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The Amount of Data Continues 
to Grow Exponentially
More touchpoints, devices and signals to understand the 
behavior of your customers – both online and offline.



6%
What percentage of marketing decisions do 
you make using your company’s data?

Corporate Executive Board (CEB) Study of 
350 Mid & Senior-Level Marketers



We can help you use data to find 
the advertising that is most 
impactful to your customers.
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Does a customer behave differently if you try to 
influence their journey?

10%



Would they still take an action if they didn’t see 
the second video ad?

6%
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36% increase in leads and a 20% 
decrease in cost-per-conversion 
after making the change to DDA.

Using DDA with Smart Bidding, 
they drove 29% more 
conversions while reducing 
cost-per-conversion by 28%.

DDA with Smart Bidding and 
Dynamic Search Ads saw 
conversions grow by 62% at a 
constant cost-per-conversion.
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We can also help you to 
acquire, develop and retain
your best customers.



Segment Expected Spend Total Spend % of Revenue

1 $1,842 $360 million 67%

2 $318 $65 million 13%

3 $156 $34 million 6%

4 $90 $21 million 4%

5 $65 $15 million 3%

6 $44 $12 million 2%

7 $35 $9 million 2%

8 $28 $7 million 1%

9 $17 $6 million 1%

10 $5 $4 million 1%

Total $219 $533 million 100%





Does the acquisition channel impact how much 
a customer will spend?

(Absolutely!)



Does your mobile app change the way 
customers will behave?

(Hopefully!)



All combined with machine learning to help you 
find the right audience at the right time.



We can help to prove the 
incremental impact of marketing 
to your business.



Geo-Based Experiments
We split the market into two, equally-performing segments 
and expose one to the new ad campaign, measuring the 
impact across any number of objectives.

People-Based Experiments
We use an e-mail list of your existing customers, split randomly into two 
groups. Using Google Customer Match, we then target one of the groups 
with a specific ad campaign and measure the impact. 

Brand & Conversion Lift
We can measure changes in brand affinity or ad recall, search 
query volume or conversions - all for people who saw your ad 
campaign compared against those who didn’t.





1. Begin to explore Data-Driven Attribution 
within AdWords.

2. Look towards Customer Lifetime Value and
begin to understand what makes your 
customer segments different.

3. Strengthen your abilities to test and validate.



Спасибо!
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