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MEASURE THE VALUE OF MARKETING

New clients. It’s what most business owners want their 

B2B marketing plans to produce. There are, however, 

many ways to measure marketing performance. Most 

often people think of the number of marketing-qualified 

leads as the only yardstick, when they become viable 

prospective clients. There are lots of other milestones on 

the path to becoming marketing-qualified leads that can 

and should be measured. And yet, none of those 

address the other goals of marketing today which can 

include attracting new talent or promoting a cause. 

Traditionally, data is captured and tracked to measure 

results. Too often, the ultimate measurement of success 

is against a singular bottom line or the  money or profit 

left over after revenue comes in and costs are deducted. 

That’s the long-engrained habit of the business mind. 

But in an informed, connected, and transparent market, 

there’s reason to pause that type of thinking.

Data points hold no broader social perspectives. They 

do not consider psychological or emotional factors that 

influence human behavior. They have no intuitive sense 

for responding to spontaneous economic, political, and 

environmental occurrences that can make all the 

difference in helping people warm to a company or not 

in moments of crisis. 

For today, we’ll table the subject of artificially-intelligent 

bots and recognize that for now, it is still left to humans – 

people like you and me – to decide if we have enough 

objective and subjective data to know if our marketing

is successful. 

Subscribing to the idea that data can and 

should support our decisions but not 

necessarily drive them, we need to 

address another question first.
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SHOULD A SINGULAR BOTTOM LINE BE THE ONLY 

MEASUREMENT OF SUCCESS?

In the song Seasons of Love from the Broadway 

musical Rent, author, songwriter, and composer 

Jonathan Larson grapples with “how to quantify the 

value of a year in a human life.”¹ 

He asks poetically: “525,600 minutes...how do you 

measure, measure a year?” He goes on to suggest: 

“In daylights? In sunsets? In coffee cups? In 

laughter? In strife?” before concluding the most 

effective means is to “measure in love.” This

question becomes all the more poignant 

considering that Jonathan Larson died suddenly 

the night before the critically-acclaimed musical 

opened, never to experience its success.  

Borrowing from Mr. Larson, when we evaluate 

marketing performance in the sophisticated 

environment in which we all operate today, we are 

really attempting to quantify the value of all of our 

marketing activities over a period of time.  
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To measure the value of 

marketing, then, we need to 

determine if all that we offer and 

promote through our marketing 

meets the wants and needs of an 

entire ecosystem of clients, 

stakeholders, and others we value 

– all the people essential to our 

success – throughout the entire 

time we want to engage them. 

In this context, value extends beyond only a numerical amount to represent the importance or worth of what happens to 

the people we want to engage as a result of the marketing. In other words: how are they affected by the marketing? In 

better words, spoken by Robert Kennedy in a 1968 speech at the University of Kansas, about the gross national product: 

"[The GNP] does not allow for the health of our children, the quality of their education, or the joy of their play. It does not 

include the beauty of our poetry or the strength of our marriages, the intelligence of our public debate, or the integrity of 

our public officials. It measures neither our wit nor our courage, neither our wisdom nor our learning, neither our 

compassion nor our devotion to our country. It measures everything, in short, except that which makes life worthwhile.”²   



The Quadruple Bottom Line, or QBL, builds on the 

accounting framework known as the Triple Bottom 

Line, or 3BL or TBL. 

The TBL measures the effect an organization makes 

on people, planet, and profit. John Elkington coined 

the term back in 1994.³ By accounting for the broader 

effect organizations can make on society, the TBL 

raised awareness for issues such as fair trade, 

resource consumption, and even the cost of 

underemployment as determinants of prosperity. In 

doing so, it shifted emphasis to the concept of 

flourishing as a key aspect of prosperity. 

The Quadruple Bottom Line (QBL) adds Purpose to 

the TBL⁴  
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MEET THE QUADRUPLE BOTTOM LINE

In doing so, the QBL expands the conversation about measuring an organization’s 

success against whether or not it has remained relevant in terms of being useful to 

others or creating value for them.  



The QBL calls on business leaders to 

measure success against the important 

goals they have – without compromising 

their values, ethics, or consideration of 

others. 

For profit organizations can consider 

the QBL in the following ways: 
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This evolving framework, originating in the early 2000s, 

can be open to interpretation depending on the type of 

organization. 

Many nonprofit organizations can hold a more literal 

definition where purpose = their mission and 

culture, where people = society at large, where planet = 

the natural environment, and where profit = funds raised 

through donation.  

The Quadruple Bottom Line asks business leaders to

consider their culture – what happens inside their 

organizations – as part of a broader metric for success 

because it's the culture that encourages and 

supports engagement in achieving its collective goals. Purpose = Culture, values, and employees 

People = Current and future clients, investors, 

                   bankers, suppliers, service providers

Planet = Resources, responsible decisions 

Profit = Reinvestment to remain viable 

USING THE QBL TO MEASURE 

THE VALUE OF MARKETING

Traditionally, when we think of evaluating marketing 

performance, there’s a pass/fail or win/lose outcome. 

Measuring marketing performance as an indicator for 

success against a QBL is multi-dimensional. 

Let’s look at this in more detail: 



Measuring the Value of Marketing Along the QBL

The QBL extends to all of the people that marketing affects. In an informed, connected, and 

transparent market, purpose is vital because it's the authentic values and practices that connect the 

company's brand with all of the people who are essential to its success. The “audience” then includes 

not only current and prospective clients, but also current and future employees who want to be part of 

something worthwhile as well as bankers, suppliers, and others. Purpose is the seed from which 

employee engagement grows; it is the common bond that unites companies with their stakeholders. 
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When business leaders align marketing with their company’s purpose, they are more likely to 

develop audience-driven marketing plans that consider the wants and needs of the people they 

want to engage. When the marketing activities are self-“ish” in that they help a company reach a 

worthwhile goal, but not self-serving, they are more likely to attract, captivate, and motivate people 

to take what feels like a next, natural step toward working together. This can also increase highly- 

coveted word-of-mouth referrals and 5-star ratings and reviews that cross-pollinate 

between audiences. This is in stark contrast to marketing plans and “tactics” that are designed to 

convince and convert, manipulate, or otherwise force people through a funnel.  

PURPOSE

PEOPLE



Measuring the Value of Marketing Along the QBL

Often contained to environmentally sustainable practices, the notion of planet along the QBL includes 

any and all marketing strategies and activities that are decent and useful and have the propensity to 

endure. Responsible decision-making determines the success of any marketing plan – whether it’s via 

social media, search, content, event, PR, tradeshows, or other activities. Selecting promotional or 

printed materials from eco-friendly providers, minimizing “toxicity” in marketing messages, and giving 

back to the local community in meaningful ways help to create sustainable relationships with people 

and the planet. Responsible strategies build on what’s working and are mindful of the physical and 

emotional resources they consume in the process.   
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Here is where the gavel stops pounding in its perennial call for “More Revenue!” Marketing 

measured along a QBL means evaluating client acquisition costs, recurring revenue, sales cycles, 

employee turnover costs, and other results that speak to a lifetime value. When a company considers 

its purpose, puts people first, and makes responsible decisions, there can be a halo effect with 

bankers, suppliers, and service providers that improves those relationships and maybe even eases 

contract negotiations. All of these fine line details can boost profit which can be reinvested into the 

company in the form of more professional development, better facilities and benefits, and more 

resources for giving back to their communities. 

PLANET

PROFIT



Where evaluating marketing performance implies financial performance, evaluating marketing success implies 

understanding its value in a greater context than a monthly or quarterly short-term target. It does not ignore the 

importance of short-term goals as part of organizational effectiveness, but it does shift the focus to quantifying 

the value of marketing over the long-term. The long-term is innately important for companies that want to 

endure. Whether to pass to a second generation of family or to new leadership, most entrepreneurs – 

especially founders – would like to see the vision they had flourish beyond the point where they have taken it.   

...AND THAT’S WHAT ENLIGHTENED BUSINESS LEADERS 

REALLY WANT. 
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When measuring success along a QBL, business leaders are exposed to a complete 

panorama of success indicators that extend beyond a single bottom line. 



ABOUT KELLY STEWART 

FOUNDER, ATTRACTIVATE

I provide B2B marketing expertise, strategy, and implementation guidance to 

business leaders who want to make their marketing more natural and 

effective. The more seasons I experience, the more appreciation I have for 

nature. I chose it as a theme for this eBook to inspire us all to be steadfast, yet 

resilient, and always brilliant. If you’d like to resonate more deeply with the 

people essential to your success, learn how we can work together via 

Attractivate’s on-demand marketing services. 

CONTACT 

kelly@attractivate.net 

www.attractivate.net 

267-491-5616 
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Or invite me to speak to your team to help form new and magnificent 

strategies for your organization. 

https://www.attractivate.net/kelly-stewart-on-demand-b2b-marketing-director/
http://www.attractivate.net/
https://www.linkedin.com/in/kellystewart2/
https://twitter.com/Attractivate_KS
https://www.attractivate.net/kelly-stewart-positive-business-speaker/
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