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A digital analytics practitioner who works on media 
planning/goal setting or is interested in learning more 
about one-step-further use of an excel

You will learn about the differences between metrics, 
KPIs, Benchmarks and Goals and how to leverage 
excel to set up a simple return on investment goal 
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NOTE: All data used in this presentation is from Google Analytics’ Demo Account



Measurement Objective

1

3SANGAH.BAE@NEOMEDIAWORLD.COM DO NOT DISTRIBUTE



Measurement Objective

Set Measurement Strategies to:

• Align success criteria with measurable goals 
& KPIs. 

• Set a framework to determine whether the 
program met its goals and objectives.

• Prove the effectiveness of the campaign.
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Goals

Tactics

KPIs

What – Definition of ‘What’ you 
want to achieve.

KPIs - Key Performance 
Indicators; numbers at the 
heart of the business that 
determine success. 

How – Clear statement of ‘How’ 
to achieve’; basis of KPI.

What is it supposed to do?
How will we know it worked?
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Metrics, KPIs, Benchmarks, 
Goals
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Metrics, KPIs, Benchmarks, Goals

• Measurable units to 
prove performance 
/diagnose /result of 
your effort.
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• Key Performance 
Indicators, most 
important success 
metrics to determine 
success.

• Reference point for 
your performance 
evaluation.

• Your target 
performance for the 
effort.

Metrics KPIs Benchmarks Goals

Spend

Impressions

Clicks

Revenue, etc.

ROAS 

(Return on Ad 

Spend)

ROAS

$20.00

ROAS

$25.00

e.g. e.g. e.g. e.g.
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Common 
Business 
Question:
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What should be the return goal? How 
do we ensure we’re not spending 
too much?
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Media Planning and Goal 
Setting

3
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Premise of The Approach

Linear Regression

• Regression analysis is a statistical process for 
estimating the relationship among variables; 
specifically, regression helps to understand how 
typical value of the dependent variable changes 
when any one of independent variables change.

Historical Data  Future Projections

• Using Regression, we can project future outcomes 
based on historical performance provided that 
independent variables (drivers) are available to 
calculate dependent variables (estimates).

Estimates: Return on Ad Spend

• Within Excel, you can perform a simple linear 
regression. 

Drivers: Contributors Are Aggregated

• For simplicity, contributors are aggregated to total 
ad spend.
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Data Overview

• 2017 Weekly Total Spend, Session, Transaction, 
Revenue was reviewed.

• QA steps: Sort out any outliers and determine 
whether to included in the analysis or not.

• Calculate ROAS (highlighted in yellow).
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Relationship Exploration

• Explore relationship with a scatter plot with Spend 
and Return metrics.

o Series (Legend Entry – y axis) to be ROAS.

o Category (Horizontal – x axis) to be Cost.
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Regression

• For simplicity, relationship between Spend and ROAS 
is assumed to be linear.

• Add a trend line with ‘Equation on Chart’ and 
‘Display R-squared Value on Chart’ option checked.

• Linear regression line has an R-Square of 0.22 
indicating that the linear model leaves lot of 
variance unexplained.

o Linear regression cannot factor in seasonality, which is 
one of the biggest influencer on ROAS.

o Other limitations can be if return varies a lot by organic 
& direct traffic that are not associated with investment 
(or not directly attributed with cost).
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Validation

• Using equation, you can create a scenario planning 
tool of expected return on the spend.

• Comparing expected return with actual return (%) 
will show how good of a fit the model is.

o There are other statistical validation methodology (i.e. 
ANOVA).

• You can create a scatter plot to show the variances.
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Total Return (Actual) Total Return (Projected) % Difference

SUM (Revenue)
SUM (Revenue 

(Projected))

4531859.18 4529767.45 -0.05%



Diminishing Returns

• Based on ROAS Equation, project how much return is 
expected per incremental level.

• Remember the data granularity!

o In this analysis, we used weekly spend and planning 
annual budget.
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Annual Cost Annual Revenue

Increase 26,000$               21,177,000$       Increase

10% 28,600$               22,409,530$       6%

20% 31,200$               23,481,120$       11%

30% 33,800$               24,391,770$       15%

40% 36,400$               25,141,480$       19%

50% 39,000$               25,730,250$       22%

60% 41,600$               26,158,080$       24%

70% 44,200$               26,424,970$       25%

80% 46,800$               26,530,920$       25%

90% 49,400$               26,475,930$       25%

100% 52,000$               26,260,000$       24%

• Diminishing return curve suggests to increase 
revenue by 25%, you need to increase annual spend 
by 70%.



Summary

4
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Summary & Key Takeaways

• To take benchmarks one step further, consider setting up goals.

• For a simple regression, excel can be a handy tool.

• With regression, you can explore relationship of input variables 
(independent values) with output variables (dependent values).

• For budget planning, always remember diminishing return and ensure 
your recommendation is under the tipping point.
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Questions?
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• Thank you!

• Sangah.Bae@neomediaworld.com
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