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MEASUREMENT AND ATTRIBUTION

USER CENTRICITY: CROSS-DEVICE

ONLINE TO OFFLINE:
INTRODUCTION TO OMNICHANNEL

MULTI-TOUCH ATTRIBUTION

MOVING TO LIFETIME VALUE
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____ MEASUREMENT HAS GOTTEN

- MORE INTERESTING

:The: ad:opti:on bf mob:ile: :Ne:w mea:suréme:nt: :Mer:ging ofﬁoniline:to (:)ffli:ne:
devices technologies engagements

Single device, online measurement is no longer sufficient



MM ~ATTRIBUTION A
The process, methodology and technology of assigning value to
 the media that impacted the user along the customer journey
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... WEBREAKATTRIBUTIONINTO

S THREE DIFFERENT BUCKETS = o

. —ACROSS DEVICES/ENVIRONMENTS- = ——— ONLINE-TO-OFFLINE —




GOOGLE S MEDIA, MEASUREMENT AND
ATTRIBUTION PLATFORMS

| c Google Analytics 360 Suite

A Google AdWords Ongul?IeChck A Google Analytics [ Attribution 360

| > byGoogle: T A Analyucs ALTDULIOH 500
"Measures ~ Measures  Online/offline  Online/offline

- GoogleMedia © @~ AllMedia =~ =~~~ ‘measurement ~ marketing mix

. AdvertlsmgtPIatgo;rPts,.l\;thh " Measurement Platforms, with
_ easuremee?]aes)?ed ribution 'Ad Tracking enabled




CROSS-
DEVICE




~ s MOST COMMON INDUSTRY SOLUTIONS ~

LOG-IN BASED SIGNALS BASED

(“Deterministic”) (“Probabilistic”)

First Party User Authentication Third Party User Authentication - Third Party Data
L 0] DoubleClick /" drawbridge
by Google - . . . . . | . | :

A' Google AdWords

Cross-Device Tracking

© Adobe Marketing El{:tucl ) & . JADTRUTH
wiccer ' ' ' '

A part of Experian

Proprietary data, user privacy Highly scalable, user privacy Scalable solution across publishers
Limited to size of signed-in user base Limited to few, large publishers Not 100% accurate, user has less control




AN RECOMMENDATION. A

'COMBINATION OF 1st & 3rd
PARTY LOG-IN BASED SOLUTIONS

FIRST PARTY T -THIRD PARTY

Start building your 1st party graph today
Leverage 3rd Party signals to

As technology improves, value of this graph inform media bids and budgets

for measurement & targeting will grow

‘Googlesnalytcs R Google AdWords



Google AdWords

A CROSS-DEVICE ~~ A



AN The Way With Google AN

MOVING TO USER CENTRICITY




ANONYMOUSLY
OBSERVE
X-DEVICE

CONVERSIONS
ACROSS OUR
USER BASE*

YV VAN

-~ [ +1B Monthly Actives ) | +1B Monthly Actives ) =



AN Tackling the Cross-Device Landscape AAAA

Web across devices =~ Ih-app and W_'ebi(D'isp'Iay: Only)

Buys three pairsof ~~ Userclickson
jeans on Retailer’s Mother’s Day flowers
mobile site -~ adinside gaming-app

Userclickson: - )

)- Later orders flowers on
Retailer's desktop ad

a website on his tablet




® @ .

EXPAND DATA . Country . . Conversion ty.pe. ~ Date . _ Landingpage = Devicesused =
TO REMAINING -

USERS USING
MANY FACTORS

NN\

We only surface
data whenwe
havea 95%
confidence. -
interval




TAKING ACTION ON

0SS DEVICE DATA "



TAKING ACTION

AUTO-BIDDING TO
CROSS-DEVICE IN ADWORDS

- Google’s bidding algorithm

automatically maximizes your
conversions across devices; no
‘need to manually set a mobile
| bid modifier

AdWords attribution reporting now gives
~insights into full cross-device paths



J Google Analytics

AN USER ID AN



Standard GA Trackmg

COOKIE BASED

SITE . . |
° - Userl

_utma=111
&cid=111

N
User 2

_utma=222
&cid=222

APP — A
User 3

_utma=333
&cid=333




g with User ID:

BASE

Visitors Overview Sep 17, 2012-Oct 17, 2012 -

Advanced Segments Emall  Export - Addto Dashboard  Shortout SETA
& putince
© ot visis: 100005
G
Ovarviow
> Demograhics
+ Baavior vats < | ve. seesta e
Testmbgy ey
avie o0
* Gustom
Vistors Fiow

@® Advoriong

% Traffe Sources

B2
@ Contant

149,400 people visited this site
M Conversions
Visits: 182,246

T Unique

» Goals
isitors: 149,409

> Ecommarce

> MutChannel Funnels T Pageviews: 552,463

#87.61% Now Visitor
e 185,673 vats

The Vitlors Overview Report
Comparing Metrics

Using the Interacive Table " Bounce Rate: 64.15%

Pages  Visit: 3.03

Avg. Visit Duration: 00:01:09 12297 Rakmin Vil



| GOOGLE ANALYTICS g
~~~~DEVICE OVERLAP ~~~

Device Overlap

Email Export v+ Shortcut

Q. Find reports & more

Intelligence Events
All Visits
100.00%
Real-Time

;i‘i Audience

Overview

» Interests g O Mobile B
™ O Tablet :

» Demographics ™ @ Desktop __ i 2 Desktop

» Geo

» Behavior

» Technology

» Mobile M All Desktop & Mobile 8.01%

~ Cross Device Unique Visitors 3,561
Revenue $15,869.89

Device Overlap
Device Paths

Acquisition Device

» Custom

Visitors Flow l - Mabi




Q, Find reports & more

@ Intelligence Events
(® Real-Time

i@y Audience
Overview
» Demographics
» Interests
» Geo
» Behavior
» Technology
» Mobile

~ Cross Device
Device Overlap
Device Paths

Acquisition Device

» Custom

Visitors Flow

| GOOGLE ANALYTICS @

Primary Dimension: Device Category Mobile Device Marketing Name

L Path Options

Steps in path

Unique Visitors

2,407

4 Revenue

% of Total: 100.00% (2,407)

1,909 (79.31%)

196

13

10

10

(9.51%])

(8.14%)

(0.54%)

(0.42%)

(0.42%)

(0.42%)

(0.29%)

(0.29%)

(0.29%)

€53,813.54

% of Total: 100.00% (€53,813.54)
€44,035.59 (81.83%)
€4, 421.54 (8.22%)

€2,867.72 (5.37%)

€0.00 (0.00%)
€574.79 (1.07%) |
€0.00 (0.00%)
€262.86 (0.49%)
€0.00 (0.00%)
€854.95 (1.59%)

€0.00 (0.00%)

Transactions

497 |

% of Total: 99.80% (498)

412 (82.90%)

46

27

(9.26%)

(5.43%)

(0.00%)

(0.60%)

(0.00%)

(0.60%)

(0.00%)

(0.60%)

(0.00%)

~~~DEVICE PATH DATA ~

advanced

Average Revenue per Visitor Average Transactions per Visitor

€22.36

% of Total: 100.00% (€22.36)

€23.07(103.18%)

€19.31 (86.36%)

€14.73 (65.90%)

€0.00 (0.00%)
€57.48(257.09%) |
€0.00 (0.00%) |
€26.29(117.57%) |
€0.00 (0.00%) |
€122.14(546.29%)

€0.00 (0.00%)

0.21

% of Total: 99.80% (0.21)

0.22(104.52%)
0.20 (97.28%)
0.14 (66.72%)
0.00 (0.00%)
0.30(145.29%)
0.00 (0.00%)
0.30(145.29%)
0.00 (0.00%)
0.43(207.56%)

0.00 (0.00%)

Google




cQ

Reebonz grew ROAS on Google Search by 55 drlven by  REEBONZ
- cross- devnce |n5|ghts IN Analytlcs |

=1 . _Asingle view of user across devices & assets on GA360: Incorporate full app and web tracking on a single property via

User ID
e Key Insights: Reebonz was able to see that;
Q’ﬁ - o 36% traffic & 52% new visitors originated from mweb
| ,9’ - o .When mWeb is part of path to purchase, CvRs.improved dramatically.by up to 2.8x

| o  Avg. Revenue per User also increased 2.5x when customers researched on mWeb before purchasing
e Action as a result of insights
o Included Cross-Device Conversions in DoubleClick Search Auto-bidding

o -Increased mobile bids from -60% to 0%

1S
RES | ConversionRate, . . . Average Revenue per User .
55.4% increase in ROAS in SEM 2| B
1.9

20% increase in transactions in SEM

2.9X%

The solution and analysis methodology is now

replicated across all Reebonz markets - Aop  Duitop miwe mush oo App Deskiop  mWeb mueh e+



Getting Users to Log In

AN USER ID AN



~~GETTING LOG INS ~

Personalize sua experiéncia

tf

Descontos exclusivos Veja as recomendacoes
Ate 50% de desconto de seus amigos

Faca a QEStﬁD on-line das Faca sua lista de favoritos
sUas reservas

Inicie sessao e acesse estes e muito outros beneficiosl

n Entre com Facebook {5 Entre com Google+

M pai il imirg
PaaCy RLEENRC




~~GETTING LOG INS ~

sign in or register ACCOUNT

SEARCH

MAKEUP  SKIN CARE

about beauty insider

ABOUT BEAUTY INSIDER

Rewards Boutique

Personalized Recommendations

About Beauty Insider
About V1B

About VIB Rouge

Wy Points & Status
Beauty Insider Terms

MY BEEAUTY BAG

Furchases
Loves
How To Use Your Loves List

MY ACCOUNT
WMy Information
Orders

Fayments & Credits
Email & Postal Mail

BEAUTY INSIDER 3 FREE SAMPLES = = STORES

FRAGRANCE

BASKET

=

SEPHORA o FiAsh

EATH&BODY NAIL HAIR TOOLS&BRUSHES MEN GIFTS SALE BRANDS ADVICE | HOW-TO i

READY TO GET REWARDED? ALREADY AN INSIDER?

— vy,
%

% il /
L - —

BEAUTY NSIDER VIB

FEED YOUR OBSESSION TAKE IT TO THE NEXT LEVEL

VIB ROUGE

SEE THE VIEW FROM THE TOP

& ] . 4

ADDICTED TO BEAUTY?
WELCOME TO THE CLUB

Beauty Insider is your fast track 10 a never-ending supply of beauty rewards. It's free {0
join, and every dollar spent eams a point that gets you closer to your next beauty fix.



~~~~GETTING LOG INS ~~~

GILT

-

FEATURED

=

WOMEN

MEN

KIDS

HOME

CITY

TRAVEL

Up to 70% off the best brands.

International shipping is available! Up to 70% off the best brands.

—
il -

Search

Today on Women's

kate spade
new york:

Handbags

Your happy place—arn

candy to have,

[ ]

to hold, and to obuiously show off




~~~ KEEPING THEM ~~

This list is for

‘ You

a Receipts from offline sales sent out to e-mails/uploaded to online profiles

Choose a list type

amazoncom oI ©rens
° " Add items you want to shop for. T Let people know what gifts you'd like.

‘ Cancel ‘ l Create List I

E store receipts Lyt g Privacy
o 8 . _
_ * Select how youd like to receive your store receipls. : ; ; : _ : _ ’ : . : \ _ : _ "lMshList | ‘ Private H Public ‘
*MOCYS prter
® email receipts

() both email & paper receipts
() paper receipts

:= Shopping and wish lists e.q., for travel, retail, etc.

e, Personalized recommendations e.g., next trip based on the past history
e

& Price alerts: customer reviewed product X, if price decreases by 10%,-send the registered customer.an
- alert

.- s Apple iPhone 6 (Gold, 16GB) sy appie

(PTTREE st ey (inmarmn) | (oo omnt] (O 5m] (5 | | | | | | | | | | | | | | g Product reservations for offline/online purchases

& XX
Lowest online price: Set Price Alert

Colour
Operating Svstem We will email you when the price drops by Rs. 300 or more : : B O S S
S Shipping Address

o
o] Memory Storage 5ot Alert ' . . " " ' " ' . . " " ' " ' . . " " HUGO BOS S
e See all details 'h' } o
S Al r: 8 Ship to my Billing Address

" Shipto a Different Address

eCCd TOMMY R HILFIGER @  Shipto Store
$ Discounts and special offers for members only = |——_—. - -

ALITILE Orders placed before 1:00 PM EST will deliver within 2 -3
GET G I V E business days to your preferred store. You will be contacted
1 57 407 when your order is available for pickup.
(o} (o} AND
" " ' " " . " ' . OFF OFF TAKE Select a store
Pre-sales days for members only o
20% OFF
VOUCHER CODE: VOUCHER CODE VOUCHER CODE: |
15-VIPSALER25-VIPSALER40-VIPSALE | )Md ‘



NOW, NEXT

What

Next

Enable cross-device

bidding in Enable User ID In

Analytics and drive
loyalty

Cross-Device

AdWords/DoubleClick
Search

Google



ONLINE TO
OFFLINE

oooooo



ONLINETO AN

OFFLINE MEASUREMENT AND ATTRIBUTION

‘optimizing to offline salesvs. = & e
> .
Leads to Sales online leads ONnNA




Howto 2o s
WINWITH
CALL LEADS



el TO

M 20, 2009 - M 26, 2009
Last 7 days -
Adgeups  Semings  Ads Kayweds

Show 441 A1 enbled | AN b

Bkt Sowr Ok . e ot henbon,  Com  ConlCoim
armo Evomi 1956% 2l st e
€asomm Ehgute e c2re an

Tsouw Bl Y wszne
sacons Engme i

s00mw Eigme " 2m

oooooo

F sacn S i
00w Bl n 5 mew
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- m -~ Online leads are
«p

~qualified on the phone

~ Sales close after
in-person meetings

3

Revenue generation
- happens in store



:Th'e b'_asi_c AANAAN

DATA FLOW

1 T2 T3 " 47 5

User clicks on an

o] il apTivEs G| User submits the | | ~ Unique Identifier ig | " The lead/sales is | | Offline data
o s lead (form). passed and stored in closed offline. upload.
Lz i your database.
AD

Unique ID | | | | | | | , | Unique ID
748596123 748596123



INTEGRATING OFFLINE DATA

/N \\ addresses this challenge /N\V/\\\

BENEFITS

| UnderStand the’
: true r_etu:rn Qn:
investment from

‘your digital media

Optimize campaigns
~that drive the most
~total value, not just
~ onlinevalue

Improve your

f online t'arg'eting

with offline
intelligence



Google offers.
several solutions
INTEGRATE
OFFLINE
DATA

AdWords | DoubleClick Search | Analytics & Analytics 360 |
Offline Conversions Offline Conversions Measurement Protocol

Platform | Product

Import offline transactions

Data Import offline transactions Import offline transactions
& customer data




SunMaster sunmaster.co.u

Real-time call center data poweringsearch marketing we put . i the sun

“If your webmaster has a basic understanding of programmatic language, you can look at the
transaction section of the Measurement Protocol documentation online and be good to go. This is
relatively easy to set up for any business out there. We have a 99% data accuracy between Google
Analytics and our internal CRM system. Via Google Analytics, transaction data gets imported back into
Adwords.”

Martin Klavon, Web Developer, Sunmaster

Goals 8l Approach . Results

o Correlate cross-channel marketing ..« Recorded nuanced data using - Attained a more efficient management

activities with sales Custom Dimensions of marketing activity that enables
- - greater focus on strategy

Collect and integrate reliable data i % Employed Measurement Protocol

to produce actionable insights * to integrate call centre CRM Click-through rates as high as 15%
| information into Google Analytics |

. (o)
and conversion rates near 50%

Improve marketing strategy through Smart Lists

Used Smart Lists to bid on
generic keywords on Search




How

WE'VE CHANGED

£ rh Lo .Y

o

-1

13
u...h...




PILLARS OF " "\AANAN

OMNICHANNEL CAMPAIGNS

TARGETING - - - - - MESSAGE MEASUREMENT .
Creating geo-targeting campaigns | |  Enhance messaging to drive o(r)nonr?c[;;rr?ntehlecg;R :F'Rﬁ{hagn
around each store o users to the store palg

always on

- Segment the categories
Add ‘I-want-to-go’ micromoment you own and assess where
Keywords in your ad text - | toinvest your marketing dollars
- | based on campaign efficiencies

Add ‘I-want-to-go’ micro-moment
keywords to your capture users
that instant




IDENTIFY THE USER ONLINE

* Offer users real benefits of logging
| into your site on every device - create a
user Iogln bralndl-wlldel Iolya-ty Istrlatlegy -

| User ID (UID aSS|gned

Find ways to keep users logged in via
soft-logins, incentives and others

v v

<UID> = <UID>

1 Track authenticated Implement User ID feature using a tag
customers browsing online SRS - management platform like Google Tag
o - Manager - it is simple!




]

20008 AND OFFLINE (IN-STORE) AN

Create a brand-wide loyalty strategy for

your customers with real benefits e.g.,
special offers, coupons, pre-sales,

discounts

Find ways to identify users at checkout
in store, via: loyalty cards, receipt
e-mailing, in-app payment systems, NFC

Make sure that you can match the User
ID assigned upon online login with
in-store checkout identification

2.

ldentify customers making
purchases at checkout in store

UserID -

Measurement Protocol

o

—

Loyalty Card
purchase

Offline/CRM/BI Integration




N A
[ . A | | . ([ . | . . | | | . .
Ecommerce Conversion Rate  STORE_TRANSACTIONS ITEMS_PURCHASED TRANSACTION_VALUE
Source / Medium Sessions ' Transactions Quantity Revenue : .

186,996 13,860 32,628 $1,208,609.33 7.41% 35,552 88,498  $3,100,230.45

% of Total: : 5 s a ; = 0 ’ 1 ] 3 >
96 36'%’. % of Total: % of Total: % of Total: 97.86% Awvg for View: 7.31% Y of Total: 76.82% % of Total: 83.08% Y of Total: 70.25%
{194'[]543 97.74% (14,180) 97.85% (33,345) ($1,235,050.46) (1.43%) (46,281) (106,524) ($4,413,139.43)
(direct) / (none) 58,874 (31.48%) 3,083 (22.25%) 6,980 (21.39%) $295,158.54 (24.42%) 5.24% 6,623 (18.63%) 14,526 (16.41%) $501,221.45 (16.17%)
google / organic 24,790 (13.26%) 685 (4.94%) 2,392 (7.33%) $64,758.46 (5.36%) 2.76% 1,760 (4.95%) 2,896 (3.27%) $145,888.01 (4.71%)
google / cpc 16,182 (8.65%) 1,477 (10.66%) ‘ 4,095 (12.55%) $149,945.90 (12.41%) 9.13% 4,887 (13.75%) 13,128 (14.83%) $478,777.21 (15.44%)
newsletter / email 15,904 (8.51%) 396 (2.86%) 835 (2.56%) $42,988.06 (3.56%) 2.49% 10,011 (28.16%) 23,241 (26.26%) $725,877.30 (23.41%)

°

facebook / cpc 13,206 (7.06%) 781 (5.64%) 1,547 (4.74%) $EE,235.1"§1 (5.48%) 5.92% 2,547 (7.16%) 5,147 (5.82%) $247,875.44 (8.00%)
dfa / cpm 10,567 (5.65%) 331 (2.39%) 819 (2.51%) $3D,535.¢9"1_{2.53°fa} 3.14% 1,964 (5.52%) 4,984 (5.63%) $178,977.23 (5.77%)

TO GET A

eCommerce Data

COMPREHENSIVE VIEW

In-Store Sales Data

Show rows: 10 Goto:[1  1-100f205 | < >
AdWords brought $149k in online revenue and contributed to
~ additional $479k of in-store sales. -
- Based on the last non-direct attribution only!



Case Study: Petite Bateau & Google

Context

153 stores in France
36 days of store data loaded in

Google Analytics

From 10/26/2015to 12/1/2015

Google

In-store buyers

with loyalty cards

A high % of transactions’ volumes
are made through the loyalty card
program

In-store buyers with loyalty
cards that log-in on the
website

Logged-in users represent a high % of
online traffic that can be matched
with offline transactions made with
loyalty cards



Key Findings

44% Mobile X3 x6.4

of in-store buyers visited |s where the 02S effect 02S' effect when AdWords ROAS when
the site before making a IS maximized average basket value is in-store sales are

purchase high considered

"In-store buyers who visited the site before making a purchase (the standard lookback window of this study is 7 days)



NOW, NEXT

What

Next

Get a holistic
Import and optimize to performance view

: : offline conversions in across all of vour online
Online to Offline y

AdWords via Conversion media by importing
Import offline conversions to
Analytics

Google



MULTI-TOUCH
ATTRIBUTION

LET'S STEP UP

oooooo



'MANY PLAYERS, BUT
'LAST-CLICK WINNER TAKES ALL

_ gg/Netgon?( - Yﬂ“ B n - C ri t eo L o GO B ragnlde N GoGergr!g |

CONSIDERATION PURCHASE

Fewer Conversions - - - - . . . . . . . . . . . . - . MoreConversions
HigherCPA = = = --——-ve 0o . . . lLowerCPA
NegativerOr -~~~ ... Positive ROl




'HOW SHOULD THAT |
' CREDIT BE DISTRIBUTED?

‘Google 'fl]ll

Display Network

n - crlteoL  GoogeQ . Google

CONSIDERATION PURCHASE



TWO DIFFERENT APPROACHES

TO DISTRIBUTING CREDIT

Rules-Based
-~ Attribution

Advertisers use
~ pre-defined or custom
- rules to apply credits to
interactions in the path

Data-Driven
~Attribution

IOHIOOIIOIIO
le]]lllle]|[e]]]|[e]
ICHIOOIIOINIO
101IINONOIIOI

Mathematical models

~ automatically apply credit for

each interaction based on its
influence on the conversion




The Options at Hand

'SIMPLE MODELS

Conservative growth Strategy e . Aggressive growth Strategy

Last Click Time Decay Linear Position-Based First Click

'MORE ROBUST MODELS

Custom Rules-Based Data-Driven



NN\
Data-Driven Attribution Makes this Decision Simpler

WL ATET & —— - . -
o U ':. . 2 [} i " :
Google n g CARDS _ = l.

NETELIX

Web Images Places News More A

If you can read this, then you can
stream your favorite movies and TV Warehouse 13

Watch it Instantly at Netflix =t

shows on the go. ows E : L i“:“"“‘“""““i ¥ C O n V e rS | O n
1 Month Free Trial. Play Instantly! i e m 7 E BE WA ‘hl. 1 0 o/
3 0 Rate

i 1 3 1 1 Enjoy TV programmes & films
Ad® L - o ] s anytime, anywhere.

Netflix on PS3 - Netflix on Xbox
26,864 people +1'd or follow Netflix

Watch Full Warehouse 13 B eakinn Bad | HEMLOCH
Season 3 : aROVE
lt’s that easv. www.solarmovie.so/watch-the-princess- ...

Watch full The Princess Bride movie

N E .[ F l | x produced in 1987. ... Stream it now The
Princess Bride 1987 ...

Watch anytime, anywhere, instantly!

PR —— NETFLIY

Difference of

0.2%

ull AT&T 7

Google n

Web Images Places News More A

® i ¥ i L : Enjoy TV programmes & films
Warehouse 13 = s [ o anytime, anywhere.
Watch it Instantly at Netflix ¥ e ¥ - oz

- i) . °
www.netflix.com/ s i e e ke "'
ok 56 solr v . : A . onversion
1 Month Free Trial. Play Instantly! iy ol W a1 5 SRR ! = ; E

Netflix on PS3 - Netflix on Xbox
26,864 people +1'd or follow Netflix

Watch Full Warehouse 13 B cakinn Bad | HEMLOCH
Season 3 SROVE
www.solarmovie.so/watch-the-princess- ...

Watch full The Princess Bride movie
produced in 1987. ... Stream it now The
Princess Bride 1987 ...

Watch anytime, anywhere, instantly!

NETHLIX

4« " P2 m @

‘.‘ VERY LITTLE impact on conversion rate



NN\
Data-Driven Attribution Makes this Decision Simpler

EMAIL

wll. AT&T = 17:49

Google

Web Images Places News More A

If you can read this, then you can -
stream your favorite movies and TV Warehouse 13

Watch it Instantly at Netflix
Shows (0]1] the go_ www.netflix.com/

Yok 56 seller reviews

Conversion
0
10% Rate

It’s that i GRUVE B L- ; 3,
s that easy. : . [y ¥
! atch [l Tne Princess Bride moe Watch anytime, anywhere, instantly! —— _

1 Month Free Trial. Play Instantly!
Netflix on PS3 - Netflix on Xbox
26,864 people +1'd or follow Netflix

Watch Full Warehouse 13

produced in 1987. ... Stream it now The
Princess Bride 1987 ...

cl—— NETFLIY

Difference of

3.9%

"""""" [
: : Ny
If you can read this, then you can : : e
stream your favorite movies and TV : I e .
shows on the go. I : COnVETSIOn
' ' 6.57
: - s .9 7% Rate
It's that easy. : : Watch anytime, anywhere, instantly!

[

:_ __________ | NETFLIX

‘.‘ LARGE impact on conversion rate



Allocate conversion credit based on each keyword's incremental

contribution to conversions...

MODEL: 1,.] Data-Driven

great tech gifts n ) highly rated tablets n ) nexus 9 tablet

B e

60% 20% 20%
/.2 conversions 2.4 conversions 2.4 conversions

Credits are calculated for hundreds (or thousands) of conversion paths
and will differ per path and per advertiser



~ Google offers several solutions for -~
MULTI-TOUCH ATTRIBUTION

A 4 B

PLATFORM AdWords Search DoubleClick Analytics &

Campaign Manager Analytics 360* Attribution 360

MODELS Rules based & data driven Rules based & data driven Rules based & data driven* Data driven & predictive

Inter-Channel reporting

(bidding - served via DCLK) All online channels Online & Offline media

SCOPE Search intra-channel

CROSS-DEVICE Cross Device Native Cross Device Native Cross Devufe Cross Device Native
Implementation

MEDIA PLATFORMS, W/ MEASUREMENT CAPABILITIES MEASUREMENT PLATFORMS, W/ MEDIA INTEGRATIONS




Companies that have
successfully implemented

Doubled Paid Search & tripled Display
Increased sales and 25% 15% increase in bookings and performance at cost effective

growth in ROI with 10% in media savings with ROAS/CPA with position-based & time
position based model reverse time decay model decay model

Snthe 5 TT‘?:;lf f:-
Bea;Ch .co.uk onIY‘a pa rtments Sellpﬂlnts

TRAVEL, UK

HOTELS, SPAIN

B2B, US



NOW, NEXT

What Next
Use Multi-Channel
Multi-Touch Te§t blddlng to. | Funne[s report§ N
v a Data-Driven Attribution In Analytics to drive
Attribution

AdWords Search meaningful attribution
Insights

Google






LIFETIME

oooooo



FROM CONVERSION FUNNELS TO LIFETIME VALUE

] Google

Organic Search

YESTERDAY

~ criteol..

) Google

Display Network

Google

Organic Search

J Google | S
Display Network YouR L Generic Paid Search criteol.

X-device conversion

Google Google Googdl Googdl
Display Ngwork Organicgearch oDis%I:/ critéo 0Br?nde
TOMORROW O O O O oO—

@

@



HOW
frequent

W =
Lifetime ~
Why is lifetime value so ? bt wiue? Cost o
aoa\ulmd7
Customer
What
each customer's revenue products?

potential

more effectively how much
can be spent on customer acquisition

which channels/platforms
drive the most valuable customers

NN\




! LTV PRINCIPLES ,

PARETO PRINCIPLE

o

AN

S

Customer Centricity
reveals how to
from your best
customers, 20% 80%

~and
in the rest

Jim Sterne, Founder, Chairman,
Web Analytics Association

VA VAVAN 80% 270%




! LTV PRINCIPLES ,

PARETO PRINCIPLE

IN PRACTICE

100%
In these ecommerce
business e?(amples' o /0% | ® Top 20% of Buyers
of their customers = ;
roughly of D°>:9 50% | "Top 10% of Buyers
their total s
—
20% Top 1% of Buyers
0%

0% 10% 20% 30% 40% 50%

All Buyers
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Ozon is using Expected Lifetime Value for Smarter Bidding...

Situation

For Ozon (pureplay eCommerce company) Google Remarketing was yielding lower

ROAS than other solutions on the market. Ozon was considering ceasing their spend.

Solution

AN

To increase ad spend efficiency we proposed Ozon to integrate their CRM data:
1. For each of their customers estimate their Expected Lifetime Value (RFM model)
2.  Link that computed customer data (non-Pll) to Analytics
3. Create eLTV-grouped Audiences for export to AdWords - then customize bidding
for each audience based on the expected customer lifetime value

e —
e o
-

Users grouped by l Remarketing Audiences

Expected Litetime built off eLTV scores
Value ‘
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...to grow Conversion Rate by 100% and ROAS by 55%

Conversion Rate +100%

Spend +150%

Rt

with ROAS +55%

After 4 months... Google Display grew and stayed at 2.5x the initial spend with higher Conversion Rate
and Reach (volume) than other solutions on the market.
Ozon expanded our solution beyond Display (GDN) and uses it also with Search (RLSA).




What

Cross-Device

Online to Offline

Multi-Touch Attribution

Lifetime Value

NOW, NEXT

Now

Enable cross-device bidding in
AdWords/DoubleClick Search

Import and optimize to offline
conversions in AdWords via
Conversion Import

Test Data-Driven Attribution
bidding in AdWords Search

Identify your most valuable
customers off your CRM

Next

Enable User ID in Analytics and
drive loyalty

Get a holistic performance view
across all of your online media
by importing offline conversions
to Analytics

Use Multi-Channel Funnels
reports in Analytics to drive
meaningful attribution insights

Target your high value
customers and bid for lookalikes




THANK YOU!
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