
Proving Small 
Business Content 
ROI
If you were asked to specifically track your bank’s return on investment 
from a particular piece of content that had been strategically placed on 
your website and social media channels, where would you begin?

This can be a huge dilemma not only for banks but for many businesses 
that use content to generate leads. Whether you’ve produced an article, 
video, white paper or case study and your medium is a blog, landing 
page or social media platform, you’ll want to know the return on invest-
ment (ROI) from your content.
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Tracking ROI to prove your content’s value
If you can track the ROI of your bank’s content through key performance indicators and 
prove the value of each piece of content, you’ll be able to budget more accurately while 
justifying the role that content plays in attracting and retaining small business customers.

After all, the aim of your content is to lead customers towards making purchases.

Return on Investment 
To calculate ROI, the benefit 
(or return) of an investment 
is divided by the cost of the 
investment.
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1

Time on site ROI
Aim to trace each piece of small business content you want measured over a reasonable period of time, so you 
can draw trends and conclusions from it. Each content piece has a unique ROI based on its audience, the type 
of content, and the medium your prospects viewed it through.

There’s no master formula but consider adding tracking codes on social posts to measure what works for certain 
customer segments. Also look deeper into:

• How long a prospect spends on your site

• How many pages they visit

• How many videos they watch

 

Financial ROI
Your profit from content marketing less your cost of content marketing x 100 = ROI%. If you spend

$10,000/month on content marketing and you’re able to track $30,000/month of new business, ROI is 300%.

 Calculating your content’s ROI is simple in theory, but the problem is tracking accurately new business. A new 
piece of content (Starting a Business PDF Guide) could be:

• Placed on your website and downloaded x times

• Used to bring new customers to your website from search results, but they don’t download thedoc

• Sent by bankers direct to prospects

• Referenced inside social media

• Used by accountants and other business organizations

• The reason why a new prospect opens an account, but it’s months later

• A method to demonstrate small business empathy and support

As these can be tricky to measure, often ‘traffic to site’ is the main success criteria, but there are other ways to 
know your content marketing efforts are working.

Key Performance 
Indicators

2
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Consider tracking your ROI by:
• Newsletter open rates by offering content with enticing ‘click bait’ titles. Check the results of your 

open rates and click throughs for each piece of content, and measure the leads from the call to action 
(CTA).

• Call center records by asking your sales team to make follow up calls after potential customers register 
for your content. Offer limited time promotions and measure how much direct business you get.

• The number of downloads of each piece of content you’re offering and apply your bank download/
sales ratio so you can work out a ROI.

• Registrations for events and entries into competitions.

• The number of discussions in your social media. You may be able to register these prospects or even 
help them to purchase what they want, leading to a simple calculation of your ROI.

• Visitors to your website and the time they spend on it. Also take note of how they’re getting to your 
site and which pages they’re landing on.

• Search engine rankings by figuring out your ROI on organic searches through to your website can be 
worked out by calculating the lifetime value of your customer and subtracting the cost per purchase.

Ways to track
ROI

Entertaining and 
inspirational content 
is the key to profitable 
social commerce.
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Almost everything is measurable

It may be hard to let go of the idea that you can’t track the intangible value of content marketing, but with website 
analytics and social media metrics, just about all your content is able to be measured.

It can be easy to get sidetracked by volume metrics. Focus on evaluating the content that’s intended to get you 
customers, rather than content that’s there for quick consumption before being forgotten about.

Evaluating your online traffic

You’ll need to measure your online traffic accurately to find out how effective your lead generation strategy is.

Ensure you target the right kind of people so you get traffic that spends time on your web pages, rather than traffic that 
bounces straight back to other sites. Find out how many unique visits you’re getting, along with return visitors.

You can also keep an eye on lead form submissions. For example you may ask visitors to ‘register’ for certain pieces of 
content (we call them ‘Hero’ pieces) which allows you to track exactly who is downloading what.

Creating valuable content

Useful content will engage your current customers and future prospects, but it will also have to demonstrate its value 
through your key metrics.

So how do we define useful, valuable content? It will:

• Appeal to potential customers and search engines – by being relevant, timely, and featuring keywords and phrases 
that your prospects are plugging into search engines.

• Build trust and loyalty – by offering solutions, answering queries and addressing concerns with accurate, useful and 
lasting information. For example, a case study detailing how one of your clients started their business with the help 
of your bank’s finances.

• Demonstrate expertise – by putting forward a trustworthy source of content on crucial issues. For example, 
developing a landing page with a wealth of content dedicated to ‘growing’ small businesses can suggest a depth of 
knowledge.

• Reveal a personality – by developing a voice, tone and rapport so you can reach potential customers on a more 
personal level. For example, a forum with enthusiastic guest bloggers can encourage conversations.

With website analytics 
and social media 
metrics, just about all 
your content is able to 
be measured
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Utilize the best metrics 
for your bank

There are four basic types of metrics you can use to assess how well your business is attracting potential customers.

1

Consumption metrics
Your customers begin their journey to purchasing from your bank as consumers, so put some measures in 
place by using Google Analytics to evaluate key performance indicators.

KPI metrics of interest to your business may include:

• Unique visitors – those that have visited your website for the first time.

• Total visitors – unique visitors and those that have returned to your site.

• Downloads.

• Time on site – or page views during a visit.

• Bounce rate – the percentage of hits to your site (or a page of content) that leave straight away

REGULARLY EVALUATE YOUR METRICS

It’s important to examine your data for measurable statistics to learn how often your content is accessed.

Equally valuable will be the path that your prospective customers followed to reach your content. For example, 
a potential customer might have come from a search engine results page to your video about financing a 
new start up. After watching the video they may have then clicked on a link to your loans section, followed by 
signing up for a contact call.

Look at your numbers each week, month and quarter to get a reliable picture of the return on your content 
investment. Also compare your metrics with any information you have about your competitors.

© Glen Senior 2021. 
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2

Sharing metrics
Sharing metrics can help you find out if your content is interesting, helpful and relevant. Check important social 
media measures such as retweets, shares, likes and pins. Also look at inbound links from other sites and blogs.

Make sharing content simple

It’s important to make it easy for consumers to share your content by:

• Providing sharing buttons to the most used social media platforms

• Removing any barriers to sharing your content on other sites

• Adding social proof to your site for example, gather reviews about your content from Facebook posts. 
By sharing your content your prospective customers are essentially supporting your message and 
recommending your brand.

THE DOLLAR VALUE OF A ‘LIKE’

When discussing the ROI of your small business bank content don’t overlook sharing metrics, but also be 
careful not to overvalue them.

How can you determine the value of a ‘like’ on Facebook, or a ‘retweet’ on Twitter? Social media metrics are 
still important, though they’re harder to put a dollar value on.

Your chosen KPIs will shape which sharing metrics are most important when talking about your ROI. For 
example, you might decide to focus on referral traffic and analyze what percentage of referrals are becoming 
customers.

© Glen Senior 2021. 
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Lead generation metrics
The tools you decide to use to gain leads should have built-in tracking. Whether you’re aiming to encourage 
prospects to click-through from your e-newsletter, search online and link to your blog, or download a free 
piece of content, you’ll be interested in the volume of people that consume that content and the percentage 
of those people that become actual leads.

Crediting leads to content

You can link leads to content by:

• Tracking the original source of the lead – for example, a prospective customer could find their way to your 
site when searching for a specific white paper, which directs them to filling out a contact form. Here the 
content is used and it helps create a lead.

• Restricting some content until potential customers fill out a lead-capture form. For example, you might ask 
for a name and email address to sign interested people up to your e-newsletter. In this case, the content 
acts as the ‘reward.’

• Use marketing automation software to rank visitors and serve up different landing pages and content 
depending on their past behavior.

4

Customer satisfaction
Linked to your return on investment is how satisfied your customers are. Survey them to get their opinions on 
how helpful your content is.

If your current customers 
are happy because 
your content is relevant 
and timely, you can be 
confident that your 
content is useful.
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In Summary
Not every piece of small business content will lead to a direct sale. Your goals for one 
tranche of content might be to put across some shared values your bank has with your 
target customers, or to simply create brand awareness.

Nonetheless, figure out what your goals are for certain pieces of content, establish the 
methods you’ll utilize for measuring and tracking potential customers, and aim to show a 
return on your investment in content over the long term.

For more information on accessing small business content, visit The Small Business 
Company Ltd thesmallbusinesscompany.com

MORE ABOUT THE SMALL BUSINESS COMPANY 

We provide strategic advice to bank marketing and small business teams that are seeking to engage, educate and assist 
their small business customers. We do this by working alongside bank staff to develop a Content Strategy, and then 
provide the content for banks and credit unions to place inside their website, social media and other media channels. 
Content examples include articles, guides, templates, video, online calculators, templates, infographics and  
interactive tools.

See more at www.thesmallbusinesscompany.com
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