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» Summary

The Chief Marketing Officer (CMO) is the driving force behind a company’s market positioning, brand strategy, and lead generation efforts, responsible for aligning marketing
initiatives with overall business growth. A CMO focuses on creating data-driven marketing strategies that fuel customer acquisition, engagement, and retention while
collaborating with other departments to ensure cohesive execution. This cheat sheet highlights key SaaS marketing and financial metrics CMOs can use to measure campaign

effectiveness, optimize customer journeys and contribute to scalable, long-term business success.

Building a data-driven marketing strategy

Developing a data-driven marketing strategy is crucial for optimizing resource allocation and ensuring
maximum ROI. Leverage key marketing performance metrics, such as ROMI (Return on Marketing
Investment), MQL-to-SQL conversion rates and CAC to identify high-performing channels, campaigns, and
customer segments. This data enables continuous optimization, helping you refine your messaging, adjust

spend where needed, and scale marketing efforts that drive the best results.

Tactics for data-driven success:

+  Implement A/B testing for different campaign strategies and overall marketing efforts

. Personalize content based on data insights to enhance engagement and increase conversion rates %ﬂ h‘\"\
ET

«  Regularly analyze acquisition channels performance and revenue by segment to focus on ICP

Core metrics for CMOs

1. MRR (Monthly Recurring Revenue)
MRR = Number of active subscriptions x Average subscription amount
(monthly)

Represents the predictable revenue from active subscriptions each month.

2. ARPA
MRR
Total active accounts
Tracks the average monthly revenue generated per customer account,

providing insight into customer value and helping evaluate the impact of
upselling and pricing strategies.

ARPA =

3.CAC (Customer Acquisition Cost)
Total sales and marketing costs
Number of new customers

Calculates the average cost of acquiring a new customer and is essential for
evaluating the efficiency of marketing and sales efforts.

CAC =

5.CAC Payback Period
Customer Acquisition Cost

CAC Payback Period = MRR per customer

Indicates how long it takes to recover the cost of acquiring a customer, with
shorter payback periods preferred for faster return on investment.

Aim for a CAC payback period of less than 12 months; anything over 18 months
may strain cash flow.

4.LTV (Customer Lifetime Value)
_ ARPA
"~ Average churn over the last 6 months

LTV

Estimates the total revenue a customer will generate over their relationship
with the company.

6.LTV/CAC Ratio
Customer Lifetime Value (LTV)

LTV/CcAC = —
Customer Acquisition Cost (CAC)

Compares the value of a customer over their lifetime to the cost of acquiring
them, with a ratio of 3:1 being the ideal benchmark for sustainable growth,
while anything below I:1indicates you are losing money on acquisition.

7.NRR (Net Revenue Retention)
_ MRR at start - Downsell - Churn + Upsell
- MRR at start

Indicates revenue growth or contraction from existing customers, accounting
for churn and upsells.

NRR

8. Saas Quick Ratio
New MRR + Expansion MRR
MRR at start
Measures how efficiently a company grows revenue versus the revenue lost

through churn, with a ratio above 4:1 generally considered strong, between 2-4
is good, and below 2 indicates inefficiency in growth versus churn.

Saas Quick Ratio =

Chloé Dalger, Head of Growth at Waalaxy

P Additional key metrics

1. Revenue growth rate
Revenue this period - Revenue last period
X

Revenue last period 10

Revenue growth rate =

Tracks the percentage increase in revenue over a given period, serving as a
direct indicator of business growth, especially useful to identify best segments.

2. Free-to-Paid conversion rate
Free users who convert to paid «
Total free users

Gauges the success of onboarding and engagement campaigns in moving
users from free to paid tiers.

Free-to-Paid conversion rate = 100

3. Content engagement rate
Engaged sessions
Total sessions

Measures engagement with marketing content, such as blogs, social media,
or email, to assess content impact.

Content engagement rate = x100

4. Traffic-to-Lead conversion rate
New leads
Traffic-to-Lead conversionrate = ——————————— x 100
Total website visitors

Indicates the effectiveness of the website in converting visitors into leads,
showing the efficiency of web content and CTAs.

5. Lead-to-Customer conversion rate
. Converted leads
Lead-to-customer conversion rate = ——————— x 100
Total leads
Represents the percentage of deals won out of total opportunities, reflecting
sales efficiency and effectiveness. A win rate of 20-30% is common, with
anything above 30% considered strong.

6. Email click-through rate (CTR)
Clicks on emails links
CTR= —————————
Total email opens

Evaluates how engaging email content is, providing insights for refining
messaging and targeting.

7. Return on Marketing Investment (ROMI)
Revenue from campaign - Marketing costs «

Romi = Marketing costs

100

Measures the profitability of marketing campaigns, providing insights into
resource allocation effectiveness.

8. Marketing-Qualified Leads (MQL) to Sales-Qualified Leads (SQL)
conversion rate
Sales-Qualified Leads

MQL-to-SQL conversion rate = Marketing-Quaiified Leads x 100

Tracks the percentage of MQLs that convert into SQls, reflecting the
effectiveness of lead nurturing and alignment between marketing and sales.

"At Waalaxy, implementing the right tools transformed our approach to growth. Automating complex calculations like LTV and CAC by channel allowed us to reclaim valuable
time for strategy. Reliable metrics and precise client segmentation gave us actionable insights into our most profitable personas, empowering us to optimize acquisition efforts

and make data-driven decisions that truly move the needle.”

Want to know more about Saas KPIs? Have a look at fincome.co/blog
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P Creating customer-centric content to drive engagement

Creating content that resonates with your audience throughout the buyer's journey is key for nurturing
leads and driving conversions. Mapping content to different funnel stages -from awareness (e.g. blog AWARENESS
posts, infographics) to consideration (e.g. case studies, webinars)- while ensuring it addresses prospects
strongest pain points, prove to deliver strong results. Tracking engagement metrics like website traffic-to-
lead conversion rates and content engagement rates will also help assess performance and identify areas
for improvement.

CONSIDERATION

High-performing content strategies inducing high level of engagement include:

+  Developing educational, solution-oriented content that helps your audience solve real problems

+  Using a mix of formats, including videos, whitepapers and social media, to engage users on different
platforms

+  Continuously updating content based on user feedback and engagement data

EVALUATION

Regularly refresh content based on customer behavior analytics and engagement insights to keep it
relevant and impactful, driving higher conversions.

P Lead nurturing and personalization to increase conversions

By segmenting audience based on customer persona, acquisition chonnel, or _behavpr, you can deliver 1.Dynamic content 2. Behavioural
more targeted and relevant messaging. This improves customer experience, leading to higher engagement targeting
and increased conversion rates. Implementing automated nurturing workflows helps streamline this

process and ensures leads are moved efficiently through the funnel.

Personalization tactics to boost lead nurturing include:

+  Segmenting audiences based on behaviors (e.g. product interactions, web page visits)

+  Customizing email campaigns with dynamic content tailored to individual preferences

+  Usingretargeting campaigns to re-engage leads showing interest but that haven't converted yet
Using CRM and marketing automation tools to trigger personalized, data-driven follow-ups based on real-

N N A o 4.Retargeting 3. Personalized touch
time customer behavior, helps accelerate lead conversion and limit churn. points

P Defining an Ideal Customer Profile (ICP) to drive focused growth

Defining Ideal Customer Profile (ICP) is key for directing your marketing strategy towards the customers most likely to drive growth. Using data-driven segmentation and
analytics, can help identify high-potential companies with specific characteristics such as industry, size, budget and readiness for a solution that align best with your offering.
Analyzing firmographic data and assessing engagement trends, will help refine your ICP to target customers with the greatest potential for long-term value and retention.

Strategically aligning resources around your ICP also allows to prioritize acquisition channels, content orientation and outbound campaigns that resonate most with high-value
accounts, ensuring efficient use of marketing efforts. As Peter Drucker famously said, “Efficiency is doing things right; effectiveness is doing the right things.” Once you've
pinpointed your ICP, optimize your outreach by understanding their behaviors and preferences. Focusing efforts where they will yield the highest return whether that’s industry
events, targeted ads, or personalized content, will allow your team to reach the right customers at the right time with tailored messaging that meets their needs.

Actionable tips for an ICP-aligned marketing strategy include:

+ Leveraging analytics to segment and rank customers by potential value and focusing on traits that most aligned with existing satisfied clients
+  Building targeted campaigns based on identified habits, communication preferences and key pain points of ICP accounts
+  Continuously updating ICP with new customer data and adjusting marketing efforts as behaviors and priorities evolve

Aligning marketing efforts around a well-defined ICP not only enhances lead quality but also maximizes ROI by channeling resources directly toward accounts with the highest
growth potential.

ICP
Ideal Customer Profile

SOM
Serviceable & Obtainable Market

SAM
Serviceable Available Market

TAM
Total Addressable Market

P segmenting metrics to refine your ICP

Effective segmentation of key metrics like MRR, LTV, and cohort analysis is essential to refining your ICP and 18 ke

identifying your highest-value opportunities. By breaking down revenue streams according to acquisition 16 ke

channels, customer segments and engagement patterns, you can pinpoint the sources that drive 14 ke e,
sustainable growth. Segmenting metrics allows you to understand which channels yield the highest long- /

term value, where retention is strongest and which customer types are most profitable. B3

10 k€
Strategies for growth-focused segmentation include: a8 /\/

O
+  Acquisition channel: Analyzing MRR and LTV by channel (e.g. SEO, ads) to focus on those driving high- a5 \/
value, long-term customers
+  Persona-based segmentation: Segmenting revenue by customer persona to prioritize campaigns for il
your most profitable profiles 2ke
+  Cohort retention: Tracking retention trends by cohort to refine onboarding and engagement for key

customer segments
== Partnerships === Digital marketing Referrals —@==Direct sales Events
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