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Making sense of marketing attribution

As the number, range, and type of marketing channels has evolved over the years so
has the number of ways to measure marketing activity. Whilst each channel has its
own method of understanding return on investment they rarely relate to an overall
strategic understanding of the overall marketing mix. It is time to look at ways of
unifying the tactical campaign reporting methods and get your single “sale” view.

Info@fusioranalytics.co.uk



http://www.fusion-analytics.co.uk/
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Howard Thompson has spent the last 10 years supporting clients with a range of
marketing, analytical and technological problems.
Including marketing attribution and optimisation

Fusion helps people capture, understand and
= interpret complex datasets

INtroductions

Ourtool WebFusion captures digital data and integrates it with offline datasets
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Life’s what you make it

Howard Thompson

Director
Fusion Analytics




Making sense

of marketing
attribution

Discuss why attribution is a complex problem
Explore different reporting methods for each channel/department
Review examples of where this works and where they struggle

Explore new methods and approaches with enhanced data capture



The customer journey includes more touch points than ever before. F
SO, how to you assign a sale or revenue back to the cause..”? U
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Broadcast media Direct communication Transaction

Customer
service

This is made more
A Varying seque
A Personalised ¢
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Typically there are two ways to consider attribution:

‘Micro' reporting 'Macro modelling
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Macro: Marketing Mix A ‘bottom up’ calculation, looking at the A "Top down'’ view splitting spend amongst

Vs known path to purchase to understand channels, to support overall strategy across
campaign performance within a channel many channels

Micro: Customer Journey
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Micro modelling demonstrates the performance of a channel, but “'@
leads to double counting revenue and miss-matched metrics:
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Each channel has its own e
bl hbgnRkR sq bj Facebook conversion tracking

Ad set name Impressions Reach Results Cost per results
A T S s g d X C n m y Campaign 4 - FB Page - Interests 27857 5002 1131 0.442087
aye,'/ap Campaign 3 - FB Page 28483 4958 1730 0.289017

Campaign 3 - Interests 54723 33740 2380 0.136555

Campaign 2 - FB Page 2174 1269 188 0.614787

Campaign 1/2 - FB Page 4737 2222 375 0.273013 Channel Total

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

Month 1 - FB Page 1254 609 121 0.784628 m TV mSocial mSearch

Campaign 1 - FB Page 3013 1018 303 0.704125

Campaign 1 - Pixel 929 313 22 0.712727



Weekly media spend

Using Macro
models to
assign value
Competitor Activity
e
X% of FB Is driven by TV W o
5% Base

With fewer inputs we are more confident about where to draw the line
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>The Internet has been the most fundamental change
during my lifetime and for hundreds of years]

Rupert Murdoch






