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5 Step Guide to

Measuring
Varketing ROI




Measurement will always
be the ultimate indicator of

marketing SUccess.

But, it's also one of the greatest challenges for
modern advertisers. Marketers face an uphill battle
trying to prove full-funnel marketing ROl across
disparate digital channels and reporting systems.

We're here to change that. >>>




MEASURE MARKETING SUCCESS IN
EINVERSIIVIRISERSHIERSk

—_— Identify Core Business Outcomes

—_— Determine Signals of Success

_— Test and Learn
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_ S — Evaluate Incrementality
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e i Tell a Story with Data

Using this approach, you can track and communicate meaningful marketing results,
no matter how complex your strategy may be.



Jdentiy Core
Business Outcomes

Clearly established
Objectives and Key Results

(OKRs) are the basis for a
strong marketing plan.



STEP 1

Without clear objectives, you run the risk of prioritizing metrics, tactics, and
strategies that don’t translate to meaningful growth - wasting valuable time and
dollars. So understand the core business goals at the company level, as defined by
key stakeholders. This will be the centerpiece of your marketing decisions.

From there, your team has a roadmap to clearly understand the
organizational expectations of marketing. You can then build a strategic
marketing plan to fulfill your role in meeting those bottom-line goals.

“

Make your marketing goals universally known -
within your team and with key stakeholders across
the organization - to ensure everyone is
enthusiastically rowing in the same direction.

Elise Stieferman, Director of Marketing at Coegi




Determine Signals
OF SUCCEsS

How do the metrics you are
tracking impact your most
critical business and
marketing goals?



Next, determine which metrics are indicators of making progress toward
your core business objectives. These will be your key performance
indicators (KPIs).

Be cautious about using media efficiency metrics like CPMs and CPCs as
your primary KPls. They can be effective for evaluating campaign
performance on an operational level. But, they often do not ladder up to
your business goals. Incorporate metrics such as reach and frequency,
brand lift, transactional data, and ROAS analysis to gain better
understanding.

It can also be beneficial to explore more statistical forms of analysis, such
as media mix modeling and matched market tests, to get to the heart of
success.



https://www.adexchanger.com/data-driven-thinking/higher-cpms-are-worth-it-heres-why/

svaluate
Inerememntality

Learn why incrementality
is the new attribution.




Determining which tactics are helping reach your KPIs isn’t always easy.
Just because Facebook’s last-click attribution reports show better metrics
than other channels does not mean it is the leading driver of results. A
purchase today could have been impacted by a connected TV ad served
last week that was reinforced by an influencer on TikTok yesterday.

With decreasing data availability due to data privacy laws and impending
cookie deprecation, attribution modeling is becoming increasingly difficult
and problematic. Marketers should get back to the basics of marketing
measurement and evaluate incrementality to understand success.

Incrementality shows the influence your collective marketing channels had
on the final conversion, no matter where it took place.

How to test for incrementality:

Establish a performance baseline
Make a hypothesis to test

Adjust one variable at a time
Track the overall impact

Make adjustments accordingly




Create a Test and
Learn Cycle

Understand the key steps
needed to make each
campaign better than the
last.




Create a cycle of continuous improvement for your marketing. You can do this
by using a learning agenda that informs variable testing and optimization points.

A learning agenda helps identify the key questions you can answer to determine
which marketing components are driving the best outcomes. This could mean a
better understanding of your target consumer or determining which tactics are
most effective.

Examples of Learning Agenda Questions

 Is Millennial Moms an audience with untapped potential for our brand?

e |s our target consumer more likely to convert on Facebook than Instagram?

e Will lead generation be more cost efficient on TikTok than Snapchat?

e Will running CTV and linear TV together drive an increase in sales versus
running only linear?

Whether or not your hypotheses turn out to be true, you will be more informed
and your campaigns will become more data-driven and effective.



Use Datta Storytelling
ror Better Insights

Connecting the dots of
meaningful measurement data.




How did various channels work together?
Which areas were most and least successful?
What story is the data telling about your audiences?

Use these types of questions to identify the underlying narrative running through
your data. To aid this process, visualize the data so you can easily pinpoint trends
and understand performance relative to goals. This intel can guide new creative or
adjustment of certain tactics and spend allocation to make your future campaigns
even stronger. It should also highlight any gaps between customer touchpoints
and eventual conversion, retention, or attrition.

Looking from a macro lens helps weave the micro data points into a cohesive story
that makes sense to marketers as well as external teams. From there, you can lay
out clear, actionable steps based on analytic insights to transform your digital
marketing strategy.



https://coegipartners.com/how-to-act-on-analytics-with-data-storytelling/
https://coegipartners.com/case-studies/balancing-safety-and-innovation-for-tourism-during-the-pandemic/

- Creating Buy-In
- with Colleagues
_ ancd Customers




#1: Tailor Reporting to Individual Stakeholders

After implementing these five steps, create a reporting system so each decision-maker
clearly understands the impact of marketing. Show ROI to your CFO. Show trends in
marketing qualified leads and sales to your COO. Show percent change in new
customers to your CEO. Knowing the audience and tailoring your story to their unique
point of view will ensure the information resonates and your efforts are valued.

#2: Fuel Continuous Digital Transformation

Marketers need to stop thinking about one-off campaigns to create digital
transformation, and instead build a marketing ecosystem that illustrates the
bigger brand picture. This holistic view fuels an infinite cycle of improvement.

Over time, you'll minimize media waste and make more intentional decisions.

Campaign Mindset The Big Picture

\




coeql

Coegi fuels digital transformation using expertly-crafted,
adaptable marketing solutions to help you transform
what'’s possible for the future of your brand.

We bring together marketing solutions across all digital
media to meet your unique business goals. As an
independent agency, we provide a nimble approach to
planning and execution that allows us to learn quickly,
pivot intelligently, and keep you ahead of trends.

ADWEEK €2,

2021, 2022 Fastest Growing Agencies = 2022 Programmatic Power Player

WWW.coegipartners.com

info@coegipartners.com

Elise Stieferman, Director of Marketing and New Business
estieferman@coegipartners.com

Programmatic

Display
Online Video
Native
CTV/OTT
Streaming Audio
DOOH
Paid Search

Strategic Services

Research
Planning
Strategy
Audits
Technology Vetting

Paid Social

Facebook
Instagram
Twitter
LinkedIn
Snapchat
Pinterest
TikTok

Influencer

Facebook
Instagram
Twitter
LinkedIn
Snapchat
Pinterest
TikTok
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