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Budget planning doesn’t stop with the close of the previous year. 
Starting the year with a high-value beginning-of-year (BOY) content 
performance report is the perfect way to sum up the past year’s wins 
and learnings plus keep tabs on the current year. To prepare and 
move forward, decision-makers need clear metrics they can count on 
to make budgeting decisions.

Content teams looking to prove their value to decision-makers need 
to use granular, relevant data to contextualize and surface their 
impact on a business’s bottom line. Doing this convinces bosses of 
content’s continued relevance and importance in the upcoming year.
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Prove to decision-makers that content 
as an area of marketing is worthwhile
Reports are notorious for including a smattering of numbers for numbers’ sake. However, 
numbers with no context are unhelpful. Decision-makers need to see plain numbers, trends, and 
recommendations of where to invest (and divest) in the coming year, placed in the context of the 
organization and the broader industry.

Be ready to defend content as a concept. As a marketer, you know that content is a long-term 
game, but decision-makers need to be convinced to hold out for the long-term benefits that you’re 
building toward. Keep decision-makers focused on the future, no matter if you’re a department of 
one or dozens.

Check out this visualization of three years’ worth of content marketing efforts by Databox, and the 
proof is in the pudding: content marketing tripled the amount of sales-ready leads they raked in 
after building the content program for three years.

Another fertile area to show content’s overall impact, if it’s still a relatively new area for your 
organization, is in the past years’ reports, if you have them. Mine those reports for longer-term, 
historical marketing successes achieved with content as shining examples of all the good content 
has already done for your marketing program.

https://databox.com/
https://databox.com/
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Year-over-year reports are much more valuable in demonstrating content’s opportunity to drive 
revenue to the business. As opposed to other areas of marketing, like pay-per-click, which 
typically require a monthly cadence for reporting results, content performance help prove to 
executives how content can be an integral part of the overall business strategy and a worthwhile 
revenue stream to invest in. 

One-third of respondents expected their organization 
would spend more on content marketing during the 
second half of 2020 than the first half. 24% said their 
organization had shifted traditional paid advertising 
dollars to content marketing in the last 12 months.

– CMI’s 2020 B2B Content Marketing Survey: Benchmarks, Budgets and Trends

Set Context with the report’s numbers

Context is everything. Numbers shared with decision-makers need to make sense at a glance. 
Sum up key findings per section, and structure the report with readability (and scanning) in mind. 
You also need to be mindful that decision-makers may not know all the jargon you use day-to-
day. Don’t assume that terms like “organic traffic,” “conversions,” or “time on page” resonate; be 
prepared to define them in simple definitions.

Here are some examples of how to parse out relevant segments of your data and set the context 
for the reviewer:

• Split apart relevant segments of traffic. Examples of this could be blog vs. non-blog 
traffic to your site, customer vs. non-customer traffic, organic vs. paid traffic, etc.

• Compare time metrics to benchmarks or past performance. For example, compare 
your “time on page” to your industry averages, past benchmarks on that piece of 
content, or what can be expected time-wise relative to how long the piece was.

• Consider using timeline visualizations. These are useful for evergreen measurements, 
like traffic or domain authority. Annotate intervals where you see changes in the 
metrics. Examples of what to annotate include:

 ◦ Product launches
 ◦ Big marketing campaigns
 ◦ Backlinks built

https://contentmarketinginstitute.com/wp-content/uploads/2020/09/b2b-2021-research-final.pdf
https://venngage.com/blog/content-marketing-benchmarks/
https://venngage.com/blog/content-marketing-benchmarks/
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Below is an example of this in practice on a month-over-month plotting of pageviews, with key 
dates circled. If there’s a change in the trendline after a major occurrence, the dotted lines are 
drawn to show this type of change:

 

(Source: WordStream)

• Restate prior goals and chart progress against them. Be explicit about which metrics you 
previously set goals for and how you measured against those goals. This gives decision-
makers better visibility into previous content objectives and how much progress has been 
made.

Showcase successes with key results around audience engagement 
metrics

Ideally, your organization already has agreed-upon KPIs (key performance indicators) from last 
year’s goal setting. Ensure you chart metrics against those KPIs to speak the same language as 
your decision-makers.

And you’re in good company. 2020 research conducted by CMI states that “more than three-
fourths (78%) of B2C marketers use metrics to measure content performance; of these, 63% have 
established KPIs and 51% measure content marketing ROI.” Although a majority are measuring 
content performance, the numbers are whittled down from there for companies tracking content 
analytics in a meaningful way, such as mapping KPIs and tying content back to ROI.

“More than three-fourths (78%) of B2C marketers use 
metrics to measure content performance; of these, 
63% have established KPIs and 51% measure content 
marketing ROI.”

https://www.wordstream.com/blog/ws/2014/05/15/google-analytics-tips
https://www.wordstream.com/blog/ws/2014/05/15/google-analytics-tips
https://blog.parse.ly/post/9745/7-kpis/
https://blog.parse.ly/post/9745/7-kpis/
https://contentmarketinginstitute.com/wp-content/uploads/2019/12/2020_B2C_Research_Final.pdf
https://contentmarketinginstitute.com/wp-content/uploads/2019/12/2020_B2C_Research_Final.pdf
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Not sure which KPIs to focus on? Consider looking at audience engagement as your North Star 
metric for success. If you don’t currently measure engagement, you’re limiting how much you 
understand about your audience and exactly how your content resonates with them. Don’t fall into 
the trap of relying on vanity metrics, which frequently are easier to measure and center on big 
numbers, like traffic, for optics. From the same research, CMI reports that “81% of B2B marketers 
report their organization uses metrics to measure content performance. Website traffic (90%) is 
the metric that is used most often.” Traffic, by itself, is virtually useless if you don’t know what 
actions those visitors are taking.

To measure audience engagement, first isolate marketing activities or goals that can be driven by 
content. In practice, these could be gated content downloads, conversion of visitors to marketing 
or sales qualified leads (MQLs & SQLs), clicks on CTAs, newsletter subscriptions, etc. Each of 
these activities should then be divvied into designations of top-of-funnel, middle-of-funnel, and 
bottom-of-funnel to track each of those stage’s successes, as success looks different at each 
point in the sales process. These successes resonate even better if they drive revenue (think 
bottom-of-funnel), such as course downloads, coupons, freemium conversions to customer, etc.

The best companies know why their content exists,
and use it to achieve their goals. 

Paid promotion, 
sponsorships, events, 
partnerships, organic search, 
social media, content, PR.

Newsletters, webinars, 
follow/shares on social, 
registrations, sign ups, 
content marketing, email.

Add to cart, pay for 
subscription, make a 
purchase, get a demo, 
seek pricing.

Paid, Owned & Earned

Awareness

Generate Leads

Engagement

Convert

Decision

Parse.ly has been measuring audience engagement via a heartbeat pixel (and loads of other 
custom scripts) for clients for years, while other analytics platforms fall short and mistakenly rely 
on metrics like bounce rate to represent engagement. What’s a heartbeat pixel? It essentially 
tracks a “heartbeat” of a user on a web page, pinging the browser every few seconds to check 
if the user is still active if a) the tab is still open, and b) the user is engaging with the page by 
clicking, scrolling, playing videos, etc.

https://blog.parse.ly/post/3046/the-tale-of-narcissus-avoiding-vanity-metrics-for-content-analytics/
https://blog.parse.ly/post/3046/the-tale-of-narcissus-avoiding-vanity-metrics-for-content-analytics/
https://contentmarketinginstitute.com/wp-content/uploads/2020/09/b2b-2021-research-final.pdf
https://contentmarketinginstitute.com/wp-content/uploads/2020/09/b2b-2021-research-final.pdf
https://www.parse.ly/help/kb/parse-ly-measure-engaged-time
https://www.parse.ly/help/kb/parse-ly-measure-engaged-time
https://blog.parse.ly/post/9887/what-is-bounce-rate/
https://blog.parse.ly/post/9887/what-is-bounce-rate/
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For more ideas on metrics 
to track with respect to your 
content marketing efforts, 
consider the metric’s category, 
visibility, and importance, 
according to this illustration 
from Orbit Media Studios. 

This is a good starting point 
for considering the potential 
content marketing metrics 
that may prove meaningful to 
you and your organization’s 
decision-makers.

https://www.orbitmedia.com/blog/content-marketing-metrics-to-track/
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Present examples of content aligning with key metrics
Showcasing metrics in practice with a few pieces of content to share learnings, whether positive 
or negative, can help contextualize what a piece of content can do for your company. For each 
example, what made it successful, quantitatively?

EXAMPLES

This blog post got two backlinks within a month of 
publishing, bumping the domain authority of our site 
from 50 to 60 in the course of a quarter.

This is the most-cited blog post in sales conversations 
about how the lead found out about the company, 
showing an immediate ROI.

Examples are always specific, powerful indicators of success in action, so try to bring a few 
forward with each report.

2

60
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Find and track impactful data  
(and the best tools for the job)
Data collection means nothing if you’re not 
able to act on the insights you uncover. When 
vetting a content analytics tool, ensure the 
insights provided are actionable and all but beg 
for next steps to be taken.

Useful data has one purpose—to get you to 
the crucial next step of adjusting strategy and 
execution. When looking at content analytics 
offerings, a tool that offers actionable data 
is better than a tool that simply offers a large 
quantity of data.

Google Analytics is a commonly used tool 
because it’s free, but is a textbook example 
of too many insights that are complicated to 
gather and not particularly actionable. Tools 
like Moz or Ahrefs are helpful, but they’re not as 
comprehensive, and they’re more focused on 
tracking SEO metrics, like domain authority or 

number of backlinks. They also don’t account 
for more in-depth measurements like audience 
engagement.

After all, you can only improve what you track 
in an ongoing fashion. This rigor is paramount 
to success and only feasible when working 
with an analytics tool that makes it as easy as 
possible to glean actionable insights. If you’re 
not looking at a metric on a regular cadence 
(i.e., to compare against a goal), its use to you 
is limited, especially in a reporting capacity to 
sum up the year.

Parse.ly is designed with actionability in 
mind. That’s why it parses out true audience 
engagement from vanity metrics. Parse.ly also 
offers specific content performance reports 
that can help users present the strongest cases 
to key decision-makers.

Evergreen Report

Parse.ly’s Evergreen Report compares the 
most-viewed evergreen content with the most-
viewed content sitewide by section, author, or 
customizable tags. This report is specifically for 
evergreen content designed to have long-term 
benefits that will stay timely as time goes on. 
These tried-and-true pieces of content will be 
mainstays on your content performance reports 
moving forward. This report uniquely illustrates 
the power of amassing foundational content to 
build your content program on into the future.

 

https://moz.com/
https://moz.com/
https://ahrefs.com/
https://ahrefs.com/
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The Evergreen Report also includes a 
visualization of the number of posts and views, 
as well as how these evergreen posts compare 
to all sitewide pageviews.

E V E RG RE E N S IT E - W ID E

Bloomberg

Evergreen Report
Feb 01. 2021 - Feb 25. 2021

While average post lifespan is 3 days, evergreen posts continue to
accrue significant page views a�er the initial publication window.

Overview
 

961
EVERGREEN POSTS  

11.0m
EVERGREEN VIEWS  

11.7%
OF SITE-WIDE PAGE
VIEWS

Content Comparison

VIEWS TOP SECTIONS

7.3m graphics

924k businessweek

563k business

478k pursuits

366k technology

 

 

 

 

 

 

 

TOP SECTIONS VIEWS

markets 17.4m

business 16.6m

politics 11.2m

cojp 10.4m

technology 7.8m

VIEWS TOP AUTH ORS

7.1m Sta�

414k Cedric Sam

356k Bloomberg Businessweek

353k Demetrios Pogkas

339k Paul Murray

 

 

 

 

 

 

 

TOP AUTH ORS VIEWS

Sta� 16.8m

Tom Randall 7.0m

Cedric Sam 5.7m

Paul Murray 5.6m

Drew Armstrong 5.5m

VIEWS TOP TAGS

9.5m Secondary Brand: business

7.2m Page: graphic

7.1m Region: Americas

7.1m coronavirus

7.1m Bloomberg Graphics

 

 

 

 

 

 

 

TOP TAGS VIEWS

Region: Global 84.4m

Page: article 78.8m

Secondary Brand: business 50.1m

Secondary Brand: markets 31.9m

Coronavirus 19.3m

 

Top Listings/Posts Report

The top listings/posts report lets you stay on 
the pulse of your site’s top 20 posts. It also 
ranks the total engagement (in minutes) on 
posts over a specified time period. You can 
chart fluctuations month-over-month and suss 
out trends to determine what ranks highly — 
whether it’s specific site sections, authors, 
seasonality, or other factors.

Bloomberg

Top 20 posts by total engaged minutes
Feb 01. 2021 - Feb 25. 2021

Report criteria matched 400,287 posts with 94,825,302 views (68% of all views in period).

The top 20 posts contributed 14% of these page views with an average of 708,082 per post.

Visitors Total Engaged Minutes

1 More Than 206 Million Shots Given: Covid-19 Vaccine
Tracker
Dec 04, 2020 05:00  Sta� in graphics ( bloomberg.com )

1,805,922 9,138,519

2 When Will Covid Pandemic End? Vaccine Calculator
Shows 7 Years at Current Rate
Feb 04 14:52  Tom Randall in business ( bloomberg.com +1 )

1,240,702 1,605,701

3 At 93, She Waged War on JPMorgan and Two Financial
Advisors—Her Grandsons
Feb 17 04:00  Tom Schoenberg in wealth ( bloomberg.com )

336,034 1,589,300

4 Elon Musk Loses $15 Billion in a Day on TSLA Stock
Slide A�er Bitcoin Warning
Feb 22 17:03  Devon Pendleton in wealth ( bloomberg.com )

732,572 904,456

5 Where Did Covid Come From? Investigator
Foreshadows Fresh Clues
Feb 06 19:38  Jason Gale in business ( bloomberg.com +1 )

463,603 869,381

6 Millions Are Hounded for Debt They Don’t Owe. One
Victim Fought Back, With a Vengeance
Dec 06, 2017 05:00  Zeke Faux in businessweek ( bloomberg.com
)

103,258 758,415

7 GameStop (GME) Stock Short Interest Plummets in
Sign Traders Covering Bets
Feb 01 09:52  Katherine Greifeld and Lu Wang in markets (
bloomberg.com +1 )

420,542 754,603

8 The King of SPACs Chamath Palihapitiya Says He’s the
Next Warren Bu�ett
Feb 12 08:00  Erik Schatzker in markets ( bloomberg.com +1 )

168,038 748,981

9 This Is How Tim Cook Transformed Apple (AAPL) A�er
Steve Jobs
Feb 09 04:00  Austin Carr and Mark Gurman in businessweek (
bloomberg.com )

165,829 696,730

 

Stats Over Time Report

How many reports actually do the math for you? 
Dig into changes on a given categorization with 
the stats over time report. How does traffic 
change for a particular author, section, tag, or 
for the whole site? Which days/weeks are most 
impacted?

Parsely

Author Stats Over Time for David Cardiel
Aug 25. 2020 - Feb 25. 2021

Day New Posts Visitors Average Engaged Minutes Total Engaged Minutes

Feb 25. 2021 0 6 2:10 13

Feb 24. 2021 0 10 0:39 6.6

Feb 23. 2021 0 5 0:45 3.8

Feb 22. 2021 0 5 0:28 2.4

Feb 21. 2021 0 0 0 0

Feb 20. 2021 0 2 1:12 2.4

Feb 19. 2021 0 3 5:40 17

Feb 18. 2021 0 9 0:27 4.1

Feb 17. 2021 0 6 1:12 7.2

Feb 16. 2021 0 3 0:54 2.7

Feb 15. 2021 0 1 1:18 1.3

Feb 14. 2021 0 3 0:49 2.5

Feb 13. 2021 0 2 1:06 2.2

Feb 12. 2021 0 4 0:33 2.2

Feb 11. 2021 0 8 0:54 7.2

Feb 10. 2021 0 4 2:02 8.2

Feb 09. 2021 0 6 0:16 1.6

Feb 08. 2021 0 4 0:22 1.5

Feb 07. 2021 0 3 1:01 3.1
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Other Metrics Available Through Parse.ly’s Dashboard

Backlinks

`

“Share of voice,” the amount 
of organic traffic created by 
a specific keyword

Social shares with first-party 
APIs with many platforms

Top-performing sections on 
the website

Conversions

Website traffic referrals

https://blog.parse.ly/post/9745/7-kpis/
https://www.parse.ly/help/kb/what-details-can-i-see-about-my-social-traffic
https://www.parse.ly/help/kb/what-details-can-i-see-about-my-social-traffic
https://www.parse.ly/help/kb/what-details-can-i-see-about-my-social-traffic
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Analyze data trends  
and link them back to goals
If a metric doesn’t directly map back to a business goal or speak linearly to that goal, it isn’t worthy 
of inclusion in your content performance report. Your job now is to deliver the facts, use your 
expertise to spot the trends, and advise on what needs more or less investment.

Keep as narrow a focus as you can in the report. Every number or metric should be there for a 
reason. If there’s a number that’s there for “fluff” or “seems helpful,” don’t include it.

Split out content goals vs. marketing goals vs. overall goals for the sake of the budget. Be clear 
about positioning that what you’re looking at is solely about content, but harken back to the overall 
marketing goals whenever possible as a rule of thumb.

If you have new goals in different areas for the upcoming year, start to pull together some 
statistics to take stock in the “before” to the “after” you’ll show after working toward those goals. 
(It’s much easier to preemptively do this!) If you have any new tools you’re asking for to assess 
traction on these new goals this year, include those in the conversation as calls-to-action or 
decision points.

For help charting overall content themes over a specific time period for context, check out 
Parse.ly’s “Currents” dashboard for a more macro-view of your area.

Lay out data in visualizations, frame results

Including visualizations is important for highlighting trends. They also give your decision-maker 
some reprieve from having to stare at numbers. Pair each visualization with a caption, as well as 
with rational conclusions or implications for your proposed strategy or budget.

For each visualization, give necessary context and commentary on trends. Consider pulling this 
context and commentary into its own concluding section of the report called “discussion.” As 
its own section, it sets the stage for opinion-sharing to shed light on the data shared in earlier 
sections.

Examples of this in practice are:

• “This trend wasn’t significant and rebounded immediately after our monthly publish.”

• “All e-commerce sites saw a X% increase over this period of time, and our data is consistent 
with that.”

• “This is a historical trend we see happening every July 4th weekend for the last three years.”

Include a “recommendations” section as part of this to position yourself as a trusted advisor. Use 
this section to share your ideas on how to achieve new goals or mitigate issues you’ve identified.

https://currents.parsely.com/
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Competitively position your 
organization with a robust content 
analytics solution in the new year
If pulling together the content marketing budget and measuring KPIs was a daunting task for you, 
you might consider investing in a content analytics tool this year. To ensure your organization 
keeps investing in content, choose a content analytics partner that intimately understands the 
reports and metrics your boss needs to see to feel confident about your team’s content marketing 
performance. Parse.ly is that partner. Our content-specific reports couldn’t be easier to pull at any 
interval to review as a team.

Sign up for a demo of Parse.ly to begin building the case to your boss for more actionable content 
analytics.

Remember
Content marketing has been proven to generate three 
times as many leads as traditional marketing.” Imagine how 
that number could exponentially increase as you compile 
more content in your archive year-over-year. Pretty soon, 
collecting metrics on your organization’s content marketing 
program will be reason to gloat, not reason to groan.

Remember
Content marketing has been proven to generate three 
times as many leads as traditional marketing. Imagine how 
that number could exponentially increase as you compile 
more content in your archive year-over-year. Pretty soon, 
collecting metrics on your organization’s content marketing 
program will be reason to gloat, not reason to groan.

https://www.parse.ly/getdemo?utm_medium=pdf&utm_source=asset&utm_content=guide&utm_campaign=contentperformanceblueprint
https://www.demandmetric.com/content/content-marketing-infographic
https://www.demandmetric.com/content/content-marketing-infographic
https://www.demandmetric.com/content/content-marketing-infographic
https://www.demandmetric.com/content/content-marketing-infographic
https://www.demandmetric.com/content/content-marketing-infographic
https://www.demandmetric.com/content/content-marketing-infographic
https://www.linkedin.com/company/parsely-inc-/
https://www.parse.ly/getdemo
https://www.parse.ly/getdemo
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