
 
Marketing plays a crucial role in business, yet the average tenure of a head of marketing at a mid-tier or 
enterprise organization is only half that of other CxO roles. This shorter tenure highlights a need for 
clearer metrics that directly connect marketing activities to revenue. Leadership often seeks a better 
understanding of this connection, but the current metrics may not always provide the clarity needed. 
When revenue falls short of forecasts, sales teams might point fingers at marketing, but it’s often hard to 
tell if the blame is justified. 
 
This situation underscores the importance of developing better marketing metrics. Affinity offers a 
promising solution to enhance both Attribution Accuracy and Customer Journey Analytics. Affinity, which 
represents a liking, preference, or connection, is heavily influenced by marketing efforts and has a direct 
impact on both revenue and reputation. 
 
Marketers, as the architects of perception, play a significant role in shaping this intangible yet measurable
metric. The saying "Perception is Reality" has never been more relevant. Perception involves multiple 
emotional factors that contribute to affinity, which manifests as a positive, front-of-mind favoritism, 
whether expressed or demonstrated. 
 
As perception influences affinity, measuring affinity in relation to key marketing areas can better connect 
measurable results to specific programs and campaigns targeting revenue, reputation, and retention. 
Affinity measurement stems from brand storytelling, thought leadership, nurture programs, pull marketing,
and the educational aspects of demand generation. By focusing on these areas, marketers can develop 
metrics that more accurately reflect their contributions to business success. 


