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Conv. Rate: Conversion rate
CPC: Cost per click
CPE: Cost per engagement
CPM: Cost per thousand impressions
CTR: Click through rate
CTOR: Click-to-open rate (unique clicks as a %
of unique opens)
Eng. Rate: Engagement rate
DMP: Digital marketing program budget
RL: Raw Lead
MQL: Marketing-quali�ed lead
SQL: Sales-quali�ed lead c  Insight Venture Partners 2014


