ELEVATOR ¢f ATTRIBUTION

Based on Avinash Kaushik's
Digital Attribution Ladder of Awesomeness.

Check it out: http://cruci.al/2tTKomn

oF " WE'RE KILLING IT!

ADVANCED CONTROLLED
EXPERIMENTS

Develop a media-mix model that
accounts for all online and offline
marketing channels through many

controlled experiments.

AND HERE I THOUGHT THEY
'~ WERE SEPERATE WORLDS LIKE
- PARTY ME AND WORK PARTY ME

DID YOU SEE THE IMPACT ﬁl
ONLINE HAD ON IN-STORE? =

ONLINE CONTROLLED
EXPERIMENTS

Run controlled experiments to
see the impact of online to
offline conversions.

7F “WE CAN TRACK PEOPLE BETTER
1l WITH THESE LOYALTY CARDS

SO YOU KNOW T HAVEN'T
BEEN IN OFFICE THEN

55

PAN-EXISTENCE
MODELING

Stitch together customer online and
offline activity with cross-device
technology and unique identifiers
such as loyalty cards.

ADVANCED TACTICS FOR BIG COMPANIES
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THAT FIRST INTERACTION 1S
HUGE FOR OLR CLSTOMERS.
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'SAYS WHO? ) L~
- THIS DATA SET.
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' TELL DATA SET TO CHECK

\_ SOME HARD NUMBERS.
o

DATA-DRIVEN
ATTRIBUTION MODELING

Use machine learning to analyze your
channels and click paths to create a
more relevant model.

Féup CUSTOMERS TEND TO LOCK INTO A
SALE AFTER WHATEVER AD I SERVE THEM.

CUSTOM ATTRIBUTION
MODELING

Customize your attribution
model with business knowledge,
customer behaviour and
business strategy.

WE'VE FINALLY SET AN ATTRIBUTION MODEL!
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SO WE'RE GOING TO ATTRﬁw
EVERYTHING TO w
O\
s e
= STANDARD ATTRIBUTION
WHAT IS ot
Begin using attribution modeling.
ATTRIBUTION? Avoid poor models like Last
The science of identifying the value and weight of Ir:jtefracltlon Zn? |r|1'ior_|[zo rateD better
each marketing channel, with the end goal of Stz e Tine Doosy:
finding the right mix for your marketing budget.
\.
3 LOOK AT ALL THESE MARKETING
Fil ' EFFORTS THAT CONTRIBUTED TO A SALE
( PFT, T MARKET ALONE
ASSISTED
STEP 1 CONVERSIONS
Figure out what floor your company is on. Use assisted conversion reports in
analytics to measure which channels
STEP 2 are contributing towards your goals.
Make sure your organization has fully maxed out
the benefits of the current floor. Are your people,
processes, culture and structures all fully aligned
and executing perfectly?
STEP 3 @THE%E; BOXES SHIPPED ARE MAKING IT RDI\ZIF
When your people, processes, culture and | 4 CHOW ABOUT WE WORK ON
structure are all aligned move up to the next THAT VIDEO COMPLET'QP‘,&W
floor. Don't skip a floor. Don't be that guy. gf
STEP 4 MICRO AND MACRO
Work out the technology and processes you'll OUTCOMES
need to implement the next floor. Begin training In addition to Macro Outcomes
your team to maximize the advantages of this (ecommerce orders, demo requests,
phase. Then repeat steps 2-4. donations, etc.)

g Begin measuring Micro Outcomes
(coupon downloads, new accounts,
reviews submitted, videos watched,

4 = blog subscribers, etc.)
7] (IMPRESSIONS ARE LIP. PARTY T;MjED
A O A BIT BASIC, DIG DEEPER |
® OPTIMAL METRICS

Moving beyond Basic Metrics...
visits, impressions, time on site,
conversion rates

to Advanced Metrics
interactions, brand awareness, CTR,
assisted conversion, checkout
abandonment rate, conversion rate,
profit, repeat purchases
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