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	1. Market Share
Laurent Flores  ( 2013) explains measuring ROI
means first and foremost establishing clear
marketing objectives, identifying the most
appropriate metrics, assessing the achievement of
these objectives and setting up the most pertinent
measurement system. The digital market is
composed of six different segments, namely
search , display, emailing, affiliation , mobile and
social media. And successful businesses have ROI
objectives for each segment. Payne & Frow (2013)
identifies four categories of ROI measurement-
Direct ROI : Where customer is just one traceable
click away from measurable revenue , Correlated
ROI: A function of tracking measurable social
media activities over a given time and relating it to
the performance of key business KPI Proxy ROI:
long term impact of marketing investments using
metrics like unaided brand awareness, customers
satisfaction. Relative ROI: Comparing the impact
and cost effectiveness of digital media efforts
against the measurable impact of other marketing
channels such as TV.
1 Introduction
Digital marketing is a discipline where art meets
science . In response to consumers growing online
presence , businesses are launching timely, relevant
and targeted stories of their brand through different
online platforms. Web 2.0 has evolved from simple
information retrieval to interactivity, interoperability,
and collaboration (Campbell et al. 2011). Kaplan and
Haenlein (2010, 61) define social media as “a group
of Internet based applications that build on the
ideological and technological foundations of Web 2.0,
and allow the creation and exchange of user
generated content”.
Engaging videos, blog posts, infographics, and
multimedia comprise the creative, artistic side of
digital marketing. This poster aims to shed light on
the science part.
According to WebDam , in 2014, marketing teams will
spend $135 billion in new digital marketing collateral.
78% of the US CMO’s think custom content is the
future of marketing. And Internet advertising will take
up nearly 25% of entire advertising market by 2015.
Many businesses are increasing their digital
marketing budgets without increasing over all
marketing spending. All these digital developments
need a process and analytical framework to support
online marketing strategy and tie it to company’s
bottom line. Hence ROI measurement of these
increased online spending has come under spotlight.
Even if digital content goes viral on social, CXO’s
would want to see results in terms of cost , revenue,
conversion and margins.Henceforth, this research
seeks to dive in the measurement factors that
influence digital marketing return and investment
decisions.
The research question :
-What factors successful firms take into consideration while
calculating digital marketing ROI?
3 Current Practices
Worlds leading digital and content marketing
solution provider NewsCred proposes backward
calculation of ROI to forecast budget Let’s consider
ABZ company’s average conversion rate is 3% and
annual customer value is $500. For every 500,000
site visitors, they’ll generate 15,000 customers. At
a user value of $500, this traffic stream will be
worth approximately $7,500,000. For $500,000
spending on digital marketing production activités,
operating margin stands at 93%. While this way of
calculating ROI can prove very effective for many
companies , the author of this poster observes one
limitation of this approach, that is the assumption
of conversion rate & customer value can become
risky as it mostly depends on digital marketing’s
content quality and context of target market.
Worlds leading social media analytics firm
Socialbakers highlights the importance of fan
growth ( reach) and suggests calculation based on
speed of growth, most influential members and
metrics by day, week and month. To identify
engagement rate ( ER) they propose dividing the
number of likes and comments by the number
of fans. They also emphasize the importance of
response rate (RR) and response time (RT) of page
managers apart form just spending thousands of
dollars in campaigns
4 Methodology
Author’s Insights from professional work
experience will be valuable to conduct this
research. Since this study emphasizes on
marketing ROI measurement practices of
successful businesses, a sector wise approach will
be taken to gather data as well as way of work
insights. According to Social baker, automobile
industry leads post engagement rate at the top at
0.58%, while telecom industry sits at the bottom at
0.23%. Also top digital marketing platform’s
feature/benefit will be analyzed to develop a
benchmark for cross sectional comparison.
Selection of platforms will be done based on
marketing spending budget they attract. Marketing
products like Facebook pages, Google ad words,
AdSense , YouTube commercials value
propositions will be looked at
5 Anticipated results
It is expected that there will be dissimilarity in ROI
calculation among different industries, the reason
being concentration of consumers in different
social media and online places according to
different product categories. However it is
anticipated that how digital marketing strategy is
executed will be the differencing factor for
successful firms. The research is also likely to
prove that the more the businesses quantify their
investment & return variables, the more profitable
investment decisions they can make
6 Conclusion
Limitations:- Due to ever-changing trends of online
businesses and emergence of new digital
platforms, this study results can become less
accurate over a short period of time. Also
confidentially of firms practices can limit quality
analysis.
Managerial implication:- Quality of content will
always be a key decisive factor for higher
conversion rate. Also spending advertising money
will naturally increase reach, but correctly
quantifying investment & return variables will make
investments more profitable
2 Litreture review
The art and science of measuring the cost
effectiveness of the new media has been a moving
target this past several years (Leland Harden, Bob
Heyman 2010). Leland and Bob also warns
counting “impressions” for cost per thousand
(CPM), purchases of ad media, measuring brand
awareness with online surveys, the resulting
statistics from Google adwards, click through
response rate (CTR’s) are NOT digital marketing
ROI , rather are “soft data” for planning the ROI
measurement
Recent year’s studies on digital marketing ROI
Authors Publications
Leland Harden, Bob
Heyman - 2010
Marketing by numbers
Laurent Flores - 2013 How to Measure Digital
Marketing
Dr. Robert A. Edgell Profitable Marketing and
Branding in the Digital
Economy
Adrian Payne, Pennie Frow -
2013
Strategic customer
management : Integrating
relationship marketing & CRM
Chuck Hemann, Ken
Burbary - 2013
Digital Marketing Analytics:
Making Sense of Consumer
Data
How successful businesses measure digital marketing ROI
Azizul Hakim
MSYS558 -14B
Affiliationmarketstructure
3 pillars of digital marketing measurement
Reach
Engagement
Conversion Qualitative study Insight from digital marketing
managers
Sample size 3 companies in each industry 60
marketing managers
Survey method Email & Skype, open & close
questionnaire. Final report will be
shared with respondents as incentive
( Subject to Waikato Uni approval)
Location Global , electronic survey
Data collection Target companies previous campaign
performance, case study , marketing
platform’s testimonials , professional
page admins
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