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Macro: Marketing Mix
Vs
Micro: Customer Journey



Each channel has its own 
‘micro’ tracking method
BUT they don’t consider 
overlap

Ad set name Impressions Reach Results Cost per results People taking action Button clicks Website conversions

Campaign 4 - FB Page - Interests 27857 5002 1131 0.442087 864 4 19

Campaign 3 - FB Page 28483 4958 1730 0.289017 1469 4 14

Campaign 3 - Interests 54723 33740 2380 0.136555 2260 6 4

Campaign 2 - FB Page 2174 1269 188 0.614787 186 1 6

Campaign 1/2 - FB Page 4737 2222 375 0.273013 361 1 13

Campaign 1/2 - FB Page - Interests 4290 1904 376 0.271596 362 2 2

Month 1 - FB Page 1254 609 121 0.784628 118 0 2

Campaign 1 - FB Page 3013 1018 303 0.704125 206 2 17

Campaign 1 - Pixel 929 313 22 0.712727 19 2 30

Channel Users New Users Sessions

Social 5794 5663 6673

Organic Search 3080 3014 3864

Direct 1699 1670 2420

Referral 45 42 68

Email 27 26 29

(Other) 1 1 1

10646 10416 13055



X% of FB is driven by TV



“
” 

Rupert Murdoch





Nested models
Neural networks
Brand health & 
MORE ASSUMPTIONS



What do we need to overcome



“If you torture data long enough it will confess” 
Ronald Coase Nobel prize in Economics 1991





THE LINE

TV/Radio Billboards PR Non tracked EPOS

MODELLING META DATA

Media spend plans
Locations
Barb spot times
Time series

Social

Display 

Affiliate/Partners Website

Email

Click Through

PIXEL

Mailings

LINK

Click Through

Sends
Opens
Clicks 

POS

EPOS

Time series modelling

Capturing the right data with WebFusion 
Going beyond “last” click to build the Single Customer View of Digital platforms



Build a single customer journey view

1ST LAST % TOTAL TOTAL
CHANNEL CHANNEL BRANDED COST VALUE

John Mail EM 3 2 2 0 3 0.15 10 4 0 1.5 15.65 100
Paul Web Web 4 1 0 1 8 0.2 5 0 0.5 4 9.7 500

George Web Social 0 1 0 4 4 0 5 0 2 2 9 400
Ringo Mail EM 2 0.5 5 1 2 0.1 2.5 10 1 1 14.6 0

TOUCHPOINTS COST

EMAIL MAIL PPC EMAIL BRANDED MAIL PPCCUSTOMER SOCIAL SOCIAL



Is PPC a fulfilment cost of TV



How much engagement is 
driven by DM?

SEGMENT MAILED OPENED CLICKED VALUE TOP CATEGORY VIEWED TOTAL VISITS TOTAL PAGE VIEWS AVE. PAGE PER VISIT

House file l 200000 30% 5% 2400 URL/XYZ 140000 462000 3.3

House file 2 200000 35% 3% 2000 URL/XYZ 100000 500000 5

Newsletter 100000 25% 3% 800 URL/XYZ 60000 210000 3.5

SEGMENT MAILED RESPONDED VALUE VISITED SITE TOP CATEGORY VIEWED TOTAL VISITS TOTAL PAGE VIEWS AVE. PAGE PER VISIT

House file l 200000 5% 2400 30% URL/XYZ 160000 784000 4.9

House file 2 200000 4% 2000 20% URL/XYZ 120000 420000 3.5

Newsletter 100000 2% 800 25% URL/XYZ 80000 352000 4.4

REGION DATE TOTAL ORDERS TOTAL VALUE WEB VISITS WEB VISTIORS % CURRENT CUSTOMERS NEW CUS. VALUE EXISTING CUS. VALUE

NE July 200 20000 180000 144000 20% 14000 6000

NW July 280 30000 240000 192000 15% 16000 14000

SOUTH Aug 600 50000 600000 480000 40% 40000 10000



Casual inference:
Does display/re-targeting 
drive more sales?



Understanding the 
performance of external data

Campaign
1

Campaign 
2 Opens

Website 
Visits

Website 
Visitors

Ave. Visits 
per open

Ave spend 
per visitor

Total 
Value

1 1 5500 450 400 10% 50 20000

1 0 55000 500 450 1% 50 22500

0 1 600 100 90 20% 50 4500

Campaign Opens
Website 
Visits

Website 
Visitors

Ave. Visits 
per open

Ave spend 
per visitor

Total 
Value

1 60500 950 850 2% 50 42500

2 6100 550 490 11% 50 24500



Use more granular data to 
build marketing mix models

£2500 £44,170

£5000 £30,760

£20,000 £73,150

£5000 £39,470

£10,000 £64,880

£2500 £46,120

£139,450

£45,000 £438,000

£2500

£5000

£20,000

£5000

£10,000

£2500

£45,000

Variable Coefficient

Natural Search 0.3
Events 0.12
Affiliate 1.17
Paid Search 0.38
DM 0.84
Email 1.23



‘Macro’ methods‘Micro’ methods

New data is the essential part to any approach you take



Summary
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