ∑sales(Customer) 

Customer 
Acquisition Costs 

Measures the cost of 
attracting new customers. 

Hard to measure and 
collect all relevant 
information/costs. 

CAC = costs(Acquisition) / 
customer(total_New) 

Cost per Lead Measures how much effort 
and money a marketer 
spends on acquiring new 
leads 

Compare to e.g. ROI to 
get the full picture. 

Cost_per_Lead = 
costs(advertisement_Total) / 
lead(total_New) 

Customer Lifetime 
Value 

Calculates the total worth 
of a customer. 

 CLTV = Margin(constant_Net) / 
(Discount_Rate + Defection_Rate - 
Constant_Growth_ Rate) 

New Customer 
Gain 

Measures the amount of 
new customers to the 
company. 

Does not awnser 'how' 
or 'why', just 'what' (how 
much). Not to be 
confused with Retention 
Rate; New Customer 
Gain focuses on gaining 
new customers, not 
keeping existing ones. 

New_Customer_Gain = 
customer(end_Period) - 
customer(start_Period) 

Customer Losses Measures the amount of 
existing customer who stop 
purchasing form the 
company. 

Not to be confused with 
Churn Rate. 

Customer_Losses = 
customer(start_Period) - 
customer(end_Period) 
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KPI Name Use Details Formula 
Net Price 
price(Net) 

The actual price paid for a 
product by customers 

Determining 
prices/discounts is 
subject to marketing 
strategy. 

Net_Price = price(Listed) - discounts 

Share of Voice The percentage of 
advertising in a given 
product-market. 

Message and medium fit 
can have equal or more 
impact then the amount 
of money spent. 

Share_of_Voice = 
costs(company_Advertising) / 
∑costs(market_Advertising) 

Advertising to 
Sales Ratio 

Calculates the 
effectiveness of advertising 
to create sales. 

The lower the better, but 
varies greatly among 
industries. 

ASR = costs(Advertising) / sales 

Reach Measures the percentage 
of a defined population 
reached through a certain 
media vehicle. 

The amount of people 
reached does not equal 
the amount of people 
who actually consciously 
saw the ad. 

 

Impressions The number of times and 
advertisement is viewed 

  

Frequency Measures the average 
number of impressions per 
individual reached by an 
advertisement 

  

Gross Rating 
Points 

The total of Impressions 
expressed as a percentage 
of a defined poulation 

Can exceed 1--%. GRP 
varies through each 
product lifecycle stage. 
Quality of impression 
should be considered. 

GRP = Reach * Frequency 
GRP = impressions / 
customer(target_Population) 

Cost per (Gross 
Rating) Point 

Calculates the cost of one 
Rating Point. 

Helps marketers 
determine the best 
advertisement medium. 

CPP = costs(Advertisement) / GRP 

Sales Premiums The amount of promotional 
items given to future 
customers as incentives.  

  

Baseline Sales Expected sales excluding 
the marketing programs 
under evaluation 

  

Incremental Sales The (expected) sales of a 
certain marketing program 

  

Promotion Profit Calculates the profit from 
promotional activities. 

Estimating certain 
parameters can be hard. 

PP = Δsales(Discounted) * (Margin - 
price(Discount) + (Δsales(Undiscounted 
* Margin) - sales(base_Discounted) * 
price(Discount) - costs(Promotion) ± 
carryover-effects 

Brand Equity The total value of a brand   
Price Premium The relative price of a 

product compared to a 
benchmark price (average 
retail). 

Closely related to pricing 
strategy. 

Price_Premium = price(Brand) - 
price(Average) 

Recall Measures if consumers 
have knowledge of a recent 
ad. 

Top of Mind/Dominance 
Aided/Unaided recall 

 

Recognition / 
Awareness 

Measures if consumers 
have knowledge of a 
certain brand. 

Values are highly 
dependent on industry. 

 

Transaction per 
Customer 

Measures the amount of 
potential customers that 
convert to buying 
customers. 

Equals Percentage Yield 
Rate Equals Walk to Buy 
Ratio 

TPC = customer(Transactions) / 
customer(Traffic) 

Returns to Net 
Sales 

Measures the value of 
returned products 
compared to net sales. 

Higher values can 
suggest poor 
quality/service. 

RTS =sales(Returned) / sales(Net) 
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KPI Name Use Details Formula 
Inventory 
Turnover 

Measures how often 
inventory turns over; sold 
completely and refilled. 

High turnover is 
preferred; can indicate 
good sales performance. 
Very dependent on 
industry. 

Inventory_Turnover = sales(Total) / 
inventory(Average) 

Percent Inventory 
Carrying Costs 

Calculates the cost of 
carrying inventory 
compared to net sales. 

Lower is better. Highly 
dependent on strategy. 

PICC = costs(Inventory) / sales(Net) 

Sales per Square 
Foot 

Measures retailer's 
effectiveness in generating 
sales compared to 
floorspace. 

Can be a measure of 
store performance. 

SPSF = sales(Total) / 
space(square_Feet) 

Sales/Profits per 
Employee 

Measures the financial 
performance of the 
company on an employee 
basis. 

Measures productivity; 
should be measured 
considering trends and 
seasonality. 

SPPE = sales / employee(Total) SPPE 
= Net_Profit / employee(Total) 

Average 
Transaction Size 

Calculates the average size 
or value of each 
transaction/purchase. 

 ATS = sales(Total) / purchase(Total) 

Retailer's Margin 
Percentage 

Calculates the profit margin 
retailers earn. 

 RMP = (price(Consumer) - 
price(Wholesaler)) / price(Consumer) 

Markdown The amount of shop-floor 
reductions in price of a 
product 

 Markdown = price(Initial) - price(Actual) 

Markdown Goods 
Percentage 

Measures the amount of 
products sold at markdown 
prices. 

Helps retailers determine 
effectiveness of selling 
full-price products. 

MGP = sales(net_Markdown) / 
sales(Net) 

Percent Utilization 
of Discounts 

Measures the value of 
discounts compared to total 
sales. 

Used by suppliers to 
increase the placement 
or volumes of (new) 
products. 

PUD = discount / sales(Total) 

Sales Force 
Salary 

Measures the amount of 
money the sales force is 
payed. 

Can be commision 
based, bonus based, 
straight or otherwise 
implemented. 

 

Sales 
Performance 
Quota 

Guides, motivates and 
benchmarks the sales 
force. 

Unit volume quota Point 
quota system Profit 
quota Activity quota 

 

Average Sales per 
Call 

Measures the Revenue per 
call. 

 SPC = sales / calls 

Close Ratio Calculates sales force 
performance by comparing 
closed sales to potential 
sales. 

 CR = sales(Closed) / sales(Potential) 

Cost per Call Measures the cost per call.  CPC = costs(Total) / calls 
Sales Productivity Measures the productivity 

of the sales force. 
Can be measured in 
sales per person, profits 
per person and volume 
per person. 

SP = sales(Total / 
employee(sales_Force) 

Sales Value 
Variance 

Measures the difference in 
budgeted and actual sales. 

 SVV = sales(Actual) / sales(Budgeted) 

Sales Price 
Variance 

Measures the difference in 
budgeted and actual price. 

 SPV = sales(Actual) * (price(Actual) - 
price(Budgeted)) 

Sales Volume 
Variance 

Measures the difference in 
budgeted and actual 
volume sold. 

 SVV = price(Budgeted) * (sales(Actual) 
- sales(Budgeted)) 

Product Returns Measures the amount of 
products returned to the 
company. 

  

Product 
Complaints 

Measures the amount of 
complaints regarding 
product defects compared 
to the total units sold. 

 Product_Complaints = complaints / 
sales(Units) 
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KPI Name Use Details Formula 
Delivery 
Complaints 

Measures the amount of 
complaints regarding faulty, 
early or late deliveries. 

 Delivery_Complaints = complaints / 
deliveries 

Sales Complaints Measures the amount of 
complaints regarding pre-
purchase-procedures. 

  

Off-time Deliveries Measures the amount of 
early or late deliveries. 

Different deviations in 
delivery times can be 
weigthed to get a more 
accurate / meaningful 
impression of delivery 
status. 

Off-time_Deliveries = deliveries(Off-
time(Weighted)) / deliveries(Total) 

Faulty Deliveries Measures the amount of 
faulty deliveries. 

Different faults in 
deliveries (wrong item / 
missing item) can be 
weighted to get a more 
accurate / meaningful 
impression of delivery 
status 

Faulty_Deliveries = deliveries(Faulty) / 
deliveries(Total) 

Adjusted Trial 
Rate 

Trial Rate considering ACV 
and Awareness. 

 ATR = Trial_Rate * Awareness * ACV 

Target Market Fit The percentage of 
customers who fit the 
predetermened descriptor 
set for the SKU. 

  

Cannibalization Calculates the reduction in 
sales of existing products 
due to New Products. 

 Cannibalization = sales(existing_Lost) / 
sales(New) 

Quotation Speed Measures the average 
amount of time it takes to 
reply to a quotation 
request. 

  

Net Promoter 
Score 

Calculates the percentage 
of customers who would 
recommend the company 
to others. 

Ask customers to rate 
(aspects of) the 
company; more then one 
interview question is 
better. promoters(x>8) 
detractors(x,<7) 

NPS = promoters - detractors 

Complaint 
Resolval Time 

Measures the amount of 
time it takes before 
customer complaints are 
fully resolved. 

  

Price Elasticity Calculates the 
responsiveness in quantity 
demanded to a small 
change in price. 

 PE = Δsales(Units) / Δprice 

(Weighted) 
Numeric 
Distribution 

Measures the number of 
outlets carrying the brand. 

Can be weighted on 
various factors. 

 

All Commodity 
Value 

Calculates the percentage 
of sales in all categories 
that are generated by the 
stores that stock a given 
brand. 

Weighted measure of 
product availability 
based on total store 
sales. Does not consider 
specific SKU categorie-
sales 

ACV = sales(stores_Carrying_Brand) / 
sales(all_Stores) 

Category Perform 
Ratio 

Calculates the relative 
performance of a retailer in 
a certain category 
compared with its 
performance in all 
categories. 

 CPR = PCV / ACV 
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KPI Name Use Details Formula 
Facings Measures the amount of 

frontal views of a single 
product-package on a fully 
stocked shelf. 

  

Share of Shelf Compares brand Facings 
to total Facings. 

 SOS = Facings(brand) / Facings(Total) 

Average Order 
Turnover 

Calculates the average 
amount of turnover each 
order generates. 

  

Reservation Price Measures the maximum 
price a customer is willing 
to pay for a product. 

  

Percent Good 
Value 

Calculates the proportion of 
customers who perceive a 
product to represent a good 
value (below their 
Reservation Price). 

  

Pageviews Measures the number of 
times a website is viewed. 

  

Clickthrough Rate Calculates the percentage 
of impressions that 
motivate users to click on a 
link. 

 CTR = clicks / Impressions 

Cost per 
Impression 

Calculates the average 
costs of Impressions. 

  

Cost per Click Calculates the average 
costs of Clicks. 

  

Cost per Order Calculates the average 
costs of Orders. 
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Appendix B Glossary 
 
Revenue 
Revenue is defined by Aiden & Jarvis[4] as: “the gross inflow of cash (..) arising 
in the course of the ordinary activities of the enterprise from the sale of goods, 
from the rendering of services, and from the use by others of enterprise 
resources (…)” 
Since this definition is too broad from a Sales & Marketing perspective, we will 
define Revenue as the price per unit times the amount of units sold. 
 
Profit 
Aiden & Jarvis[4] define profit as: “the difference between the wealth at the start 
and the end of the period.” From a Sales & Marketing perspective, profit can 
better be defined as is the amount of money that remains after relevant costs 
have been subtracted from the Revenue. In this thesis there will be a 
differentiation between two types of profit, Gross Profit and Net Profit. 
 
Gross Profit is the profit that remains after Costs of Goods Sold have been 
subtracted. Although it might be an oversimplification, this thesis will define Gross 
Profit as Revenue minus variable unit costs. 
Gross Profit is related to Margin. In this thesis we will define Margin as the Gross 
Profit divided by the number of units sold.  
 
Net Profit is the bottom line profit that remains after all relevant costs have been 
subtracted. Since some of those costs (interest, tax, amortization) are not directly 
influenced by Sales & Marketing activities, they will be left out in the remainder of 
this thesis. Net Profit will be defined as Revenue minus variable unit costs minus 
fixed unit costs. 
 
Costs 
Costs are the monetary value of all tangible and intangible resources used by an 
organization to conduct its business. There are a lot of different ways to define 
costs. Different methods of cost accounting try to allocate certain costs to certain 
cost drivers, but this can be ambiguous. Since this is out of the scope of this 
thesis Costs will be simplified to only a few categories: Fixed Costs and Variable 
Costs. 
 

• Fixed Costs are the costs incurred regardless of the level of activity. 
Examples of Fixed Costs are rent and salaries. 

• Variable Costs are costs that are related to the level of activity. An 
example of Variable Costs is the costs of materials. 

 
One-to-One 
“One-to-One marketing, or O2O, is a strategy emphasizing personalized 
interactions with customers. The personalization of interactions is thought to 
foster greater customer loyalty and better return on marketing investment.”[13] 
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One-to-Many 
One-to-Many marketing, or O2M, is the exact opposite of O2O. It uses mass-
media to reach the biggest number of customers with a standard message. It is 
often implemented by multichannel marketing to get the best reach and effects. 
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Appendix C Preliminary Survey Results 
 

Revenue 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 5 17% 3 16% 2 18% 5 22% - -% 1 12% 4 18% 3 17% 2 17% 

Very 23 77% 14 74% 9 82% 16 7-% 7 1--% 7 88% 16 73% 14 78% 9 75% 

Very 

Subtotal 28 93% 17 89% 11 1--% 21 91% 7 1--% 8 1--% 2- 91% 17 94% 11 92% 
With Revenue being rated ‘very important’ by over 9-% of the respondents we can conclude it is an important KPI for 
almost everyone. 

Gross Profit 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 1 3% - -% 1 9% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 1 3% - -% 1 9% 1 4% - -% - -% 1 5% - -% 1 8% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 3 1-% 1 5% 2 18% 3 13% - -% 1 12% 2 9% 2 11% 1 8% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 3 1-% 1 5% 2 18% 3 13% - -% 1 12% 2 9% 2 11% 1 8% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 7 23% 4 21% 3 27% 5 22% 2 29% 1 12% 6 27% 4 22% 3 25% 

Very 

Very 18 6-% 13 68% 5 45% 13 57% 5 71% 6 75% 12 55% 11 61% 7 58% 
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Gross Profit 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 1 3% - -% 1 9% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 1 3% - -% 1 9% 1 4% - -% - -% 1 5% - -% 1 8% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 3 1-% 1 5% 2 18% 3 13% - -% 1 12% 2 9% 2 11% 1 8% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 3 1-% 1 5% 2 18% 3 13% - -% 1 12% 2 9% 2 11% 1 8% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 7 23% 4 21% 3 27% 5 22% 2 29% 1 12% 6 27% 4 22% 3 25% 

Very 18 6-% 13 68% 5 45% 13 57% 5 71% 6 75% 12 55% 11 61% 7 58% 

Subtotal 26 87% 18 95% 8 73% 19 83% 7 1--% 7 88% 19 86% 16 89% 1- 83% 
Gross Profit seems to be rated ‘very important’ less within the marketing department then when considering other 
Business Types, but since only 9% rated it as ‘not important’ it should still be considered reasonably important. 
 

Value to Volume Ratio 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 3 16% 4 36% 7 3-% - -% 3 38% 4 18% 6 33% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 3 16% 4 36% 7 3-% - -% 3 38% 4 18% 6 33% 1 8% 

Not at all 4 13% 4 21% - -% 4 17% - -% 1 12% 3 14% 2 11% 2 17% 

Somewhat 9 3-% 6 32% 3 27% 7 3-% 2 29% 3 38% 6 27% 5 28% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 13 43% 1- 53% 3 27% 11 48% 2 29% 4 5-% 9 41% 7 39% 6 5-% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 3 1-% 2 11% 1 9% 1 4% 2 29% - -% 3 14% 1 6% 2 17% 

Very 7 23% 4 21% 3 27% 4 17% 3 43% 1 12% 6 27% 4 22% 3 25% 

Very 

Subtotal 1- 33% 6 32% 4 36% 5 22% 5 71% 1 12% 9 41% 5 28% 5 42% 
Value to Volume Ratio seems to be less important to B2B then B2C, as well as being less important to Service 
organizations than to Non-Service organizations. Overall it is somewhat above average important. 
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Net Profit 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 1 3% - -% 1 9% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 6 2-% 5 26% 1 9% 5 22% 1 14% 3 38% 3 14% 4 22% 2 17% 

Very 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 8 27% 6 32% 2 18% 6 26% 2 29% 3 38% 5 23% 5 28% 3 25% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 8 27% 6 32% 2 18% 8 35% - -% 1 12% 7 32% 5 28% 3 25% 

Very 13 43% 6 32% 7 64% 8 35% 5 71% 4 5-% 9 41% 7 39% 6 5-% 

Very 

Subtotal 22 73% 13 68% 9 82% 17 74% 5 71% 5 62% 17 77% 13 72% 9 75% 
The importance of Net Profit is less distinct then that of e.g. Revenue, but none of the respondents rated it as being ‘not 
important’. There are no obvious differences in importance among Business Types either. 
 

Return on Sales 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 1 3% - -% 1 9% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 1 3% - -% 1 9% 1 4% - -% - -% 1 5% 1 6% - -% 

Not at all 2 7% 1 5% 1 9% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat 7 23% 5 26% 2 18% 7 3-% - -% 4 5-% 3 14% 5 28% 2 17% 

Very 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 1- 33% 7 37% 3 27% 1- 43% - -% 4 5-% 6 27% 7 39% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 6 2-% 5 26% 1 9% 4 17% 2 29% - -% 6 27% 4 22% 2 17% 

Very 13 43% 7 37% 6 55% 8 35% 5 71% 4 5-% 9 41% 6 33% 7 58% 

Very 

Subtotal 19 63% 12 63% 7 64% 12 52% 7 1--% 4 5-% 15 68% 1- 56% 9 75% 
Only 3% of the respondents rated Return on Sales as being ‘not important’. It seems to be a little less important in B2B 
compared B2C, in O2O compared to O2M and Service compared to Non-Service.  
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Return on Customer 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 3 1-% 1 5% 2 18% 3 13% - -% 1 12% 2 9% 3 17% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 3 1-% 1 5% 2 18% 3 13% - -% 1 12% 2 9% 3 17% - -% 

Not at all 2 7% 2 11% - -% 2 9% - -% 1 12% 1 5% 1 6% 1 8% 

Somewhat 5 17% 5 26% - -% 3 13% 2 29% 2 25% 3 14% 4 22% 1 8% 

Very 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 8 27% 8 42% - -% 6 26% 2 29% 3 38% 5 23% 6 33% 2 17% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 7 23% 4 21% 3 27% 6 26% 1 14% 1 12% 6 27% 4 22% 3 25% 

Very 11 37% 5 26% 6 55% 7 3-% 4 57% 3 38% 8 36% 5 28% 6 5-% 

Very 

Subtotal 19 63% 1- 53% 9 82% 14 61% 5 71% 4 5-% 15 68% 9 5-% 1- 83% 
Return on Customer appears to be fairly important overall with only 1-% rating it ‘not important’. It seems to be a little less 
important to B2B compared to B2C and Service compared to Non-Service. 
 

Marketing Cost per Unit 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 5 17% 3 16% 2 18% 5 22% - -% 1 12% 4 18% 5 28% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 5 17% 3 16% 2 18% 5 22% - -% 1 12% 4 18% 5 28% - -% 

Not at all 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 2 11% - -% 

Somewhat 15 5-% 1- 53% 5 45% 11 48% 4 57% 6 75% 9 41% 8 44% 7 58% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 17 57% 12 63% 5 45% 13 57% 4 57% 6 75% 11 5-% 1- 56% 7 58% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 1 3% - -% 1 9% 1 4% - -% - -% 1 5% - -% 1 8% 

Very 6 2-% 3 16% 3 27% 3 13% 3 43% 1 12% 5 23% 3 17% 3 25% 

Very 

Subtotal 8 27% 4 21% 4 36% 5 22% 3 43% 1 12% 7 32% 3 17% 5 42% 
The importance of Marketing Cost per Unit is somewhat ambiguous. Due to the low number of respondents and especially 
respondents in B2C, it is difficult to get a clear view on this KPI. It is an average important KPI overall and it appears to be 
some more important to Marketing, B2C and Non-Service. 
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Program / Non-Program Ratio 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 9 3-% 5 26% 4 36% 8 35% 1 14% 5 62% 4 18% 6 33% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Not at all 

Subtotal 1- 33% 6 32% 4 36% 9 39% 1 14% 5 62% 5 23% 7 39% 3 25% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 8 27% 7 37% 1 9% 7 3-% 1 14% 2 25% 6 27% 7 39% 1 8% 

Very 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 1- 33% 9 47% 1 9% 8 35% 2 29% 2 25% 8 36% 8 44% 2 17% 

Not at all 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat 3 1-% 2 11% 1 9% 2 9% 1 14% 1 12% 2 9% 1 6% 2 17% 

Very 5 17% - -% 5 45% 2 9% 3 43% - -% 5 23% 1 6% 4 33% 

Very 

Subtotal 1- 33% 4 21% 6 55% 6 26% 4 57% 1 12% 9 41% 3 17% 7 58% 
The overall importance of Program / Non-Program Ratio is average. When we look at the departments however, it seems 
that Marketing rates this KPI more important then Sales. When Business Types are compared, it appears that B2C, O2M 
and Non-Service organizations rate Program / Non-Program a little more important than their counterparts. 
 

Market Growth 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 2 7% 1 5% 1 9% 2 9% - -% 1 12% 1 5% 2 11% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 2 7% 1 5% 1 9% 2 9% - -% 1 12% 1 5% 2 11% - -% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 9 3-% 7 37% 2 18% 9 39% - -% 4 5-% 5 23% 6 33% 3 25% 

Very 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 11 37% 9 47% 2 18% 11 48% - -% 4 5-% 7 32% 8 44% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 5 17% 4 21% 1 9% 4 17% 1 14% 1 12% 4 18% 1 6% 4 33% 

Very 12 4-% 5 26% 7 64% 6 26% 6 86% 2 25% 1- 45% 7 39% 5 42% 

Very 

Subtotal 17 57% 9 47% 8 73% 1- 43% 7 1--% 3 38% 14 64% 8 44% 9 75% 
Market Growth is an important KPI with only 7% of the respondents rating it ‘not important’. It appears that Sales rates this 
KPI somewhat less important than Marketing and a further analysis showed that differences in importance within Business 
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Types were related to the respondent’s department. If this relation was just a coincidence, B2C, O2M and Non-Service 
rate Market Growth much more important than their counterparts. 
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Market Share 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 5 17% 3 16% 2 18% 5 22% - -% 2 25% 3 14% 5 28% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 5 17% 3 16% 2 18% 5 22% - -% 2 25% 3 14% 5 28% - -% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 7 23% 4 21% 3 27% 6 26% 1 14% 4 5-% 3 14% 4 22% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 7 23% 4 21% 3 27% 6 26% 1 14% 4 5-% 3 14% 4 22% 3 25% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 4 13% 3 16% 1 9% 3 13% 1 14% - -% 4 18% 1 6% 3 25% 

Very 13 43% 8 42% 5 45% 8 35% 5 71% 2 25% 11 5-% 7 39% 6 5-% 

Very 

Subtotal 18 6-% 12 63% 6 55% 12 52% 6 86% 2 25% 16 73% 9 5-% 9 75% 
Market Share is a KPI with above average importance. It appears to be no difference in importance within departments, 
but there is a difference within Business Types; B2C, O2M and Non-Service rate this KPI more important than their 
counterpart. 

Market Share Index 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 6 2-% 4 21% 2 18% 6 26% - -% 2 25% 4 18% 6 33% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 6 2-% 4 21% 2 18% 6 26% - -% 2 25% 4 18% 6 33% - -% 

Not at all 1 3% - -% 1 9% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 8 27% 5 26% 3 27% 7 3-% 1 14% 4 5-% 4 18% 5 28% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 5 26% 4 36% 8 35% 1 14% 4 5-% 5 23% 5 28% 4 33% 

Not at all 2 7% 2 11% - -% 2 9% - -% 1 12% 1 5% - -% 2 17% 

Somewhat 3 1-% 3 16% - -% 2 9% 1 14% - -% 3 14% 1 6% 2 17% 

Very 1- 33% 5 26% 5 45% 5 22% 5 71% 1 12% 9 41% 6 33% 4 33% 

Very 

Subtotal 15 5-% 1- 53% 5 45% 9 39% 6 86% 2 25% 13 59% 7 39% 8 67% 
Market Share Index is rated like Market Share with roughly the same differences in Business Type. It’s overall importance 
and use is a little lower then Market Share.
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Net Sales Contribution 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 5 17% 3 16% 2 18% 5 22% - -% 2 25% 3 14% 5 28% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 5 17% 3 16% 2 18% 5 22% - -% 2 25% 3 14% 5 28% - -% 

Not at all 5 17% 4 21% 1 9% 4 17% 1 14% - -% 5 23% 4 22% 1 8% 

Somewhat 8 27% 5 26% 3 27% 6 26% 2 29% 2 25% 6 27% 3 17% 5 42% 

Very 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 14 47% 1- 53% 4 36% 1- 43% 4 57% 2 25% 12 55% 8 44% 6 5-% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 2 11% - -% 

Very 8 27% 3 16% 5 45% 5 22% 3 43% 4 5-% 4 18% 3 17% 5 42% 

Very 

Subtotal 11 37% 6 32% 5 45% 8 35% 3 43% 4 5-% 7 32% 5 28% 6 5-% 
Net Sales Contribution is a moderate important KPI. It appears to be somewhat more important to Marketing than Sales 
and somewhat more important to B2C and Non-Service than B2B and Service respectively. Due to the low response there 
is no clear difference between marketing strategies, even though it can be expected that Net Sales Contribution is more 
important in O2O than O2M. 
 

Market Demand 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 1 3% - -% 1 9% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 1 3% - -% 1 9% 1 4% - -% - -% 1 5% - -% 1 8% 

Not at all 2 7% 1 5% 1 9% 2 9% - -% 1 12% 1 5% - -% 2 17% 

Somewhat 12 4-% 8 42% 4 36% 1- 43% 2 29% 4 5-% 8 36% 9 5-% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 14 47% 9 47% 5 45% 12 52% 2 29% 5 62% 9 41% 9 5-% 5 42% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 1 6% 1 8% 

Very 12 4-% 7 37% 5 45% 8 35% 4 57% 3 38% 9 41% 8 44% 4 33% 

Very 

Subtotal 15 5-% 1- 53% 5 45% 1- 43% 5 71% 3 38% 12 55% 9 5-% 6 5-% 
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Market Demand is an above average important KPI. It appears to be a bit more important in B2C and O2M, but again due 
to the low response this is ambiguous. There seems to be no real difference between Sales or Marketing, and Service or 
Non-Service 
 

Market Penetration 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 2 7% - -% 2 18% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 2 7% - -% 2 18% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Not at all 1 3% - -% 1 9% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 12 4-% 8 42% 4 36% 9 39% 3 43% 4 5-% 8 36% 7 39% 5 42% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 13 43% 8 42% 5 45% 1- 43% 3 43% 4 5-% 9 41% 7 39% 6 5-% 

Not at all 2 7% 2 11% - -% 2 9% - -% 1 12% 1 5% 1 6% 1 8% 

Somewhat 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 2 11% - -% 

Very 11 37% 7 37% 4 36% 8 35% 3 43% 3 38% 8 36% 7 39% 4 33% 

Very 

Subtotal 15 5-% 11 58% 4 36% 11 48% 4 57% 4 5-% 11 5-% 1- 56% 5 42% 
Market Penetration is a moderate important KPI. It is remarkable to notice that in Marketing and O2M there where 
responses who rated the KPI as ‘not important’ while there were no such responses in Sales and O2O respectively. Due 
to the nature of the KPI one could expect this to be the opposite. 
 

Trial Rate 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 8 27% 6 32% 2 18% 8 35% - -% 1 12% 7 32% 6 33% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 8 27% 6 32% 2 18% 8 35% - -% 1 12% 7 32% 6 33% 2 17% 

Not at all 2 7% 2 11% - -% 2 9% - -% 1 12% 1 5% - -% 2 17% 

Somewhat 9 3-% 5 26% 4 36% 6 26% 3 43% 4 5-% 5 23% 5 28% 4 33% 

Very 1 3% - -% 1 9% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 12 4-% 7 37% 5 45% 8 35% 4 57% 5 62% 7 32% 6 33% 6 5-% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 6 2-% 4 21% 2 18% 4 17% 2 29% - -% 6 27% 4 22% 2 17% 

Very 

Very 4 13% 2 11% 2 18% 3 13% 1 14% 2 25% 2 9% 2 11% 2 17% 
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Trial Rate 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 8 27% 6 32% 2 18% 8 35% - -% 1 12% 7 32% 6 33% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 8 27% 6 32% 2 18% 8 35% - -% 1 12% 7 32% 6 33% 2 17% 

Not at all 2 7% 2 11% - -% 2 9% - -% 1 12% 1 5% - -% 2 17% 

Somewhat 9 3-% 5 26% 4 36% 6 26% 3 43% 4 5-% 5 23% 5 28% 4 33% 

Very 1 3% - -% 1 9% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 12 4-% 7 37% 5 45% 8 35% 4 57% 5 62% 7 32% 6 33% 6 5-% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 6 2-% 4 21% 2 18% 4 17% 2 29% - -% 6 27% 4 22% 2 17% 

Very 4 13% 2 11% 2 18% 3 13% 1 14% 2 25% 2 9% 2 11% 2 17% 

Subtotal 1- 33% 6 32% 4 36% 7 3-% 3 43% 2 25% 8 36% 6 33% 4 33% 
Trial rate is a moderate important KPI. It appears to be somewhat more important to Marketing, B2C, O2O and Non-
Service than Sales, B2B, O2M and Service respectively. 
 

Repeat Rate 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 2 7% 2 11% - -% 2 9% - -% - -% 2 9% - -% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 2 7% 2 11% - -% 2 9% - -% - -% 2 9% - -% 2 17% 

Not at all 1 3% 1 5% - -% 1 4% - -% 1 12% - -% - -% 1 8% 

Somewhat 9 3-% 8 42% 1 9% 6 26% 3 43% 3 38% 6 27% 7 39% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 1- 33% 9 47% 1 9% 7 3-% 3 43% 4 5-% 6 27% 7 39% 3 25% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 2 11% - -% 

Very 15 5-% 5 26% 1- 91% 12 52% 3 43% 4 5-% 11 5-% 9 5-% 6 5-% 

Very 

Subtotal 18 6-% 8 42% 1- 91% 14 61% 4 57% 4 5-% 14 64% 11 61% 7 58% 
Repeat Rate is rated considerably important with only 7% of the respondents rating it ‘not important’. There is a clear 
difference between Sales and Marketing, with 91% of Marketing-respondents rating it ‘very important’. There are some 
differences between Business Types, but due to low response rate, implying any relation would be ambiguous. 
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Churn Rate 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 4 21% 3 27% 6 26% 1 14% 2 25% 5 23% 3 17% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 4 21% 3 27% 6 26% 1 14% 2 25% 5 23% 3 17% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 7 23% 4 21% 3 27% 5 22% 2 29% 1 12% 6 27% 5 28% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 8 27% 5 26% 3 27% 6 26% 2 29% 1 12% 7 32% 5 28% 3 25% 

Not at all 3 1-% 2 11% 1 9% 3 13% - -% 1 12% 2 9% 1 6% 2 17% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 11 37% 7 37% 4 36% 8 35% 3 43% 4 5-% 7 32% 8 44% 3 25% 

Very 

Subtotal 15 5-% 1- 53% 5 45% 11 48% 4 57% 5 62% 1- 45% 1- 56% 5 42% 
Churn Rate is rated less important then Repeat Rate, but still moderately important. It is remarkable to see that its use is 
less common as well; 1-% rated is ‘very important’ while not using it. 
 

Segment Contribution 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 6 2-% 3 16% 3 27% 5 22% 1 14% 1 12% 5 23% 3 17% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 6 2-% 3 16% 3 27% 5 22% 1 14% 1 12% 5 23% 3 17% 3 25% 

Not at all 2 7% 1 5% 1 9% 2 9% - -% - -% 2 9% - -% 2 17% 

Somewhat 1- 33% 5 26% 5 45% 9 39% 1 14% 5 62% 5 23% 8 44% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 6 32% 6 55% 11 48% 1 14% 5 62% 7 32% 8 44% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 6 2-% 5 26% 1 9% 2 9% 4 57% 1 12% 5 23% 3 17% 3 25% 

Very 6 2-% 5 26% 1 9% 5 22% 1 14% 1 12% 5 23% 4 22% 2 17% 

Very 

Subtotal 12 4-% 1- 53% 2 18% 7 3-% 5 71% 2 25% 1- 45% 7 39% 5 42% 
Segment Contribution is of moderate importance overall. The only clear difference is between B2B and B2C. 
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Customer Profitability 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 2 7% - -% 2 18% 1 4% 1 14% 1 12% 1 5% - -% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 2 7% - -% 2 18% 1 4% 1 14% 1 12% 1 5% - -% 2 17% 

Not at all 4 13% 3 16% 1 9% 4 17% - -% 1 12% 3 14% 1 6% 3 25% 

Somewhat 6 2-% 4 21% 2 18% 5 22% 1 14% 3 38% 3 14% 6 33% - -% 

Very 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 11 37% 8 42% 3 27% 9 39% 2 29% 4 5-% 7 32% 8 44% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 5 17% 4 21% 1 9% 3 13% 2 29% 1 12% 4 18% 3 17% 2 17% 

Very 12 4-% 7 37% 5 45% 1- 43% 2 29% 2 25% 1- 45% 7 39% 5 42% 

Very 

Subtotal 17 57% 11 58% 6 55% 13 57% 4 57% 3 38% 14 64% 1- 56% 7 58% 
Customer Profitability is of above average importance. There appears to be a difference between O2O/O2M and 
Service/Non-Service; the latter both rate it a little higher. 
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Share of Customer 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 3 16% 4 36% 6 26% 1 14% 1 12% 6 27% 5 28% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 3 16% 4 36% 6 26% 1 14% 1 12% 6 27% 5 28% 2 17% 

Not at all 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat 8 27% 6 32% 2 18% 7 3-% 1 14% 2 25% 6 27% 5 28% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 1- 33% 8 42% 2 18% 9 39% 1 14% 2 25% 8 36% 6 33% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 3 1-% 3 16% - -% 1 4% 2 29% 1 12% 2 9% 1 6% 2 17% 

Very 9 3-% 4 21% 5 45% 6 26% 3 43% 4 5-% 5 23% 5 28% 4 33% 

Very 

Subtotal 13 43% 8 42% 5 45% 8 35% 5 71% 5 62% 8 36% 7 39% 6 5-% 
Share of Customer is moderate important KPI. The difference within departments is somewhat visible, with 36% of 
Marketing-respondents rating it ‘not important’. Within Business Types there is some indication that B2C, O2O and Non-
Service rate this KPI higher than their counterparts. 
 

Customer Acquisition Costs 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 8 27% 2 11% 6 55% 7 3-% 1 14% 1 12% 7 32% 3 17% 5 42% 

Somewhat 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 9 3-% 3 16% 6 55% 8 35% 1 14% 1 12% 8 36% 3 17% 6 5-% 

Not at all 1 3% 1 5% - -% 1 4% - -% 1 12% - -% - -% 1 8% 

Somewhat 4 13% 4 21% - -% 2 9% 2 29% 2 25% 2 9% 3 17% 1 8% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 5 17% 5 26% - -% 3 13% 2 29% 3 38% 2 9% 3 17% 2 17% 

Not at all 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 14 47% 9 47% 5 45% 1- 43% 4 57% 4 5-% 1- 45% 11 61% 3 25% 

Very 

Subtotal 16 53% 11 58% 5 45% 12 52% 4 57% 4 5-% 12 55% 12 67% 4 33% 
Although the overall importance of Customer Acquisition Costs is moderate, the difference between departments is clear; 
Sales rates its importance higher then Marketing. The same goes for B2C, O2O and Service respectively. 
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Cost per Lead 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 5 17% 2 11% 3 27% 4 17% 1 14% 1 12% 4 18% 2 11% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 5 17% 2 11% 3 27% 4 17% 1 14% 1 12% 4 18% 2 11% 3 25% 

Not at all 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat 8 27% 6 32% 2 18% 6 26% 2 29% 4 5-% 4 18% 7 39% 1 8% 

Very 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 11 37% 9 47% 2 18% 8 35% 3 43% 4 5-% 7 32% 9 5-% 2 17% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% - -% 1 8% 

Very 12 4-% 6 32% 6 55% 1- 43% 2 29% 3 38% 9 41% 7 39% 5 42% 

Very 

Subtotal 14 47% 8 42% 6 55% 11 48% 3 43% 3 38% 11 5-% 7 39% 7 58% 
Cost per Lead is a moderate important KPI. It appears to be more important to Sales than to Marketing. On average there 
is no clear indication among Business Types. 
 

Customer Lifetime Value 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 5 17% 3 16% 2 18% 4 17% 1 14% - -% 5 23% 2 11% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 5 17% 3 16% 2 18% 4 17% 1 14% - -% 5 23% 2 11% 3 25% 

Not at all 2 7% 2 11% - -% 2 9% - -% 1 12% 1 5% 1 6% 1 8% 

Somewhat 1- 33% 6 32% 4 36% 8 35% 2 29% 3 38% 7 32% 7 39% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 8 42% 4 36% 1- 43% 2 29% 4 5-% 8 36% 8 44% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 3 1-% 2 11% 1 9% 2 9% 1 14% 1 12% 2 9% 1 6% 2 17% 

Very 9 3-% 5 26% 4 36% 6 26% 3 43% 3 38% 6 27% 7 39% 2 17% 

Very 

Subtotal 13 43% 8 42% 5 45% 9 39% 4 57% 4 5-% 9 41% 8 44% 5 42% 
Customer Lifetime Value is moderately important overall, but appears to be more important to B2C, O2O and Service. 
Sales and Marketing rate it almost equally important. 
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New Customer Gain 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 1 3% - -% 1 9% - -% 1 14% - -% 1 5% - -% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 1 3% - -% 1 9% - -% 1 14% - -% 1 5% - -% 1 8% 

Not at all 3 1-% 3 16% - -% 3 13% - -% 1 12% 2 9% 1 6% 2 17% 

Somewhat 8 27% 7 37% 1 9% 7 3-% 1 14% 2 25% 6 27% 5 28% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 11 37% 1- 53% 1 9% 1- 43% 1 14% 3 38% 8 36% 6 33% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 2 7% 1 5% 1 9% 1 4% 1 14% 1 12% 1 5% 1 6% 1 8% 

Very 16 53% 8 42% 8 73% 12 52% 4 57% 4 5-% 12 55% 11 61% 5 42% 

Very 

Subtotal 18 6-% 9 47% 9 82% 13 57% 5 71% 5 62% 13 59% 12 67% 6 5-% 
New Customer Gain is above average importance with only 3% rating it ‘not important’. There is a clear difference 
between departments with 82% of Marketing rating it ‘very important’. The Business Types do not seem influence its 
importance. 
 

Customer Loss 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 4 13% 1 5% 3 27% 3 13% 1 14% 1 12% 3 14% - -% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 4 13% 1 5% 3 27% 3 13% 1 14% 1 12% 3 14% - -% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 7 23% 5 26% 2 18% 6 26% 1 14% 2 25% 5 23% 3 17% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 7 23% 5 26% 2 18% 6 26% 1 14% 2 25% 5 23% 3 17% 4 33% 

Not at all 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat 5 17% 3 16% 2 18% 2 9% 3 43% - -% 5 23% 4 22% 1 8% 

Very 12 4-% 8 42% 4 36% 1- 43% 2 29% 5 62% 7 32% 1- 56% 2 17% 

Very 

Subtotal 19 63% 13 68% 6 55% 14 61% 5 71% 5 62% 14 64% 15 83% 4 33% 
Customer Loss is fairly important with only a 13% ‘not important’ rating. Sales seems to rate it a more important as well as 
Service, compared to Marketing and Non-Service respectively. When Customer Loss is compared to the related KPI 
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Churn Rate, it shows the same rating, but it is more explicit then Churn Rate.
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Net Price 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 2 7% 1 5% 1 9% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 2 7% 1 5% 1 9% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 11 37% 7 37% 4 36% 9 39% 2 29% 4 5-% 7 32% 8 44% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 8 42% 4 36% 1- 43% 2 29% 4 5-% 8 36% 8 44% 4 33% 

Not at all 2 7% 1 5% 1 9% 2 9% - -% - -% 2 9% 2 11% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 14 47% 9 47% 5 45% 9 39% 5 71% 4 5-% 1- 45% 7 39% 7 58% 

Very 

Subtotal 16 53% 1- 53% 6 55% 11 48% 5 71% 4 5-% 12 55% 9 5-% 7 58% 
Net Price appears to be an above average important KPI. There is a small indication that B2C rates it a little more 
important than B2B, but due to the low response this is unreliable. 
 

Share of Voice 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 14 47% 1- 53% 4 36% 13 57% 1 14% 4 5-% 1- 45% 9 5-% 5 42% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 14 47% 1- 53% 4 36% 13 57% 1 14% 4 5-% 1- 45% 9 5-% 5 42% 

Not at all 3 1-% 3 16% - -% 2 9% 1 14% - -% 3 14% 2 11% 1 8% 

Somewhat 6 2-% 3 16% 3 27% 4 17% 2 29% 2 25% 4 18% 3 17% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 6 32% 3 27% 6 26% 3 43% 2 25% 7 32% 5 28% 4 33% 

Not at all 1 3% - -% 1 9% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 1 3% - -% 1 9% 1 4% - -% 1 12% - -% - -% 1 8% 

Very 5 17% 3 16% 2 18% 2 9% 3 43% 1 12% 4 18% 3 17% 2 17% 

Very 

Subtotal 7 23% 3 16% 4 36% 4 17% 3 43% 2 25% 5 23% 4 22% 3 25% 
The importance of Share of Voice is below average. It seems to be relevant only in B2C. It is remarkable that 36% of 
Marketing rates this KPI ‘not important’. Cross-referencing Marketing and B2C indicated that Share of Voice is more 
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important there; 25% rated Share of Voice ‘not important’. But again due to the low number of respondents this cannot be 
justified. 
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Advertising to Sales Ratio 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 12 4-% 7 37% 5 45% 11 48% 1 14% 4 5-% 8 36% 9 5-% 3 25% 

Somewhat 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 13 43% 8 42% 5 45% 12 52% 1 14% 4 5-% 9 41% 1- 56% 3 25% 

Not at all 3 1-% 3 16% - -% 2 9% 1 14% - -% 3 14% 1 6% 2 17% 

Somewhat 6 2-% 5 26% 1 9% 5 22% 1 14% 2 25% 4 18% 4 22% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 8 42% 1 9% 7 3-% 2 29% 2 25% 7 32% 5 28% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 1 3% - -% 1 9% 1 4% - -% 1 12% - -% - -% 1 8% 

Very 6 2-% 2 11% 4 36% 2 9% 4 57% 1 12% 5 23% 2 11% 4 33% 

Very 

Subtotal 8 27% 3 16% 5 45% 4 17% 4 57% 2 25% 6 27% 3 17% 5 42% 
Advertising to Sales Ratio is a below average important KPI. It appears to be more important in B2C and Non-Service, but 
this is ambiguous. 
 

Reach 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 4 21% 3 27% 6 26% 1 14% 3 38% 4 18% 5 28% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 4 21% 3 27% 6 26% 1 14% 3 38% 4 18% 5 28% 2 17% 

Not at all 5 17% 5 26% - -% 4 17% 1 14% - -% 5 23% 3 17% 2 17% 

Somewhat 12 4-% 8 42% 4 36% 1- 43% 2 29% 4 5-% 8 36% 8 44% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 17 57% 13 68% 4 36% 14 61% 3 43% 4 5-% 13 59% 11 61% 6 5-% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Very 5 17% 1 5% 4 36% 2 9% 3 43% 1 12% 4 18% 2 11% 3 25% 

Very 

Subtotal 6 2-% 2 11% 4 36% 3 13% 3 43% 1 12% 5 23% 2 11% 4 33% 
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Reach is moderately important. Marketing, B2C, O2M and Non-Service rate Reach more important than their 
counterparts. Of the 23% respondents who rated it as ‘not important’, the majority worked in B2B which rates Reach less 
important. This relation however, is ambiguous due to the low number of response. 
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Impressions 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 11 37% 7 37% 4 36% 1- 43% 1 14% 4 5-% 7 32% 7 39% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 11 37% 7 37% 4 36% 1- 43% 1 14% 4 5-% 7 32% 7 39% 4 33% 

Not at all 3 1-% 3 16% - -% 2 9% 1 14% - -% 3 14% 1 6% 2 17% 

Somewhat 6 2-% 4 21% 2 18% 4 17% 2 29% 2 25% 4 18% 4 22% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 7 37% 2 18% 6 26% 3 43% 2 25% 7 32% 5 28% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 9 3-% 4 21% 5 45% 6 26% 3 43% 2 25% 7 32% 5 28% 4 33% 

Very 

Subtotal 1- 33% 5 26% 5 45% 7 3-% 3 43% 2 25% 8 36% 6 33% 4 33% 
Impressions is rated average important. There is an indication that Marketing, B2C and O2M rate this KPI somewhat 
higher than their counterparts. 
 

Frequency 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 4 21% 3 27% 6 26% 1 14% 3 38% 4 18% 4 22% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 4 21% 3 27% 6 26% 1 14% 3 38% 4 18% 4 22% 3 25% 

Not at all 5 17% 4 21% 1 9% 4 17% 1 14% 1 12% 4 18% 2 11% 3 25% 

Somewhat 9 3-% 7 37% 2 18% 8 35% 1 14% 2 25% 7 32% 7 39% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 14 47% 11 58% 3 27% 12 52% 2 29% 3 38% 11 5-% 9 5-% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 9 3-% 4 21% 5 45% 5 22% 4 57% 2 25% 7 32% 5 28% 4 33% 

Very 

Subtotal 9 3-% 4 21% 5 45% 5 22% 4 57% 2 25% 7 32% 5 28% 4 33% 
Frequency is rated a bit more important then Impressions. This is the same with respect to the relations with among 
Business Types. The difference in importance is a little more distinct. 
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Gross Rating Points 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 16 53% 11 58% 5 45% 14 61% 2 29% 5 62% 11 5-% 1- 56% 6 5-% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 16 53% 11 58% 5 45% 14 61% 2 29% 5 62% 11 5-% 1- 56% 6 5-% 

Not at all 3 1-% 3 16% - -% 2 9% 1 14% - -% 3 14% 2 11% 1 8% 

Somewhat 6 2-% 3 16% 3 27% 5 22% 1 14% 3 38% 3 14% 3 17% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 6 32% 3 27% 7 3-% 2 29% 3 38% 6 27% 5 28% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Very 4 13% 1 5% 3 27% 1 4% 3 43% - -% 4 18% 2 11% 2 17% 

Very 

Subtotal 5 17% 2 11% 3 27% 2 9% 3 43% - -% 5 23% 3 17% 2 17% 
Gross Rating Points has a below average importance. Only in B2C it appears to have some relevance, especially when it 
was cross-referenced to O2M. 
 

Costs per Gross Rating Point 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 17 57% 12 63% 5 45% 15 65% 2 29% 5 62% 12 55% 1- 56% 7 58% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 17 57% 12 63% 5 45% 15 65% 2 29% 5 62% 12 55% 1- 56% 7 58% 

Not at all 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 2 11% - -% 

Somewhat 6 2-% 2 11% 4 36% 5 22% 1 14% 3 38% 3 14% 3 17% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 8 27% 4 21% 4 36% 6 26% 2 29% 3 38% 5 23% 5 28% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Very 4 13% 2 11% 2 18% 1 4% 3 43% - -% 4 18% 2 11% 2 17% 

Very 

Subtotal 5 17% 3 16% 2 18% 2 9% 3 43% - -% 5 23% 3 17% 2 17% 
The Costs per Gross Rating Point are slightly less important then (the amount of) Gross Rating Points itself. As with Gross 
Rating Points, the respondents who did not rate this KPI ‘not important’ were from B2C, O2M organizations. 
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Sales Premiums 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 16 53% 1- 53% 6 55% 13 57% 3 43% 4 5-% 12 55% 1- 56% 6 5-% 

Somewhat 1 3% - -% 1 9% 1 4% - -% 1 12% - -% - -% 1 8% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 17 57% 1- 53% 7 64% 14 61% 3 43% 5 62% 12 55% 1- 56% 7 58% 

Not at all 2 7% 2 11% - -% 1 4% 1 14% 1 12% 1 5% 1 6% 1 8% 

Somewhat 7 23% 5 26% 2 18% 6 26% 1 14% 1 12% 6 27% 5 28% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 7 37% 2 18% 7 3-% 2 29% 2 25% 7 32% 6 33% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 4 13% 2 11% 2 18% 2 9% 2 29% 1 12% 3 14% 2 11% 2 17% 

Very 

Subtotal 4 13% 2 11% 2 18% 2 9% 2 29% 1 12% 3 14% 2 11% 2 17% 
Sales Premiums appears to have a low importance. There seems to be no clear difference within departments or 
Business Types. 
 

Baseline Sales 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 6 2-% 4 21% 2 18% 6 26% - -% 2 25% 4 18% 5 28% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 6 2-% 4 21% 2 18% 6 26% - -% 2 25% 4 18% 5 28% 1 8% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 14 47% 9 47% 5 45% 12 52% 2 29% 5 62% 9 41% 8 44% 6 5-% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 15 5-% 1- 53% 5 45% 13 57% 2 29% 5 62% 1- 45% 8 44% 7 58% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Very 8 27% 4 21% 4 36% 3 13% 5 71% 1 12% 7 32% 4 22% 4 33% 

Very 

Subtotal 9 3-% 5 26% 4 36% 4 17% 5 71% 1 12% 8 36% 5 28% 4 33% 
Baseline Sales is a moderate important KPI. It seems that B2C rates it more important than B2B. The difference is less 
clear for Marketing, O2M and Non-Service compared to Sales, O2O and Service respectively. 



 100 

 

Increased Sales 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 4 13% 3 16% 1 9% 4 17% - -% 2 25% 2 9% 4 22% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 4 13% 3 16% 1 9% 4 17% - -% 2 25% 2 9% 4 22% - -% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 1- 33% 8 42% 2 18% 8 35% 2 29% 3 38% 7 32% 6 33% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 11 37% 9 47% 2 18% 9 39% 2 29% 3 38% 8 36% 7 39% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% - -% 1 9% 1 4% - -% 1 12% - -% - -% 1 8% 

Very 14 47% 7 37% 7 64% 9 39% 5 71% 2 25% 12 55% 7 39% 7 58% 

Very 

Subtotal 15 5-% 7 37% 8 73% 1- 43% 5 71% 3 38% 12 55% 7 39% 8 67% 
The importance of Increased Sales is very much like that of Baseline Sales, however, besides the overall importance 
being higher, the differences in importance among Business Types is more distinct. 
 

Promotion Profit 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 4 21% 3 27% 7 3-% - -% 4 5-% 3 14% 6 33% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 4 21% 3 27% 7 3-% - -% 4 5-% 3 14% 6 33% 1 8% 

Not at all 3 1-% 3 16% - -% 3 13% - -% - -% 3 14% 2 11% 1 8% 

Somewhat 8 27% 5 26% 3 27% 6 26% 2 29% 2 25% 6 27% 4 22% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 11 37% 8 42% 3 27% 9 39% 2 29% 2 25% 9 41% 6 33% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 2 7% 2 11% - -% 1 4% 1 14% 1 12% 1 5% 1 6% 1 8% 

Very 1- 33% 5 26% 5 45% 6 26% 4 57% 1 12% 9 41% 5 28% 5 42% 

Very 

Subtotal 12 4-% 7 37% 5 45% 7 3-% 5 71% 2 25% 1- 45% 6 33% 6 5-% 
Promotion profit is of average importance. There is a good indication that B2C, O2M and Non-Service rate this KPI more 
important than their counterparts. There seems to be no clear indication that it is more important to Marketing than Sales, 
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which is remarkable. Cross-referencing showed that the ‘not important’ ratings in Marketing respondents were also B2B. 
This might show a relation, but this would be ambiguous to claim with due to the low number of respondents. 
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Brand Equity 

  
Department Customer Type Marketing Strategy Product Type 

  Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 8 27% 5 26% 3 27% 7 3-% 1 14% 1 12% 7 32% 6 33% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 8 27% 5 26% 3 27% 7 3-% 1 14% 1 12% 7 32% 6 33% 2 17% 

Not at all 1 3% 1 5% - -% 1 4% - -% 1 12% - -% - -% 1 8% 

Somewhat 4 13% 3 16% 1 9% 3 13% 1 14% 1 12% 3 14% 2 11% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 5 17% 4 21% 1 9% 4 17% 1 14% 2 25% 3 14% 2 11% 3 25% 

Not at all 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat 3 1-% 2 11% 1 9% 3 13% - -% 1 12% 2 9% 2 11% 1 8% 

Very 12 4-% 6 32% 6 55% 7 3-% 5 71% 4 5-% 8 36% 7 39% 5 42% 

Very 

Subtotal 17 57% 1- 53% 7 64% 12 52% 5 71% 5 62% 12 55% 1- 56% 7 58% 
Brand Equity is of above average importance. When cross-referencing, it seemed that the respondents in Marketing who 
rated Brand Equity ‘not important’, were all in O2M. This could indicate a relationship, but due to the low number of 
respondents, no assumptions should be made on any relationship between these organizational properties.  
 

Price Premium 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 1- 33% 5 26% 5 45% 9 39% 1 14% 3 38% 7 32% 6 33% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 1- 33% 5 26% 5 45% 9 39% 1 14% 3 38% 7 32% 6 33% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 11 37% 9 47% 2 18% 1- 43% 1 14% 4 5-% 7 32% 7 39% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 1- 53% 2 18% 11 48% 1 14% 4 5-% 8 36% 7 39% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 2 11% - -% 

Very 6 2-% 2 11% 4 36% 2 9% 4 57% 1 12% 5 23% 3 17% 3 25% 

Very 

Subtotal 8 27% 4 21% 4 36% 3 13% 5 71% 1 12% 7 32% 5 28% 3 25% 
The importance of Price Premium is slightly below average. There is an indication that B2C rates this KPI much more 
important than B2B. Also, Sales and O2M rate Price Premium somewhat more important than their counterparts. 
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Recall 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 9 3-% 5 26% 4 36% 7 3-% 2 29% 3 38% 6 27% 4 22% 5 42% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 9 3-% 5 26% 4 36% 7 3-% 2 29% 3 38% 6 27% 4 22% 5 42% 

Not at all 5 17% 5 26% - -% 4 17% 1 14% - -% 5 23% 4 22% 1 8% 

Somewhat 7 23% 4 21% 3 27% 6 26% 1 14% 2 25% 5 23% 4 22% 3 25% 

Very 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 13 43% 1- 53% 3 27% 11 48% 2 29% 2 25% 11 5-% 9 5-% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 2 7% 1 5% 1 9% 2 9% - -% 1 12% 1 5% 1 6% 1 8% 

Very 6 2-% 3 16% 3 27% 3 13% 3 43% 2 25% 4 18% 4 22% 2 17% 

Very 

Subtotal 8 27% 4 21% 4 36% 5 22% 3 43% 3 38% 5 23% 5 28% 3 25% 
Recall appears to be a moderate important KPI. It seems to be only a little more important to Marketing than Sales, where 
a remarkable 36% in Marketing rates it ‘not important’. O2M and Service appear to rate it somewhat more important than 
O2O and Non-Service respectively. 
 

Recognition 

  
Department Customer Type Marketing Strategy Product Type 

  Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 8 27% 6 32% 2 18% 6 26% 2 29% 3 38% 5 23% 3 17% 5 42% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 8 27% 6 32% 2 18% 6 26% 2 29% 3 38% 5 23% 3 17% 5 42% 

Not at all 3 1-% 2 11% 1 9% 2 9% 1 14% - -% 3 14% 2 11% 1 8% 

Somewhat 7 23% 4 21% 3 27% 7 3-% - -% 2 25% 5 23% 5 28% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 1- 33% 6 32% 4 36% 9 39% 1 14% 2 25% 8 36% 7 39% 3 25% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 4 13% 2 11% 2 18% 3 13% 1 14% 1 12% 3 14% 2 11% 2 17% 

Very 7 23% 4 21% 3 27% 4 17% 3 43% 2 25% 5 23% 5 28% 2 17% 

Very 

Subtotal 12 4-% 7 37% 5 45% 8 35% 4 57% 3 38% 9 41% 8 44% 4 33% 
Recognition is moderately important. It seems to be a little more important to Marketing than Sales, but between Business 
Types the difference is less clear. B2C and Service do seem to rate Recognition higher than B2B and Non-Service. 
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Transaction per Customer 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 8 27% 6 32% 2 18% 7 3-% 1 14% 1 12% 7 32% 3 17% 5 42% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 8 27% 6 32% 2 18% 7 3-% 1 14% 1 12% 7 32% 3 17% 5 42% 

Not at all 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 11 37% 7 37% 4 36% 1- 43% 1 14% 5 62% 6 27% 9 5-% 2 17% 

Very 1 3% - -% 1 9% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 13 43% 8 42% 5 45% 1- 43% 3 43% 5 62% 8 36% 11 61% 2 17% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 8 27% 4 21% 4 36% 5 22% 3 43% 2 25% 6 27% 4 22% 4 33% 

Very 

Subtotal 9 3-% 5 26% 4 36% 6 26% 3 43% 2 25% 7 32% 4 22% 5 42% 
Transaction per Customer is of moderately important overall. There is a slight difference in importance between the 
departments and Business Types; Marketing, B2C and O2O appear to rate is more important. Within Product Types the 
average importance is almost equal, but the variance among responses is much bigger in Non-Service. 
 

Returns to Net Sales 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 9 3-% 6 32% 3 27% 9 39% - -% 4 5-% 5 23% 6 33% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 9 3-% 6 32% 3 27% 9 39% - -% 4 5-% 5 23% 6 33% 3 25% 

Not at all 2 7% 2 11% - -% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat 6 2-% 3 16% 3 27% 4 17% 2 29% 1 12% 5 23% 4 22% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 8 27% 5 26% 3 27% 6 26% 2 29% 1 12% 7 32% 5 28% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% - -% 1 8% 

Very 12 4-% 7 37% 5 45% 8 35% 4 57% 3 38% 9 41% 7 39% 5 42% 

Very 

Subtotal 13 43% 8 42% 5 45% 8 35% 5 71% 3 38% 1- 45% 7 39% 6 5-% 
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Returns to Net Sales is averagely important, but shows a very inconsistent importance distribution. Cross-referencing 
indicated that O2M in combination with B2C rated this KPI “very important’, while its importance to O2M in combination 
with B2B was evenly distributed. 
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Inventory Turnover 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 13 43% 8 42% 5 45% 12 52% 1 14% 4 5-% 9 41% 9 5-% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 13 43% 8 42% 5 45% 12 52% 1 14% 4 5-% 9 41% 9 5-% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 4 13% 3 16% 1 9% 4 17% - -% 1 12% 3 14% 4 22% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 4 13% 3 16% 1 9% 4 17% - -% 1 12% 3 14% 4 22% - -% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 3 1-% 3 16% - -% 1 4% 2 29% - -% 3 14% 1 6% 2 17% 

Very 1- 33% 5 26% 5 45% 6 26% 4 57% 3 38% 7 32% 4 22% 6 5-% 

Very 

Subtotal 13 43% 8 42% 5 45% 7 3-% 6 86% 3 38% 1- 45% 5 28% 8 67% 
The importance of Inventory Turnover is average. There is an indication that it is very important in B2C. A remarkable 
result is that some respondents in Service rated this KPI ‘very important’; this is somewhat strange, since Service 
organizations should care about inventory in theory. Cross-referencing showed that the Service respondents who did, all 
came from a O2M organization. 
 

Percent Inventory Carrying Costs 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 14 47% 7 37% 7 64% 12 52% 2 29% 3 38% 11 5-% 1- 56% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 14 47% 7 37% 7 64% 12 52% 2 29% 3 38% 11 5-% 1- 56% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% 1 12% - -% - -% 1 8% 

Somewhat 8 27% 6 32% 2 18% 6 26% 2 29% 3 38% 5 23% 4 22% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 7 37% 2 18% 7 3-% 2 29% 4 5-% 5 23% 4 22% 5 42% 

Not at all 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 3 1-% 3 16% - -% 2 9% 1 14% - -% 3 14% 2 11% 1 8% 

Very 3 1-% 1 5% 2 18% 2 9% 1 14% 1 12% 2 9% 1 6% 2 17% 

Very 

Subtotal 7 23% 5 26% 2 18% 4 17% 3 43% 1 12% 6 27% 4 22% 3 25% 
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Percent Inventory Carrying Costs has a below average importance. The use of this KPI is also low, with only 1-% using it 
very much. It seems to be a little more important to Sales, B2C, O2O and Non-Service. As with Inventory Turnover, there 
are respondents from Service who rate this KPI ‘very important’ 
 

Sales per Square Foot 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 21 7-% 15 79% 6 55% 19 83% 2 29% 6 75% 15 68% 14 78% 7 58% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 21 7-% 15 79% 6 55% 19 83% 2 29% 6 75% 15 68% 14 78% 7 58% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 3 1-% 2 11% 1 9% 2 9% 1 14% 1 12% 2 9% 2 11% 1 8% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 4 13% 3 16% 1 9% 3 13% 1 14% 1 12% 3 14% 3 17% 1 8% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 4 13% - -% 4 36% 1 4% 3 43% 1 12% 3 14% - -% 4 33% 

Very 

Subtotal 5 17% 1 5% 4 36% 1 4% 4 57% 1 12% 4 18% 1 6% 4 33% 
Sales per Square Foot has a low importance. Cross-referencing did show that B2C combined with O2M and Non-Service 
rate Sales per Square Foot ‘very important’; this is what could be expected of this KPI. 
 

Sales per Employee 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 4 21% 3 27% 6 26% 1 14% 2 25% 5 23% 3 17% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 4 21% 3 27% 6 26% 1 14% 2 25% 5 23% 3 17% 4 33% 

Not at all 3 1-% 2 11% 1 9% 2 9% 1 14% - -% 3 14% 2 11% 1 8% 

Somewhat 11 37% 6 32% 5 45% 1- 43% 1 14% 5 62% 6 27% 6 33% 5 42% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 14 47% 8 42% 6 55% 12 52% 2 29% 5 62% 9 41% 8 44% 6 5-% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 8 27% 6 32% 2 18% 5 22% 3 43% 1 12% 7 32% 6 33% 2 17% 

Very 

Subtotal 9 3-% 7 37% 2 18% 5 22% 4 57% 1 12% 8 36% 7 39% 2 17% 
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Sales per Employee is of moderate importance. It seems to be more important to Sales, B2C, O2M and Service. 
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Average Transaction Size 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 5 17% 3 16% 2 18% 3 13% 2 29% - -% 5 23% 4 22% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 5 17% 3 16% 2 18% 3 13% 2 29% - -% 5 23% 4 22% 1 8% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 12 4-% 1- 53% 2 18% 11 48% 1 14% 5 62% 7 32% 8 44% 4 33% 

Very 1 3% - -% 1 9% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 13 43% 1- 53% 3 27% 11 48% 2 29% 5 62% 8 36% 9 5-% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 2 7% 1 5% 1 9% 2 9% - -% 1 12% 1 5% - -% 2 17% 

Very 1- 33% 5 26% 5 45% 7 3-% 3 43% 2 25% 8 36% 5 28% 5 42% 

Very 

Subtotal 12 4-% 6 32% 6 55% 9 39% 3 43% 3 38% 9 41% 5 28% 7 58% 
Average Transaction size is above average importance. When the responses where cross-referenced it appeared that 
B2C combined with O2M and Non-Service rated this KPI more important. 
 

Retailer’s Margin Percentage 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 17 57% 1- 53% 7 64% 16 7-% 1 14% 6 75% 11 5-% 11 61% 6 5-% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 17 57% 1- 53% 7 64% 16 7-% 1 14% 6 75% 11 5-% 11 61% 6 5-% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 4 13% 3 16% 1 9% 3 13% 1 14% 2 25% 2 9% 2 11% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 4 13% 3 16% 1 9% 3 13% 1 14% 2 25% 2 9% 2 11% 2 17% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 7 23% 4 21% 3 27% 3 13% 4 57% - -% 7 32% 3 17% 4 33% 

Very 

Subtotal 9 3-% 6 32% 3 27% 4 17% 5 71% - -% 9 41% 5 28% 4 33% 
Retailer’s Margin Percentage has a below average importance. It appears to become more important in Sales and B2C, 
especially when combined with O2M and Non-Service organizations. 
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Markdown 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 15 5-% 1- 53% 5 45% 15 65% - -% 5 62% 1- 45% 11 61% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 15 5-% 1- 53% 5 45% 15 65% - -% 5 62% 1- 45% 11 61% 4 33% 

Not at all 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 1 6% 1 8% 

Somewhat 3 1-% 2 11% 1 9% 1 4% 2 29% 1 12% 2 9% 1 6% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 5 17% 4 21% 1 9% 2 9% 3 43% 1 12% 4 18% 2 11% 3 25% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 2 7% 1 5% 1 9% 2 9% - -% 1 12% 1 5% - -% 2 17% 

Very 7 23% 3 16% 4 36% 3 13% 4 57% 1 12% 6 27% 4 22% 3 25% 

Very 

Subtotal 1- 33% 5 26% 5 45% 6 26% 4 57% 2 25% 8 36% 5 28% 5 42% 
Markdown has a below average importance. Only in B2C its importance appears to be a higher. This is also true to a 
lesser extent for O2M and Non-Service. Within departments the importance is distributed with a very high variance. 
 

Markdown Goods Percentage 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 17 57% 11 58% 6 55% 16 7-% 1 14% 5 62% 12 55% 11 61% 6 5-% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 17 57% 11 58% 6 55% 16 7-% 1 14% 5 62% 12 55% 11 61% 6 5-% 

Not at all 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 5 17% 3 16% 2 18% 3 13% 2 29% 3 38% 2 9% 2 11% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 6 2-% 4 21% 2 18% 3 13% 3 43% 3 38% 3 14% 3 17% 3 25% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Very 5 17% 2 11% 3 27% 2 9% 3 43% - -% 5 23% 3 17% 2 17% 

Very 

Subtotal 7 23% 4 21% 3 27% 4 17% 3 43% - -% 7 32% 4 22% 3 25% 
Markdown Goods Percentage has a low importance. The somewhat higher importance in B2C is less visible than it was 
for Markdown. Importance to Non-Service is also lower, while O2M now rates Markdown Goods Percentage clearly more 
important than O2O. 
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Percent Utilization of Discounts 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 1- 33% 8 42% 2 18% 1- 43% - -% 4 5-% 6 27% 9 5-% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 1- 33% 8 42% 2 18% 1- 43% - -% 4 5-% 6 27% 9 5-% 1 8% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 8 27% 5 26% 3 27% 6 26% 2 29% 3 38% 5 23% 3 17% 5 42% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 6 32% 3 27% 7 3-% 2 29% 3 38% 6 27% 3 17% 6 5-% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 2 7% 1 5% 1 9% 1 4% 1 14% - -% 2 9% 2 11% - -% 

Very 8 27% 3 16% 5 45% 4 17% 4 57% 1 12% 7 32% 3 17% 5 42% 

Very 

Subtotal 11 37% 5 26% 6 55% 6 26% 5 71% 1 12% 1- 45% 6 33% 5 42% 
The overall importance of Percent Utilization of Discounts is average. There is however an indication that is more 
important in B2C combined with O2M and Non-Service organizations. Marketing rates this KPI somewhat higher than 
Sales. 
 

Sales Force Salary 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 8 27% 4 21% 4 36% 7 3-% 1 14% 1 12% 7 32% 4 22% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 8 27% 4 21% 4 36% 7 3-% 1 14% 1 12% 7 32% 4 22% 4 33% 

Not at all 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 1 6% 1 8% 

Somewhat 11 37% 6 32% 5 45% 8 35% 3 43% 4 5-% 7 32% 6 33% 5 42% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 13 43% 8 42% 5 45% 9 39% 4 57% 4 5-% 9 41% 7 39% 6 5-% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Very 8 27% 6 32% 2 18% 6 26% 2 29% 3 38% 5 23% 6 33% 2 17% 

Very 

Subtotal 9 3-% 7 37% 2 18% 7 3-% 2 29% 3 38% 6 27% 7 39% 2 17% 
Sales Force Salary is moderately important. There is a small difference in importance between Sales and Marketing, but 
no clear difference within Business Types. 
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Sales Performance Quota 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 5 17% 3 16% 2 18% 4 17% 1 14% - -% 5 23% 2 11% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 5 17% 3 16% 2 18% 4 17% 1 14% - -% 5 23% 2 11% 3 25% 

Not at all 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 11 37% 6 32% 5 45% 8 35% 3 43% 3 38% 8 36% 7 39% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 7 37% 5 45% 8 35% 4 57% 3 38% 9 41% 8 44% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Very 12 4-% 8 42% 4 36% 1- 43% 2 29% 5 62% 7 32% 8 44% 4 33% 

Very 

Subtotal 13 43% 9 47% 4 36% 11 48% 2 29% 5 62% 8 36% 8 44% 5 42% 
Sales Performance Quota is above average importance. There is fairly clear difference in importance between O2O and 
O2M. 
 

Average Sales per Call 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 1- 33% 5 26% 5 45% 7 3-% 3 43% 2 25% 8 36% 5 28% 5 42% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 1- 33% 5 26% 5 45% 7 3-% 3 43% 2 25% 8 36% 5 28% 5 42% 

Not at all 2 7% 2 11% - -% 2 9% - -% 1 12% 1 5% 1 6% 1 8% 

Somewhat 1- 33% 6 32% 4 36% 8 35% 2 29% 4 5-% 6 27% 7 39% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 8 42% 4 36% 1- 43% 2 29% 5 62% 7 32% 8 44% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 7 23% 5 26% 2 18% 5 22% 2 29% 1 12% 6 27% 5 28% 2 17% 

Very 

Subtotal 8 27% 6 32% 2 18% 6 26% 2 29% 1 12% 7 32% 5 28% 3 25% 
Average Sales per Call is moderately important. Sales rates this more Important than Marketing. B2B and Service rate 
Average Sales per Call a little higher than their counterparts. 



 113 

 

Close Rate 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 6 2-% 3 16% 3 27% 3 13% 3 43% 1 12% 5 23% 2 11% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 6 2-% 3 16% 3 27% 3 13% 3 43% 1 12% 5 23% 2 11% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 5 17% 2 11% 3 27% 5 22% - -% 2 25% 3 14% 3 17% 2 17% 

Very 1 3% - -% 1 9% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 6 2-% 2 11% 4 36% 5 22% 1 14% 2 25% 4 18% 4 22% 2 17% 

Not at all 3 1-% 3 16% - -% 3 13% - -% 1 12% 2 9% 1 6% 2 17% 

Somewhat 1 3% - -% 1 9% 1 4% - -% 1 12% - -% - -% 1 8% 

Very 14 47% 11 58% 3 27% 11 48% 3 43% 3 38% 11 5-% 11 61% 3 25% 

Very 

Subtotal 18 6-% 14 74% 4 36% 15 65% 3 43% 5 62% 13 59% 12 67% 6 5-% 
Close Rate is overall an important KPI. It is a very important Sales KPI, especially in B2B and Service. There is not much 
difference in importance between O2O and O2M. 
 

Costs per Call 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 9 3-% 7 37% 2 18% 6 26% 3 43% 1 12% 8 36% 6 33% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 9 3-% 7 37% 2 18% 6 26% 3 43% 1 12% 8 36% 6 33% 3 25% 

Not at all 3 1-% 2 11% 1 9% 3 13% - -% 1 12% 2 9% 2 11% 1 8% 

Somewhat 9 3-% 4 21% 5 45% 7 3-% 2 29% 4 5-% 5 23% 4 22% 5 42% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 6 32% 6 55% 1- 43% 2 29% 5 62% 7 32% 6 33% 6 5-% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Very 8 27% 5 26% 3 27% 6 26% 2 29% 2 25% 6 27% 6 33% 2 17% 

Very 

Subtotal 9 3-% 6 32% 3 27% 7 3-% 2 29% 2 25% 7 32% 6 33% 3 25% 
Costs per Call is a moderately important KPI. Distinct differences in importance could not be found due to the low number 
of response.  
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Sales Productivity 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 5 17% 4 21% 1 9% 4 17% 1 14% 1 12% 4 18% 2 11% 3 25% 

Somewhat 1 3% - -% 1 9% 1 4% - -% - -% 1 5% 1 6% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 6 2-% 4 21% 2 18% 5 22% 1 14% 1 12% 5 23% 3 17% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 4 13% - -% 4 36% 3 13% 1 14% 2 25% 2 9% 1 6% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 4 13% - -% 4 36% 3 13% 1 14% 2 25% 2 9% 1 6% 3 25% 

Not at all 2 7% 2 11% - -% 1 4% 1 14% 1 12% 1 5% 1 6% 1 8% 

Somewhat 4 13% 3 16% 1 9% 4 17% - -% - -% 4 18% 2 11% 2 17% 

Very 14 47% 1- 53% 4 36% 1- 43% 4 57% 4 5-% 1- 45% 11 61% 3 25% 

Very 

Subtotal 2- 67% 15 79% 5 45% 15 65% 5 71% 5 62% 15 68% 14 78% 6 5-% 
Sales Productivity is an important KPI. It is more important to Sales than to Marketing, which was to be expected. There is 
a high variance in the responses, so any clear and unambiguous relation could not be found within Business Types. 
 

Sales Value Variance 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 6 2-% 3 16% 3 27% 5 22% 1 14% 1 12% 5 23% 3 17% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 6 2-% 3 16% 3 27% 5 22% 1 14% 1 12% 5 23% 3 17% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 9 3-% 4 21% 5 45% 7 3-% 2 29% 3 38% 6 27% 4 22% 5 42% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 4 21% 5 45% 7 3-% 2 29% 3 38% 6 27% 4 22% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 1 6% 1 8% 

Very 13 43% 1- 53% 3 27% 1- 43% 3 43% 4 5-% 9 41% 1- 56% 3 25% 

Very 

Subtotal 15 5-% 12 63% 3 27% 11 48% 4 57% 4 5-% 11 5-% 11 61% 4 33% 
Sales Value Variance is somewhat above average of importance. It seems Sales and Service rate this KPI a little higher 
than their counterparts. 
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Sales Price Variance 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 6 2-% 3 16% 3 27% 5 22% 1 14% 1 12% 5 23% 3 17% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 6 2-% 3 16% 3 27% 5 22% 1 14% 1 12% 5 23% 3 17% 3 25% 

Not at all 2 7% 1 5% 1 9% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat 9 3-% 5 26% 4 36% 6 26% 3 43% 2 25% 7 32% 6 33% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 11 37% 6 32% 5 45% 8 35% 3 43% 2 25% 9 41% 7 39% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 12 4-% 9 47% 3 27% 1- 43% 2 29% 5 62% 7 32% 7 39% 5 42% 

Very 

Subtotal 13 43% 1- 53% 3 27% 1- 43% 3 43% 5 62% 8 36% 8 44% 5 42% 
Sales Price Variance is of average importance. There seems to be a small difference between Sales and Marketing and a 
bigger difference between O2O and O2M. 
 

Sales Volume Variance 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 4 21% 3 27% 6 26% 1 14% 1 12% 6 27% 4 22% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 4 21% 3 27% 6 26% 1 14% 1 12% 6 27% 4 22% 3 25% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 8 27% 3 16% 5 45% 5 22% 3 43% 2 25% 6 27% 5 28% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 4 21% 5 45% 6 26% 3 43% 2 25% 7 32% 5 28% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 13 43% 1- 53% 3 27% 11 48% 2 29% 5 62% 8 36% 8 44% 5 42% 

Very 

Subtotal 14 47% 11 58% 3 27% 11 48% 3 43% 5 62% 9 41% 9 5-% 5 42% 
Sales Volume Variance is overall a little above average importance. The differences between Sales and Marketing are 
similar to those in Sales Value Variance, but the difference between Service and Non-Service has almost disappeared. 
There is also a new difference between O2O and O2M. 
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Product Returns 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 1- 33% 5 26% 5 45% 9 39% 1 14% 2 25% 8 36% 6 33% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 1- 33% 5 26% 5 45% 9 39% 1 14% 2 25% 8 36% 6 33% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 1- 33% 8 42% 2 18% 7 3-% 3 43% 2 25% 8 36% 8 44% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 11 37% 9 47% 2 18% 8 35% 3 43% 2 25% 9 41% 8 44% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 9 3-% 5 26% 4 36% 6 26% 3 43% 4 5-% 5 23% 4 22% 5 42% 

Very 

Subtotal 9 3-% 5 26% 4 36% 6 26% 3 43% 4 5-% 5 23% 4 22% 5 42% 
Product Returns has average importance. There are some differences between department and Business Types, but due 
to the high variance in responses and the low number of response any relationship would be ambiguous. 
 

Product Complaints 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 4 21% 3 27% 7 3-% - -% 2 25% 5 23% 5 28% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 4 21% 3 27% 7 3-% - -% 2 25% 5 23% 5 28% 2 17% 

Not at all 2 7% 1 5% 1 9% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat 6 2-% 4 21% 2 18% 5 22% 1 14% 1 12% 5 23% 4 22% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 8 27% 5 26% 3 27% 7 3-% 1 14% 1 12% 7 32% 5 28% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 15 5-% 1- 53% 5 45% 9 39% 6 86% 5 62% 1- 45% 8 44% 7 58% 

Very 

Subtotal 15 5-% 1- 53% 5 45% 9 39% 6 86% 5 62% 1- 45% 8 44% 7 58% 
Product Complaints is a moderate important KPI. It appears to be very important in B2C; other relationships are not 
distinct enough. 
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Delivery Complaints 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 8 27% 5 26% 3 27% 8 35% - -% 1 12% 7 32% 6 33% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 8 27% 5 26% 3 27% 8 35% - -% 1 12% 7 32% 6 33% 2 17% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 6 2-% 4 21% 2 18% 5 22% 1 14% 1 12% 5 23% 4 22% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 7 23% 5 26% 2 18% 6 26% 1 14% 1 12% 6 27% 4 22% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% - -% 1 8% 

Very 14 47% 8 42% 6 55% 9 39% 5 71% 6 75% 8 36% 8 44% 6 5-% 

Very 

Subtotal 15 5-% 9 47% 6 55% 9 39% 6 86% 6 75% 9 41% 8 44% 7 58% 
Delivery Complaints is a moderate important. Compared to Product Complaints, the high importance to O2O is 
remarkable. It also seems that Marketing rates Delivery Complaints somewhat higher compared to Product Complaints. 
B2C rates this KPI important as well. 
 

Sales Complaints 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 4 13% 2 11% 2 18% 4 17% - -% 2 25% 2 9% 3 17% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 4 13% 2 11% 2 18% 4 17% - -% 2 25% 2 9% 3 17% 1 8% 

Not at all 3 1-% 2 11% 1 9% 3 13% - -% - -% 3 14% 2 11% 1 8% 

Somewhat 5 17% 2 11% 3 27% 4 17% 1 14% 1 12% 4 18% 3 17% 2 17% 

Very 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 9 3-% 5 26% 4 36% 8 35% 1 14% 1 12% 8 36% 6 33% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 4 13% 4 21% - -% 2 9% 2 29% - -% 4 18% 2 11% 2 17% 

Very 13 43% 8 42% 5 45% 9 39% 4 57% 5 62% 8 36% 7 39% 6 5-% 

Very 

Subtotal 17 57% 12 63% 5 45% 11 48% 6 86% 5 62% 12 55% 9 5-% 8 67% 
Sales Complaints is moderately important. It is more important to Sales and B2C compared to Marketing and B2B. Other 
relationships are less distinct. 
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Off Time Deliveries 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 11 37% 7 37% 4 36% 1- 43% 1 14% 3 38% 8 36% 8 44% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 11 37% 7 37% 4 36% 1- 43% 1 14% 3 38% 8 36% 8 44% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 7 23% 3 16% 4 36% 4 17% 3 43% 1 12% 6 27% 2 11% 5 42% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 7 23% 3 16% 4 36% 4 17% 3 43% 1 12% 6 27% 2 11% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 11 37% 8 42% 3 27% 9 39% 2 29% 4 5-% 7 32% 7 39% 4 33% 

Very 

Subtotal 12 4-% 9 47% 3 27% 9 39% 3 43% 4 5-% 8 36% 8 44% 4 33% 
Off Time Deliveries is moderately important. Relationships are not very clear and would be ambiguous to declare. 
 

Faulty Deliveries 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 9 3-% 5 26% 4 36% 8 35% 1 14% 3 38% 6 27% 7 39% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 9 3-% 5 26% 4 36% 8 35% 1 14% 3 38% 6 27% 7 39% 2 17% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 5 17% 3 16% 2 18% 4 17% 1 14% - -% 5 23% 3 17% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 6 2-% 4 21% 2 18% 5 22% 1 14% - -% 6 27% 3 17% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 2 7% 1 5% 1 9% 1 4% 1 14% 1 12% 1 5% 1 6% 1 8% 

Very 13 43% 9 47% 4 36% 9 39% 4 57% 4 5-% 9 41% 7 39% 6 5-% 

Very 

Subtotal 15 5-% 1- 53% 5 45% 1- 43% 5 71% 5 62% 1- 45% 8 44% 7 58% 
Faulty Deliveries had is rated moderate important, but the differences and relationships are very unclear. Cross-
referencing did not clarify the results either.  
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Awareness 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 5 17% 3 16% 2 18% 4 17% 1 14% 3 38% 2 9% 4 22% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 5 17% 3 16% 2 18% 4 17% 1 14% 3 38% 2 9% 4 22% 1 8% 

Not at all 4 13% 3 16% 1 9% 4 17% - -% - -% 4 18% 3 17% 1 8% 

Somewhat 8 27% 6 32% 2 18% 7 3-% 1 14% - -% 8 36% 4 22% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 9 47% 3 27% 11 48% 1 14% - -% 12 55% 7 39% 5 42% 

Not at all 1 3% 1 5% - -% 1 4% - -% 1 12% - -% - -% 1 8% 

Somewhat 2 7% 1 5% 1 9% 1 4% 1 14% 1 12% 1 5% 1 6% 1 8% 

Very 1- 33% 5 26% 5 45% 6 26% 4 57% 3 38% 7 32% 6 33% 4 33% 

Very 

Subtotal 13 43% 7 37% 6 55% 8 35% 5 71% 5 62% 8 36% 7 39% 6 5-% 
Awareness has a slightly above average importance. It appears to be more important to Marketing as well as the 
Business Types B2C, O2M and Non-Service. 
 

Price Elasticity 

  
Department Customer Type Marketing Strategy Product Type 

  Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 5 17% 3 16% 2 18% 5 22% - -% - -% 5 23% 4 22% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 5 17% 3 16% 2 18% 5 22% - -% - -% 5 23% 4 22% 1 8% 

Not at all 3 1-% 2 11% 1 9% 2 9% 1 14% - -% 3 14% 1 6% 2 17% 

Somewhat 11 37% 1- 53% 1 9% 1- 43% 1 14% 4 5-% 7 32% 8 44% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 14 47% 12 63% 2 18% 12 52% 2 29% 4 5-% 1- 45% 9 5-% 5 42% 

Not at all 1 3% 1 5% - -% 1 4% - -% 1 12% - -% - -% 1 8% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 9 3-% 2 11% 7 64% 5 22% 4 57% 3 38% 6 27% 4 22% 5 42% 

Very 

Subtotal 11 37% 4 21% 7 64% 6 26% 5 71% 4 5-% 7 32% 5 28% 6 5-% 
Price Elasticity is somewhat above average important. Marketing rates it more important than Sales and respondents in 
Business Types B2C, O2O and Non-Service rated it higher swell. 
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Complaint Resolval Time 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 8 27% 4 21% 4 36% 7 3-% 1 14% 1 12% 7 32% 4 22% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 8 27% 4 21% 4 36% 7 3-% 1 14% 1 12% 7 32% 4 22% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 7 23% 7 37% - -% 5 22% 2 29% 1 12% 6 27% 5 28% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 8 27% 8 42% - -% 6 26% 2 29% 1 12% 7 32% 5 28% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% 1 4% - -% 1 12% - -% - -% 1 8% 

Very 13 43% 6 32% 7 64% 9 39% 4 57% 5 62% 8 36% 9 5-% 4 33% 

Very 

Subtotal 14 47% 7 37% 7 64% 1- 43% 4 57% 6 75% 8 36% 9 5-% 5 42% 
Complaint Resolval Time is an average important KPI. The responses have a high variance, but it is fairly clear that O2O 
rates this KPI highly important. 
 
 

Net Promoter Score 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 12 4-% 7 37% 5 45% 9 39% 3 43% 2 25% 1- 45% 8 44% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 12 4-% 7 37% 5 45% 9 39% 3 43% 2 25% 1- 45% 8 44% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 9 3-% 7 37% 2 18% 7 3-% 2 29% 2 25% 7 32% 6 33% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 1- 33% 8 42% 2 18% 8 35% 2 29% 2 25% 8 36% 6 33% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% 1 12% - -% - -% 1 8% 

Somewhat 2 7% 1 5% 1 9% 2 9% - -% 1 12% 1 5% 1 6% 1 8% 

Very 5 17% 2 11% 3 27% 3 13% 2 29% 2 25% 3 14% 3 17% 2 17% 

Very 

Subtotal 8 27% 4 21% 4 36% 6 26% 2 29% 4 5-% 4 18% 4 22% 4 33% 
Net Promoter Score is moderate important. The only distinct difference is between O2O and O2M. Within other Business 
Types and departments, there is no clear difference in importance. 
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Quotation Speed 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 4 21% 3 27% 6 26% 1 14% 1 12% 6 27% 5 28% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 4 21% 3 27% 6 26% 1 14% 1 12% 6 27% 5 28% 2 17% 

Not at all 2 7% 1 5% 1 9% 1 4% 1 14% - -% 2 9% 1 6% 1 8% 

Somewhat 1- 33% 6 32% 4 36% 8 35% 2 29% 4 5-% 6 27% 6 33% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 7 37% 5 45% 9 39% 3 43% 4 5-% 8 36% 7 39% 5 42% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 2 7% 2 11% - -% 1 4% 1 14% 1 12% 1 5% 1 6% 1 8% 

Very 8 27% 5 26% 3 27% 6 26% 2 29% 2 25% 6 27% 5 28% 3 25% 

Very 

Subtotal 11 37% 8 42% 3 27% 8 35% 3 43% 3 38% 8 36% 6 33% 5 42% 
Quotation Speed has a more than average importance. The differences between department and Business Types are 
unclear. 
 

Cannibalization 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 9 3-% 7 37% 2 18% 9 39% - -% 4 5-% 5 23% 9 5-% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 9 3-% 7 37% 2 18% 9 39% - -% 4 5-% 5 23% 9 5-% - -% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 9 3-% 7 37% 2 18% 7 3-% 2 29% 1 12% 8 36% 5 28% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 7 37% 2 18% 7 3-% 2 29% 1 12% 8 36% 5 28% 4 33% 

Not at all 2 7% 2 11% - -% 2 9% - -% 1 12% 1 5% - -% 2 17% 

Somewhat 3 1-% 1 5% 2 18% 1 4% 2 29% - -% 3 14% 1 6% 2 17% 

Very 7 23% 2 11% 5 45% 4 17% 3 43% 2 25% 5 23% 3 17% 4 33% 

Very 

Subtotal 12 4-% 5 26% 7 64% 7 3-% 5 71% 3 38% 9 41% 4 22% 8 67% 
Cannibalization is more then average important. There appears to be a difference within departments; Marketing rates it 
more important than Sales. Also B2C, O2M and Non-Service rate is more important than their counterparts. 
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Target Market Fit 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 1- 33% 6 32% 4 36% 7 3-% 3 43% 3 38% 7 32% 6 33% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 1- 33% 6 32% 4 36% 7 3-% 3 43% 3 38% 7 32% 6 33% 4 33% 

Not at all 2 7% 1 5% 1 9% 2 9% - -% - -% 2 9% 2 11% - -% 

Somewhat 7 23% 5 26% 2 18% 6 26% 1 14% 2 25% 5 23% 3 17% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 6 32% 3 27% 8 35% 1 14% 2 25% 7 32% 5 28% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 1- 33% 6 32% 4 36% 7 3-% 3 43% 3 38% 7 32% 7 39% 3 25% 

Very 

Subtotal 11 37% 7 37% 4 36% 8 35% 3 43% 3 38% 8 36% 7 39% 4 33% 
Target Market Fit is moderately important. Its importance is evenly distributed in every organizational property. 
 

Adjusted Trial Rate 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 12 4-% 9 47% 3 27% 11 48% 1 14% 4 5-% 8 36% 8 44% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 12 4-% 9 47% 3 27% 11 48% 1 14% 4 5-% 8 36% 8 44% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 12 4-% 6 32% 6 55% 9 39% 3 43% 3 38% 9 41% 6 33% 6 5-% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 13 43% 7 37% 6 55% 1- 43% 3 43% 3 38% 1- 45% 6 33% 7 58% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 4 13% 2 11% 2 18% 2 9% 2 29% 1 12% 3 14% 3 17% 1 8% 

Very 

Subtotal 5 17% 3 16% 2 18% 2 9% 3 43% 1 12% 4 18% 4 22% 1 8% 
Adjusted Trial Rate’s importance is below average. It only seems to be somewhat important in B2C. 
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Cost per Click 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 12 4-% 8 42% 4 36% 11 48% 1 14% 5 62% 7 32% 9 5-% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 12 4-% 8 42% 4 36% 11 48% 1 14% 5 62% 7 32% 9 5-% 3 25% 

Not at all 3 1-% 3 16% - -% 2 9% 1 14% - -% 3 14% 2 11% 1 8% 

Somewhat 9 3-% 6 32% 3 27% 7 3-% 2 29% 3 38% 6 27% 5 28% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 9 47% 3 27% 9 39% 3 43% 3 38% 9 41% 7 39% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 6 2-% 2 11% 4 36% 3 13% 3 43% - -% 6 27% 2 11% 4 33% 

Very 

Subtotal 6 2-% 2 11% 4 36% 3 13% 3 43% - -% 6 27% 2 11% 4 33% 
Cost per Click is below average important. It is a little more important in Marketing than Sales and in B2C, O2M and Non-
Service compared to B2B, O2O and Service. 
 

Cost per Order 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 11 37% 6 32% 5 45% 1- 43% 1 14% 5 62% 6 27% 8 44% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 11 37% 6 32% 5 45% 1- 43% 1 14% 5 62% 6 27% 8 44% 3 25% 

Not at all 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 1 6% 1 8% 

Somewhat 7 23% 4 21% 3 27% 6 26% 1 14% 1 12% 6 27% 4 22% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 6 32% 3 27% 7 3-% 2 29% 1 12% 8 36% 5 28% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% 1 12% - -% - -% 1 8% 

Somewhat 3 1-% 2 11% 1 9% 2 9% 1 14% 1 12% 2 9% - -% 3 25% 

Very 6 2-% 4 21% 2 18% 3 13% 3 43% - -% 6 27% 5 28% 1 8% 

Very 

Subtotal 1- 33% 7 37% 3 27% 6 26% 4 57% 2 25% 8 36% 5 28% 5 42% 
Cost per Order is of moderate importance. It seems to be a little more important to Sales than to Marketing. B2C, O2M 
and Non-Service seem to rate this KPI more important than their counterparts. 
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Cost per Impression 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 13 43% 9 47% 4 36% 12 52% 1 14% 5 62% 8 36% 9 5-% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 13 43% 9 47% 4 36% 12 52% 1 14% 5 62% 8 36% 9 5-% 4 33% 

Not at all 4 13% 4 21% - -% 3 13% 1 14% 1 12% 3 14% 2 11% 2 17% 

Somewhat 8 27% 4 21% 4 36% 7 3-% 1 14% 2 25% 6 27% 5 28% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 8 42% 4 36% 1- 43% 2 29% 3 38% 9 41% 7 39% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 5 17% 2 11% 3 27% 1 4% 4 57% - -% 5 23% 2 11% 3 25% 

Very 

Subtotal 5 17% 2 11% 3 27% 1 4% 4 57% - -% 5 23% 2 11% 3 25% 
Cost per Impression is below average important. Marketing rates it a little higher than its counterpart; the same is true for 
B2C, O2M and Non-Service.  
 

Click Through Rate 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 7 23% 5 26% 2 18% 6 26% 1 14% 2 25% 5 23% 5 28% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 7 23% 5 26% 2 18% 6 26% 1 14% 2 25% 5 23% 5 28% 2 17% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1- 33% 7 37% 3 27% 8 35% 2 29% 2 25% 8 36% 7 39% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 1- 33% 7 37% 3 27% 8 35% 2 29% 2 25% 8 36% 7 39% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 2 11% - -% 

Very 11 37% 5 26% 6 55% 8 35% 3 43% 4 5-% 7 32% 4 22% 7 58% 

Very 

Subtotal 13 43% 7 37% 6 55% 9 39% 4 57% 4 5-% 9 41% 6 33% 7 58% 
Click Through Rate is moderate important. While cross-referencing, there were some indications found about differences 
in importance, but due to the low number of response they are ambiguous. 
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Page Views 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 9 3-% 7 37% 2 18% 8 35% 1 14% 2 25% 7 32% 7 39% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 9 3-% 7 37% 2 18% 8 35% 1 14% 2 25% 7 32% 7 39% 2 17% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 9 3-% 6 32% 3 27% 7 3-% 2 29% 2 25% 7 32% 5 28% 4 33% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 9 3-% 6 32% 3 27% 7 3-% 2 29% 2 25% 7 32% 5 28% 4 33% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 4 13% 3 16% 1 9% 3 13% 1 14% 2 25% 2 9% 2 11% 2 17% 

Very 8 27% 3 16% 5 45% 5 22% 3 43% 2 25% 6 27% 4 22% 4 33% 

Very 

Subtotal 12 4-% 6 32% 6 55% 8 35% 4 57% 4 5-% 8 36% 6 33% 6 5-% 
Page Views are of average importance. They seem to be somewhat more important to Marketing than to Sales. When 
looking at the Business Types it seems B2C, O2O and Non-Service favor Page Views more then their counterparts. 
 

Percent Good Value 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 14 47% 8 42% 6 55% 13 57% 1 14% 5 62% 9 41% 9 5-% 5 42% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 14 47% 8 42% 6 55% 13 57% 1 14% 5 62% 9 41% 9 5-% 5 42% 

Not at all 2 7% 2 11% - -% 1 4% 1 14% - -% 2 9% 1 6% 1 8% 

Somewhat 6 2-% 4 21% 2 18% 3 13% 3 43% - -% 6 27% 3 17% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 8 27% 6 32% 2 18% 4 17% 4 57% - -% 8 36% 4 22% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% 1 12% - -% - -% 1 8% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 7 23% 4 21% 3 27% 5 22% 2 29% 2 25% 5 23% 5 28% 2 17% 

Very 

Subtotal 8 27% 5 26% 3 27% 6 26% 2 29% 3 38% 5 23% 5 28% 3 25% 
Percent Good Value has a below average importance. It seems to have some importance only in B2C. Cross-referencing 
did not show any other clear relations.
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Reservation Price 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 15 5-% 1- 53% 5 45% 13 57% 2 29% 4 5-% 11 5-% 1- 56% 5 42% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 15 5-% 1- 53% 5 45% 13 57% 2 29% 4 5-% 11 5-% 1- 56% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 5 17% 2 11% 3 27% 3 13% 2 29% 1 12% 4 18% 2 11% 3 25% 

Very 1 3% - -% 1 9% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 

Subtotal 6 2-% 2 11% 4 36% 3 13% 3 43% 1 12% 5 23% 3 17% 3 25% 

Not at all 2 7% 2 11% - -% 2 9% - -% 1 12% 1 5% - -% 2 17% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 6 2-% 4 21% 2 18% 5 22% 1 14% 2 25% 4 18% 4 22% 2 17% 

Very 

Subtotal 9 3-% 7 37% 2 18% 7 3-% 2 29% 3 38% 6 27% 5 28% 4 33% 
Reservation Price has a lower then average importance. Only in B2C it appeared to have some more importance.  
 

Average Order Turnover 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 11 37% 7 37% 4 36% 11 48% - -% 4 5-% 7 32% 9 5-% 2 17% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 11 37% 7 37% 4 36% 11 48% - -% 4 5-% 7 32% 9 5-% 2 17% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 11 37% 7 37% 4 36% 6 26% 5 71% 2 25% 9 41% 5 28% 6 5-% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 8 42% 4 36% 7 3-% 5 71% 2 25% 1- 45% 5 28% 7 58% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 7 23% 4 21% 3 27% 5 22% 2 29% 2 25% 5 23% 4 22% 3 25% 

Very 

Subtotal 7 23% 4 21% 3 27% 5 22% 2 29% 2 25% 5 23% 4 22% 3 25% 
Average order Turnover has an average importance. B2C does rate it more important, as well do O2M and Non-Service to 
a lesser extent. 
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Share of Shelf 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 16 53% 12 63% 4 36% 15 65% 1 14% 6 75% 1- 45% 12 67% 4 33% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 16 53% 12 63% 4 36% 15 65% 1 14% 6 75% 1- 45% 12 67% 4 33% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 6 2-% 4 21% 2 18% 4 17% 2 29% - -% 6 27% 4 22% 2 17% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 7 23% 5 26% 2 18% 5 22% 2 29% - -% 7 32% 4 22% 3 25% 

Not at all 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Somewhat 2 7% 1 5% 1 9% 2 9% - -% 1 12% 1 5% - -% 2 17% 

Very 4 13% - -% 4 36% 1 4% 3 43% 1 12% 3 14% 1 6% 3 25% 

Very 

Subtotal 7 23% 2 11% 5 45% 3 13% 4 57% 2 25% 5 23% 2 11% 5 42% 
Share of Shelf’s importance is below average. It appears to be only somewhat important to Marketing, B2C, O2M and 
Non-Service.  
 

Facings 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 16 53% 11 58% 5 45% 14 61% 2 29% 5 62% 11 5-% 11 61% 5 42% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 16 53% 11 58% 5 45% 14 61% 2 29% 5 62% 11 5-% 11 61% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 11 37% 7 37% 4 36% 9 39% 2 29% 3 38% 8 36% 6 33% 5 42% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 11 37% 7 37% 4 36% 9 39% 2 29% 3 38% 8 36% 6 33% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 2 7% - -% 2 18% - -% 2 29% - -% 2 9% - -% 2 17% 

Very 

Subtotal 3 1-% 1 5% 2 18% - -% 3 43% - -% 3 14% 1 6% 2 17% 
Facings has a below average importance. It does appear to have some value to Marketing, B2C, O2M and Non-Service. 
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Category Perform Ratio 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 12 4-% 8 42% 4 36% 1- 43% 2 29% 4 5-% 8 36% 9 5-% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 12 4-% 8 42% 4 36% 1- 43% 2 29% 4 5-% 8 36% 9 5-% 3 25% 

Not at all 2 7% 1 5% 1 9% 2 9% - -% - -% 2 9% 1 6% 1 8% 

Somewhat 13 43% 9 47% 4 36% 11 48% 2 29% 4 5-% 9 41% 7 39% 6 5-% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 15 5-% 1- 53% 5 45% 13 57% 2 29% 4 5-% 11 5-% 8 44% 7 58% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 2 7% - -% 2 18% - -% 2 29% - -% 2 9% - -% 2 17% 

Very 

Subtotal 3 1-% 1 5% 2 18% - -% 3 43% - -% 3 14% 1 6% 2 17% 
Category Perform Ratio has an average importance. It appears to have some more value to Marketing, B2C and Non-
Service than their counterparts. Marketing strategy does not seem to influence the importance when cross-referencing. 
 

Product Category Volume 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 12 4-% 9 47% 3 27% 1- 43% 2 29% 5 62% 7 32% 9 5-% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 12 4-% 9 47% 3 27% 1- 43% 2 29% 5 62% 7 32% 9 5-% 3 25% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% - -% 1 8% 

Somewhat 14 47% 8 42% 6 55% 12 52% 2 29% 3 38% 11 5-% 8 44% 6 5-% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 15 5-% 9 47% 6 55% 13 57% 2 29% 3 38% 12 55% 8 44% 7 58% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 2 7% - -% 2 18% - -% 2 29% - -% 2 9% - -% 2 17% 

Very 

Subtotal 3 1-% 1 5% 2 18% - -% 3 43% - -% 3 14% 1 6% 2 17% 
Product Category Volume has an average importance. It appears to have some value to Marketing, B2C, O2M and Non-
Service. 
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All Commodity Value 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 16 53% 11 58% 5 45% 14 61% 2 29% 5 62% 11 5-% 1- 56% 6 5-% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 16 53% 11 58% 5 45% 14 61% 2 29% 5 62% 11 5-% 1- 56% 6 5-% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 8 27% 5 26% 3 27% 7 3-% 1 14% 2 25% 6 27% 5 28% 3 25% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 8 27% 5 26% 3 27% 7 3-% 1 14% 2 25% 6 27% 5 28% 3 25% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 1 3% 1 5% - -% - -% 1 14% - -% 1 5% 1 6% - -% 

Very 5 17% 2 11% 3 27% 2 9% 3 43% 1 12% 4 18% 2 11% 3 25% 

Very 

Subtotal 6 2-% 3 16% 3 27% 2 9% 4 57% 1 12% 5 23% 3 17% 3 25% 
All Commodity Value is somewhat less important than Product Category Volume. Marketing, B2C, O2M and Non-Service 
still rate it a little more important than their counterparts, but the differences in importance are less distinct. 
 

Numeric Distribution 

  
Department Customer Type Marketing Strategy Product Type 

Important? Used? Grand total Sales Marketing B2B B2C O2O O2M Service Non-Service 

Not at all 11 37% 8 42% 3 27% 11 48% - -% 3 38% 8 36% 8 44% 3 25% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Not at all 

Subtotal 11 37% 8 42% 3 27% 11 48% - -% 3 38% 8 36% 8 44% 3 25% 

Not at all 1 3% 1 5% - -% 1 4% - -% - -% 1 5% 1 6% - -% 

Somewhat 11 37% 7 37% 4 36% 8 35% 3 43% 4 5-% 7 32% 6 33% 5 42% 

Very - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat 

Subtotal 12 4-% 8 42% 4 36% 9 39% 3 43% 4 5-% 8 36% 7 39% 5 42% 

Not at all - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Somewhat - -% - -% - -% - -% - -% - -% - -% - -% - -% 

Very 7 23% 3 16% 4 36% 3 13% 4 57% 1 12% 6 27% 3 17% 4 33% 

Very 

Subtotal 7 23% 3 16% 4 36% 3 13% 4 57% 1 12% 6 27% 3 17% 4 33% 
Numeric Distribution is of moderate importance. Marketing, B2C and Non-Service appear to rate it somewhat more 
important than Sales, B2B and Service respectively. 
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Appendix D Intra-KPI Relationships 
 

IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

474 
(Weighted) Numeric 
Distribution 

Product Category 
Volume   

 

374 
(Weighted) Numeric 
Distribution Recall   

 

190 
(Weighted) Numeric 
Distribution Share of Customer    

 

468 
(Weighted) Numeric 
Distribution Cannibalization   

 

473 
(Weighted) Numeric 
Distribution All Commodity Value   

 

475 
(Weighted) Numeric 
Distribution Share of Shelf   

 

320 
(Weighted) Numeric 
Distribution Baseline Sales   

 

52 
(Weighted) Numeric 
Distribution Market Demand   

 

234 
(Weighted) Numeric 
Distribution Customer Gain / Loss   

 

48 Adjusted Trial Rate Market Demand   
 

465 Adjusted Trial Rate 
Recognition / 
Awareness   

 

463 Adjusted Trial Rate Trial Rate   
 

230 Adjusted Trial Rate Customer Gain / Loss Adjusted Trial Rate 
 

477 All Commodity Value Share of Shelf All Commodity Value 
 

476 All Commodity Value 
Product Category 
Volume   

 

26 All Commodity Value Net Sales Contribution   
 

366 All Commodity Value Brand Equity   
 

355 
Average Order 
Turnover Promotion Profit   

 

433 Average Sales per Call Close Ratio   
 

434 Average Sales per Call Sales Productivity   
 

167 
Average Transaction 
Size Customer Profitability   

 

420 
Average Transaction 
Size 

Average Order 
Turnover 

Average Transaction 
Size 

 

343 
Average Transaction 
Size Promotion Profit   

 

213 
Average Transaction 
Size 

Customer Lifetime 
Value   

 

313 Baseline Sales 
Transaction per 
Customer   

 

314 Baseline Sales Sales per Square Foot   
 

315 Baseline Sales 
Sales / Profits  per 
Employee   

 

316 Baseline Sales Sales Productivity Baseline Sales 
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

318 Baseline Sales Target Market Fit Baseline Sales 
 

70 Baseline Sales Revenue   
 

492 Baseline Sales 
Average Transaction 
Size   

 

279 Baseline Sales 
Advertising to Sales 
Ratio   

 

319 Baseline Sales Cannibalization Baseline Sales 
 

362 Brand Equity 
Customer Product 
Satisfaction Brand Equity 

 

359 Brand Equity 
Recognition / 
Awareness Brand Equity 

 

358 Brand Equity Price Premium Price Premium 
 

360 Brand Equity 
Sales / Profits  per 
Employee Brand Equity 

 

361 Brand Equity Product Returns   
 

365 Brand Equity 
(Weighted) Numeric 
Distribution Brand Equity 

 

364 Brand Equity Net Promoter Score   
 

231 Cannibalization Customer Gain / Loss Cannibalization 
 

85 Cannibalization Revenue   
 

50 Cannibalization Market Demand   
 

171 Cannibalization Customer Profitability   
 

467 Cannibalization Price Elasticity   
 

419 Cannibalization 
Average Transaction 
Size   

 

201 Cannibalization 
Customer Acquisition 
Costs   

 

479 
Category Perform 
Ratio All Commodity Value   

 

480 
Category Perform 
Ratio 

Product Category 
Volume   

 

490 Churn Rate Customer Gain / Loss Churn Rate 
 

145 Clickthrough Rate Trial Rate   
 

338 Clickthrough Rate Incremental Sales   
 

238 Clickthrough Rate Customer Gain / Loss   
 

56 Clickthrough Rate Market Demand   
 

484 Clickthrough Rate Cost per Click   
 

46 Close Ratio Market Demand   
 

388 Close Ratio 
Transaction per 
Customer   

 

157 
Complaint Resolval 
Time Customer Gain / Loss   

 

446 Cost per Call Cost per Order Cost per Call 
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

200 Cost per Call 
Customer Acquisition 
Costs   

 

207 Cost per Call Cost per Lead   
 

209 Cost per Click Cost per Lead   
 

204 Cost per Click 
Customer Acquisition 
Costs   

 

114 Cost per Click Gross Profit   
 

486 Cost per Click 
Marketing / Advertising 
Costs   

 

113 Cost per Impression Gross Profit   
 

203 Cost per Impression 
Customer Acquisition 
Costs   

 

208 Cost per Impression Cost per Lead   
 

485 Cost per Impression 
Marketing / Advertising 
Costs   

 

206 Cost per Lead 
Customer Lifetime 
Value   

 

195 Cost per Lead 
Customer Acquisition 
Costs   

 

97 Cost per Lead Gross Profit   
 

210 Cost per Lead 
Marketing / Advertising 
Costs Cost per Lead 

 

205 Cost per Order 
Customer Acquisition 
Costs   

 

115 Cost per Order Gross Profit   
 

199 
Customer Acquisition 
Costs Promotion Profit   

 

196 
Customer Acquisition 
Costs 

Customer Lifetime 
Value   

 

118 
Customer Acquisition 
Costs Return on Customer   

 

163 
Customer Acquisition 
Costs Customer Profitability   

 

96 
Customer Acquisition 
Costs Gross Profit   

 

11 Customer Gain / Loss Market Growth Customer Gain / Loss 
 

147 Customer Gain / Loss 
Customer Lifetime 
Value Customer Gain / Loss 

 

120 Customer Gain / Loss Market Penetration Customer Gain / Loss 
 

33 Customer Gain / Loss Market Demand Customer Gain / Loss 
 

351 Customer Gain / Loss Promotion Profit   
 

493 Customer Gain / Loss Baseline Sales Customer Gain / Loss 
 

197 Customer Gain / Loss 
Customer Acquisition 
Costs   

 

251 Customer Gain / Loss Sales Value Variance   
 

227 Customer Gain / Loss Close Ratio Customer Gain / Loss 
 

247 Customer Gain / Loss Returns to Net Sales   
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

222 Customer Gain / Loss Incremental Sales   
 

250 Customer Gain / Loss Sales Volume Variance   
 

249 Customer Gain / Loss Markdown Customer Gain / Loss 
 

211 
Customer Lifetime 
Value Brand Equity   

 

489 Customer Losses Customer Gain / Loss Customer Losses 
 

12 Customer Losses Market Growth   
 

253 
Customer Product 
Satisfaction Customer Gain / Loss   

 

150 
Customer Product 
Satisfaction Customer Gain / Loss 

Customer Product 
Satisfaction 

 

186 
Customer Product 
Satisfaction Share of Customer    

 

169 Customer Profitability Markdown Customer Profitability 
 

164 Customer Profitability 
Customer Lifetime 
Value Customer Profitability 

 

165 Customer Profitability Sales Premiums Customer Profitability 
 

459 Delivery Complaints Faulty Deliveries   
 

458 Delivery Complaints Off-time Deliveries   
 

379 Facings 
Recognition / 
Awareness   

 

481 Facings Share of Shelf Facings 
 

21 Facings Market Share   
 

375 Facings Recall   
 

136 Frequency Trial Rate   
 

219 Frequency Customer Gain / Loss   
 

177 Frequency Share of Customer    
 

301 Frequency 
Recognition / 
Awareness   

 

38 Frequency Market Demand   
 

297 Frequency 
Marketing / Advertising 
Costs Frequency 

 

296 Frequency Gross Rating Points   
 

108 Gross Profit Sales Force Salary   
 

104 Gross Profit 
Sales / Profits  per 
Employee   

 

98 Gross Profit 
Customer Lifetime 
Value   

 

95 Gross Profit Customer Profitability   
 

94 Gross Profit 
Segment Contribution 
(Profitability)   

 

102 Gross Profit Brand Equity   
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

93 Gross Profit Net Sales Contribution   
 

92 Gross Profit Net Profit   
 

91 Gross Profit Value to Volume Ratio   
 

299 Gross Rating Points Recall   
 

178 Gross Rating Points Share of Customer    
 

298 Gross Rating Points 
Cost per (Gross 
Rating) Point   

 

137 Gross Rating Points Trial Rate   
 

220 Gross Rating Points Customer Gain / Loss   
 

302 Gross Rating Points 
Recognition / 
Awareness   

 

39 Gross Rating Points Market Demand   
 

292 Impressions Gross Rating Points   
 

218 Impressions Customer Gain / Loss   
 

295 Impressions 
Marketing / Advertising 
Costs   

 

293 Impressions Recall   
 

291 Impressions Frequency Impressions 
 

37 Impressions Market Demand   
 

300 Impressions 
Recognition / 
Awareness   

 

176 Impressions Share of Customer    
 

135 Impressions Trial Rate   
 

280 Incremental Sales 
Advertising to Sales 
Ratio   

 

335 Incremental Sales Cannibalization   
 

71 Incremental Sales Revenue   
 

331 Incremental Sales Average Sales per Call   
 

327 Incremental Sales 
Average Transaction 
Size   

 

326 Incremental Sales 
Sales / Profits  per 
Employee   

 

323 Incremental Sales Promotion Profit   
 

334 Incremental Sales Customer Gain / Loss   
 

332 Incremental Sales Sales Productivity Incremental Sales 
 

324 Incremental Sales 
Transaction per 
Customer   

 

325 Incremental Sales Sales per Square Foot   
 

406 Inventory Turnover 
Percent Inventory 
Carrying Costs   
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

105 Markdown Revenue   
 

426 Markdown Price Elasticity Markdown 
 

386 Markdown 
Transaction per 
Customer Markdown 

 

424 Markdown 
Markdown Goods 
Percentage   

 

328 Markdown Incremental Sales   
 

425 Markdown Target Market Fit Markdown 
 

411 Markdown 
Average Transaction 
Size   

 

271 Markdown 
Net Price 
price(Net)   

 

170 
Markdown Goods 
Percentage Customer Profitability   

 

10 Market Demand Market Growth Market Demand 
 

63 Market Demand Revenue   
 

53 Market Demand Facings   
 

24 Market Demand Net Sales Contribution   
 

41 Market Demand Baseline Sales   
 

312 Market Demand Brand Equity Market Demand 
 

42 Market Demand Incremental Sales   
 

54 Market Demand Share of Shelf   
 

9 Market Growth Market Share   
 

60 Market Growth Revenue   
 

13 Market Growth Baseline Sales   
 

126 Market Penetration 
Product Category 
Volume   

 

29 Market Penetration Market Demand   
 

124 Market Penetration 
(Weighted) Numeric 
Distribution   

 

125 Market Penetration All Commodity Value   
 

16 Market Share All Commodity Value   
 

18 Market Share Share of Shelf   
 

17 Market Share 
Product Category 
Volume   

 

303 
Marketing / Advertising 
Costs 

Cost per (Gross 
Rating) Point   

 

8 
Marketing / Advertising 
Costs 

Program / Non-
Program Ratio   

 

339 
Marketing / Advertising 
Costs Market Demand   

 

278 
Marketing / Advertising 
Costs Share of Voice   
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

174 
Marketing / Advertising 
Costs Share of Customer    

 

4 
Marketing / Advertising 
Costs Gross Profit   

 

5 
Marketing / Advertising 
Costs 

Marketing Cost per 
Unit   

 

266 
Net Price 
price(Net) Price Premium 

Net Price 
price(Net) 

 

68 
Net Price 
price(Net) Revenue   

 

267 
Net Price 
price(Net) Sales per Square Foot   

 

35 
Net Price 
price(Net) Market Demand   

 

494 
Net Price 
price(Net) Baseline Sales   

 

269 
Net Price 
price(Net) 

Average Transaction 
Size   

 

274 
Net Price 
price(Net) Reservation Price   

 

270 
Net Price 
price(Net) 

Retailer's Margin 
Percentage 

Net Price 
price(Net) 

 

275 
Net Price 
price(Net) Percent Good Value   

 

99 
Net Price 
price(Net) Gross Profit   

 

264 
Net Price 
price(Net) Incremental Sales   

 

265 
Net Price 
price(Net) Promotion Profit   

 

273 
Net Price 
price(Net) Price Elasticity   

 

268 
Net Price 
price(Net) 

Sales / Profits  per 
Employee   

 

215 
Net Price 
price(Net) Customer Gain / Loss 

Net Price 
price(Net) 

 

3 Net Profit Brand Equity   
 

1 Net Profit Return on Customer   
 

117 Net Profit Return on Sales   
 

22 Net Promoter Score Market Share Index   
 

192 Net Promoter Score Share of Customer    
 

471 Net Promoter Score Percent Good Value   
 

156 Net Promoter Score Customer Gain / Loss   
 

488 New Customer Gain Customer Gain / Loss New Customer Gain 
 

214 New Customer Gain Customer Losses New Customer Gain 
 

483 Pageviews 
Marketing / Advertising 
Costs   

 

193 Pageviews Share of Customer    
 

380 Pageviews 
Recognition / 
Awareness Pageviews 

 

144 Pageviews Trial Rate   
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

55 Pageviews Market Demand   
 

337 Pageviews Incremental Sales   
 

237 Pageviews Customer Gain / Loss   
 

357 Percent Good Value Promotion Profit   
 

400 Percent Good Value 
Transaction per 
Customer   

 

158 Percent Good Value Customer Gain / Loss   
 

23 Percent Good Value Market Share Index   
 

431 
Percent Utilization of 
Discounts Percent Good Value 

Percent Utilization of 
Discounts 

 

412 
Percent Utilization of 
Discounts 

Average Transaction 
Size   

 

387 
Percent Utilization of 
Discounts 

Transaction per 
Customer   

 

472 Price Elasticity Reservation Price Price Elasticity 
 

336 Price Elasticity Incremental Sales   
 

189 Price Elasticity Share of Customer  Price Elasticity 
 

172 Price Elasticity Customer Profitability   
 

394 Price Elasticity 
Transaction per 
Customer   

 

51 Price Elasticity Market Demand   
 

372 Price Premium Percent Good Value Price Premium 
 

371 Price Premium Reservation Price Price Premium 
 

370 Price Premium Price Elasticity Price Premium 
 

401 Price Premium 
Transaction per 
Customer   

 

223 Price Premium Customer Gain / Loss   
 

43 Price Premium Market Demand   
 

367 
Product Category 
Volume Brand Equity   

 

27 
Product Category 
Volume Net Sales Contribution   

 

478 
Product Category 
Volume Share of Shelf 

Product Category 
Volume 

 

456 Product Complaints Delivery Complaints   
 

457 Product Complaints Sales Complaints   
 

455 Product Returns Percent Good Value   
 

252 Product Returns Customer Gain / Loss   
 

454 Product Returns Faulty Deliveries   
 

405 Product Returns Returns to Net Sales   
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

453 Product Returns Product Complaints   
 

348 Promotion Profit Sales Productivity Promotion Profit 
 

101 Promotion Profit Gross Profit   
 

352 Promotion Profit Target Market Fit   
 

353 Promotion Profit Cannibalization   
 

232 Quotation Speed Customer Gain / Loss   
 

443 Quotation Speed Close Ratio   
 

470 Quotation Speed Net Promoter Score   
 

393 Quotation Speed 
Transaction per 
Customer   

 

290 Reach 
Marketing / Advertising 
Costs   

 

175 Reach Share of Customer    
 

134 Reach Trial Rate   
 

288 Reach 
Recognition / 
Awareness   

 

285 Reach Gross Rating Points   
 

36 Reach Market Demand   
 

286 Reach Brand Equity   
 

217 Reach Customer Gain / Loss   
 

287 Reach Recall   
 

284 Reach Impressions   
 

381 Recall 
Marketing / Advertising 
Costs   

 

341 Recall Promotion Profit   
 

183 Recall Share of Customer  Recall 
 

373 Recall 
Recognition / 
Awareness Recall 

 

377 Recall Pageviews Recall 
 

224 Recall Customer Gain / Loss Recall 
 

184 
Recognition / 
Awareness Share of Customer  

Recognition / 
Awareness 

 

382 
Recognition / 
Awareness 

Marketing / Advertising 
Costs   

 

140 
Recognition / 
Awareness Trial Rate   

 

225 
Recognition / 
Awareness Customer Gain / Loss 

Recognition / 
Awareness 

 

44 
Recognition / 
Awareness Market Demand   

 

19 
Recognition / 
Awareness Market Share Index   
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

378 
Recognition / 
Awareness 

(Weighted) Numeric 
Distribution 

Recognition / 
Awareness 

 

146 
Repeat (Retention) 
Rate Churn Rate 

Repeat (Retention) 
Rate 

 

148 
Repeat (Retention) 
Rate Baseline Sales   

 

491 
Repeat (Retention) 
Rate Customer Gain / Loss 

Repeat (Retention) 
Rate 

 

399 Reservation Price 
Transaction per 
Customer   

 

236 Reservation Price Customer Gain / Loss   
 

356 Reservation Price Promotion Profit   
 

202 Reservation Price 
Customer Acquisition 
Costs   

 

482 Reservation Price Percent Good Value Reservation Price 
 

423 
Retailer's Margin 
Percentage Share of Shelf 

Retailer's Margin 
Percentage 

 

421 
Retailer's Margin 
Percentage Facings 

Retailer's Margin 
Percentage 

 

422 
Retailer's Margin 
Percentage 

(Weighted) Numeric 
Distribution 

Retailer's Margin 
Percentage 

 

7 Return on Customer Customer Profitability   
 

6 Return on Customer 
Customer Lifetime 
Value   

 

72 Revenue Promotion Profit   
 

89 Revenue 
Product Category 
Volume   

 

73 Revenue Brand Equity   
 

87 Revenue All Commodity Value   
 

86 Revenue 
(Weighted) Numeric 
Distribution Revenue 

 

66 Revenue Share of Customer    
 

65 Revenue Customer Profitability   
 

61 Revenue Market Share   
 

81 Revenue Average Sales per Call   
 

80 Revenue 
Percent Utilization of 
Discounts   

 

90 Revenue 
Average Order 
Turnover   

 

69 Revenue 
Advertising to Sales 
Ratio   

 

64 Revenue 
Segment Contribution 
(Profitability)   

 

67 Revenue 
Customer Lifetime 
Value   

 

78 Revenue 
Sales / Profits  per 
Employee   

 

77 Revenue Sales per Square Foot   
 

76 Revenue 
Percent Inventory 
Carrying Costs   

 



 141 

IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

75 Revenue Returns to Net Sales   
 

74 Revenue 
Transaction per 
Customer   

 

62 Revenue Net Sales Contribution   
 

57 Revenue Gross Profit   
 

58 Revenue Value to Volume Ratio   
 

59 Revenue Net Profit   
 

79 Revenue 
Average Transaction 
Size   

 

462 Sales Complaints 
Complaint Resolval 
Time   

 

461 Sales Complaints Net Promoter Score   
 

460 Sales Complaints Quotation Speed   
 

432 Sales Force Salary 
Sales Performance 
Quota Sales Force Salary 

 

410 Sales per Square Foot Share of Shelf Sales per Square Foot 
 

409 Sales per Square Foot Facings Sales per Square Foot 
 

308 Sales Premiums Markdown Sales Premiums 
 

304 Sales Premiums Incremental Sales   
 

100 Sales Premiums Gross Profit   
 

138 Sales Premiums Trial Rate   
 

198 Sales Premiums 
Customer Acquisition 
Costs   

 

305 Sales Premiums Promotion Profit   
 

262 Sales Premiums 
Net Price 
price(Net)   

 

307 Sales Premiums 
Average Transaction 
Size   

 

179 Sales Premiums Share of Customer  Sales Premiums 
 

221 Sales Premiums Customer Gain / Loss   
 

309 Sales Premiums Net Promoter Score   
 

310 Sales Premiums Reservation Price Sales Premiums 
 

40 Sales Premiums Market Demand   
 

306 Sales Premiums Price Premium Sales Premiums 
 

449 Sales Productivity Sales Price Variance   
 

282 Sales Productivity 
Advertising to Sales 
Ratio   

 

110 Sales Productivity Gross Profit   
 

83 Sales Productivity Revenue   
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

452 Sales Productivity 
Average Order 
Turnover   

 

47 Sales Productivity Market Demand   
 

448 Sales Productivity Sales Value Variance   
 

228 Sales Productivity Customer Gain / Loss Sales Productivity 
 

415 Sales Productivity 
Average Transaction 
Size   

 

438 Sales Productivity Close Ratio   
 

451 Sales Productivity Quotation Speed   
 

428 Sales Productivity 
Percent Utilization of 
Discounts   

 

447 Sales Productivity 
Sales Performance 
Quota   

 

450 Sales Productivity Sales Volume Variance   
 

14 
Segment Contribution 
(Profitability) Market Share   

 

25 
Segment Contribution 
(Profitability) Net Sales Contribution   

 

182 Share of Customer  Brand Equity Share of Customer  
 

194 Share of Customer  Clickthrough Rate Share of Customer  
 

162 Share of Customer  Customer Profitability   
 

187 Share of Customer  Adjusted Trial Rate Share of Customer  
 

294 Share of Shelf Impressions   
 

469 Share of Shelf Cannibalization   
 

128 Share of Shelf Market Penetration   
 

191 Share of Shelf Share of Customer    
 

376 Share of Shelf Recall   
 

235 Share of Shelf Customer Gain / Loss   
 

20 Share of Shelf Market Share Index   
 

398 Share of Shelf 
Transaction per 
Customer Share of Shelf 

 

289 Share of Shelf Reach   
 

276 Share of Voice Brand Equity   
 

133 Share of Voice Trial Rate   
 

277 Share of Voice Price Premium   
 

216 Share of Voice Customer Gain / Loss   
 

173 Share of Voice Share of Customer    
 

15 Target Market Fit Market Share   
 

188 Target Market Fit Share of Customer    
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IN_ID KPI_ID_1 KPI_ID_2 KPI_ID_1(optional) 
 

Relation_Type 

392 Target Market Fit 
Transaction per 
Customer Target Market Fit 

 

466 Target Market Fit Percent Good Value   
 

442 Target Market Fit Close Ratio   
 

49 Target Market Fit Market Demand   
 

418 Target Market Fit 
Average Transaction 
Size   

 

390 
Transaction per 
Customer Sales Volume Variance   

 

389 
Transaction per 
Customer Sales Value Variance   

 

403 
Transaction per 
Customer Brand Equity 

Transaction per 
Customer 

 

166 
Transaction per 
Customer Customer Profitability   

 

212 
Transaction per 
Customer 

Customer Lifetime 
Value   

 

185 
Transaction per 
Customer Share of Customer    

 

384 
Transaction per 
Customer 

Average Transaction 
Size 

Transaction per 
Customer 

 

119 
Transaction per 
Customer Return on Sales   

 

342 
Transaction per 
Customer Promotion Profit   

 

129 Trial Rate 
Repeat (Retention) 
Rate Trial Rate 

 

131 Trial Rate New Customer Gain Trial Rate 
 

139 Trial Rate Incremental Sales Trial Rate 
 

141 Trial Rate Adjusted Trial Rate   
 

142 Trial Rate Target Market Fit Trial Rate 
 

143 Trial Rate Cannibalization Trial Rate 
 

130 Trial Rate 
Customer Acquisition 
Costs   

 

116 Value to Volume Ratio Brand Equity   
 

 
 


