
 

   



 

Evaluating ROI on specific marketing channels for local fine jewelers is TOUGH! What you 

really want from your marketing is foot traffic in your stores so your team can do their thing, 

and maybe some online sales as a bonus. 

 

The problem is, your digital marketing reports give you all kinds of information that doesn’t really help 

leaving you to wonder which of your marketing channels are performing best. 

 

Over the years, we’ve helped develop a dashboard for tracking KPIs from MEANINGFUL digital marketing 

conversion metrics. We’re going to share that spreadsheet with you.  

 

But first, you probably need a little info in order to understand how it can work for you. 

 

Part 1: Eliminate Meaningless Goals 

Digital marketing folks from Google & Facebook all the way down to your local 

agencies just LOVE to tell you how well their service performs. 

 

They do this by creating “Goals” within Google’s Analytics platform which track all sorts of actions people 

take while on your website. 

 

If you’re not sure where to find these goals, go to google.com/analytics and go down to the little “Wheel” 

icon on the bottom left hand side of your screen. Then look for “Goals” on the right hand side: 

 

 

 

 

 

 

 

 

 

 

Some of these metrics are useful. Others are not. They are what we call “fluff” goals which make you feel 

better about your marketing, but don’t really give you any actionable data. 



 

Example of Goals to Turn OFF: 

• SMART Goals 

• # of pages visited (more than 3, 5, etc.) 

• # of catalog pages visited 

• # of designer pages visited 

• Site search used 

 

What they look like in Google Analytics: 

 

Part 2: Pick the Goals Which Matter to You 

As a jeweler, you want to track the things that lead to sales, NOT fluff. 
 

Valuable marketing goals to track on your website include: 

• Google Analytics (GA) Goals: 

o Add to Cart 

o Add to Wish list 

o Create Account 

o Share with a Friend 

o Online Orders 

o Contact or Request Appointment 

Completed Forms 

• Web Chats or Texts 

• Facebook Messages 

 

When you eliminate the fluff & restructure your reporting dashboard, it starts to look like this: 

 

 



 

Part 3: Collect Data & Add in Budgets 

Now it’s time to see what the numbers look like. 
 
Add in a few more columns to include your budgets for each channel and it becomes easy to see what 

your best performing channels are and your ROI. 

 
The numbers below are for example purposes only: 

 

 

 

Final Thoughts 
 
After creating your new KPI dashboard and filling in the final budget numbers & lead totals, your best 

performing channel will probably jump off the page! 

 
Please note - these dashboards do NOT take into account things like mass media (TV & radio) advertising 

or other marketing activities you may be doing. Once you streamline your reporting, you can double 

down on what’s working and eliminate what’s not! 
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