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Introduction
Benchmarking templates for  
improving your digital marketing

Kickstart your Digital Transformation with our benchmarks

Whatever the size of your business or clients, ‘How do we compare to our competitors?’ is 
a common question when companies are looking to get more from their digital marketing. 
Great question! But how do you know what to compare and how can you structure your 
review and recommendations?

These templates edited by Dr Dave Chaffey and our Expert commentators will help you:

þþ Review how well you are currently using the key digital marketing techniques

þþ Identify the gap with where you need to be to compete

þþ Create a prioritised plan of how you need to improve

How do I use the capability reviews?

Our benchmark templates use the recognized 5 point scale of the Carnegie Mellon capability 
maturity model which rates different processes from an unmanaged approach as you start 
out at Level 1 up to a well-managed process at Level 5.  

Score your business from Level 1 to Level 5 for the different ‘best practice’ activities you are 
using for each of the core processes we have identified as each row.

What next?

Once you have defined the priorities for 
improvement, you can then put in place an action 
plan to go to the next level. You may need new 
resources, but with our do-it-yourself 7 Steps 
guides and templates for core techniques like 
SEO, Social Media and Email marketing you 
can learn and apply the best practices. 

Alternatively take our detailed Digital marketing 
health check audit for Expert members – this 
gives an Excel spreadsheet to score your 
activities for each stage of RACE. 

If you’re feeling like you’re way behind don’t despair! Digital moves fast and our research 
shows many are at an Levels 1 to 3. 

All the best for getting to the next level!

SMART objectives
Activities to optimize
Defined deliverables

1  Opportunity              2  Strategy     
    

    
    

 3
  A
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