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In Sean Power’s presentation held on October 1, 2020 for Measuring Social Media Return On 

Investment (ROI) using digital analytics, he describes the ways the return is measured, the 

formulas used to calculate return on investment, the structured process of executing a digital 

marketing strategy, and the different ways measuring digital analytics. 

The return in ROI is commonly valued as revenue, but it can also be replaced by other variables 

such as savings, impression, sentiment, etc. In customer service, a company may want to 

increase their profits by resolving customer support issues through social media instead of using 

its call center, saving on call costs. Alternatively, a company may want to improve their 

impression on their target market, increasing their share of impressions in that market space. 

They also may want to improve their brand equity by engaging directly with customers via social 

media and improving the sentiment held towards that company, helping its reputation.  

Formulas for Calculating Return on Investment: 

Revenue 

ROI = (Total Revenue – Total COGS – Marketing Investment) / Marketing Investment 

Customer Service 

ROI = (Savings – Investment) / Marketing Investment 

Market Share 

ROI = Impressions / Marketing Investment 



 

Brand Equity 

ROI = Sentiment / Cost 

The Digital Marketing Measurement Model (DMMM) was also discussed. It is a 5-step process 

that allows one to execute a digital marketing strategy successfully. The first step in this model is 

to create marketing objectives to meet one’s business objectives. These objectives should be 

D.U.M.B.: Doable, Understandable, Manageable, and Beneficial. Goals are made to direct your 

marketing efforts to achieve these objectives. The next step is to use Key Performance Indicators 

(KPIs) to help measure progress to meet the goals. The final step in the DMMM is the segments. 

This includes the audience, their sources for exposure to the site, their behaviour towards the site, 

and the outcome. 

 



Tracking one’s campaigns using digital analytics is key to providing insight on how to improve 

the execution of a company’s marketing strategy. Analytic platforms are systems designed to 

track data on users to inform and direct businesses on how to properly execute marketing 

strategies.  

Another concept presented is UTM Parameters which is a tool used by Google Analytics (an 

analytics platform). It is a string that is attached to a custom URL that tracks the source, medium, 

and campaign name every time it is interacted with. This allows Google Analytics to know from 

which source did the users come form. Therefore, this helps in identifying which ad campaign 

directed them. Digital Analytics is crucial to having profitable marketing campaigns. 

 

Terms: 

Impressions: the number of times your content was displayed regardless of whether it was 

clicked 

Sessions: the amount of user interactions with your website that occur during a given time frame 

Revenue: the income generated from sales including discounts and deductions for returned 

merchandise 

Return on ad spend: the total revenue generated for a specific marketing campaign divided by the 

total cost of that campaign 

Engagement rate: represents the number of interactions with your social post divided by its 

number of impressions 



Leads Generated: the number of individuals that have expressed interest in your company’s 

product or service by sharing contact information 
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