3mepeHunsa n atpmndyums

NpuHa EBcTadeesa,
Measurement and Attribution specialist, Google Ireland



¢ Half the money | spend
on advertising is wasted;
the trouble is...

| don't know which half. "

John Wanamaker




BamM 3TO 3HaAaKOMO?

“Mbl cyMTaeMm, YTO KaMNaHUU Ha He

6peHpgoBbIe 3anpochbl He paboTaloT. CPA

CJ/INLLKOM BbICOKUN. Mbl HE MOXXEM Ha HUX
TpaTuUTb MHOro”
“OT MO6UNIbHBIX KaMNaHWA MaJsio TOJIKY.

MoaundukaTopbl 4151 MOOUSIbHbIX

caenaem -80%.”




Kak paboTtaet ATpnbyuus
Ha ocHoBe gaHHbIX (DDA)



Lar 1: PaccuntaeM KOapPULMNEHT
KOHBEPCUM ANS LEeNOYKN KIKOUEBbLIX CI10B

15 L CONVERTING

(VR =25%



ar 2 : BosbMeM gpyryto

|EMOYKY,

OTNNYaloLLLytoCca BCero 1 cnoesom

(CpaBHuM CR, yTOOBbI BbIYUCTINTD BKS1ad 3TOrO KNKOYEBOro

Path 1

Path 2

CnoBa)

\J

‘S = o
P

et T O

|

VR 5%

-~
CVR - 10%

|

s | IMPACT ON CONVERSTON RATE - +150%



Lar 3 : [NpMeHnM 3TO yBenMyeHue K
M3Ha4YalbHOMY 3Ha4YeHUIo

=

o oo o
EEEE




Lar 4 : NpuMeHnM 3TOT pacueT KO BCEM
KNMOYEeBbIM CITOBaM B LLenoyke




Llar 5 : Mbl Haw N Bknag KaXxaoro
KJ1IOUEBOro CNoBa B KOHBEPCUN

ERDBBB BB aaEE
= = = = =




Tak paboTaeT aTpmnbyumns Ha oCHOBE
OAHHbIX

.0 .0

‘\ . l‘..l’..



[loCcMOTPUM Ha NpumMmepe

Ad click

Ad click
Ad click (last in this path before conversion) 6 Conversions 5 Conversions
(first in path in a 30-day conversion window)
S S S
() ()
Day: 1 5 10 15 ...... 29

6+5=11

Conversions reported for day 10

Google

Confidential & Proprietary



YTO nponsongeT npu nepexone Ha
DDA?

Ad click d click Ad click
(first in path in a 30-day conversion window) At (last in this path before conversion) 6 Conversions 5 Conversions

2.7 3.5 4.8

Conversions reported Conversions reported Conversions reported

I
Conversions reported across the path

Google Confidential & Proprietary



[lepeknoyaemM Mogernb

Ad click

Ad click Ad click (last in this path before conversion)
(first in path in a 30-day conversion window)
R R R
1 5 10

On day 20 you
switch_to DDA

6 Conversions : 5 Conversions
= B
15 ...... : 29

£

Google

Confidential & Proprietary



[lepekntovyaemM Moaenb R

Ad click d click Ad click
(first in path in a 30-day conversion window) At (last in this path before conversion) 6 Conversions - 5 Conversions
1/ \/, 1/
7 7 7
[ ) .
1 5 10 15...... . 29

Conversions already last-click reported
For Day 10

Google Confidential & Proprietary



[lepeknoyaemM Mogernb

Ad click d click Ad click
(first in path in a 30-day conversion window) At (last in this path before conversion) 6 Conversions 5 Conversions

0.3 2.3 2.4

Conversions reported Conversions reported Conversions reported

S

Conversions re-attributed across the path

Google Confidential & Proprietary



[lepekntovyaemM Moaenb

Ad click

Ad click i in thi i . .
(first in path in a 30-day conversion window) Ad click (last in this path before conversion) 6 Conversions 5 Conversions

6+24-=
0.3 2.3 84
Conversions reported Conversions reported Conversions reported

[ | |
Conversions in total

Google Confidential & Proprietary




BamM 3TO 3HaAaKOMO?

“Y Hac HeoCTaTOYHO KOHBepCHii NNs

nepexoaa Ha Data-Driven atpnéyumio”

“BonbLUNMHCTBO 3asIBOK MPUXOANT Yepes

3BOHKH, a KOHBEPCUN coBepLuaroTCsA

opdnanH”



CBd3Ka ceccum nornb3oBaTenen Ha
pa3Hbix gesancax c ID B CRM

NcnonbsoBaTtb cookies n AW gclid NaoeHTuduumMpoBaTb NoNb30BaTENEN Ha
napameTp BCex ycTponcTeax ¢ nomouubto UID
(kapTa NoANbHOCTU, INYHbBIN KAaBUHET)



Kak aTo paboTtaeT: YHukanbHoe 3HadyeHue ID
MCMNob3yeTcs OJ15 OTCNEXMBaHNS KOHBEPCUM

N N N N
1 2 3 4 5

i ) ffli
User clicks on an Ler 9ol GCLID is passed The lead/sale o ine
; the lead ] ) conversion
ad and arrives on and stored in your is closed
the site i, ineles database offline data
an action upload

) ’ ‘ﬂ
. \’ ,/, ...
| . Reporting & Smart
7 ) S Bidding in AW
, .
7’ .

i
[C

Ad click unique
ID, GCLID, is
captured




Kak cBa3aTtb cookie ¢c CRM id

A TlpocToii cnoco6: Customer Match & Store Sales Direct,
. Mcnonb3ysa emails, TenegoHbl  agpeca

+ Jlerkum B uMnsemMeHTaumm

Emails + [pocTas nHTerpaums

- Bapbupyrowmiica % “yaHaBaHus”

- OrpaHu4YeHHble BO3MOXXHOCTMU
cermMeHTaumu n obHoBJIEHUS

* Umennbl nepegaroTcs 3aumppoBaHHbIM CITIOCO60M, TakK Xe
HEBO3MOXKEH ePCOHasIbHbIX TaPreTUHT - TOJIbKO rpynnamm



Kak cBa3aTtb cookie c CRM id

'mékum cnoco6: UaeHTndukauma nonb3oBarens ¢

noMoLlbio Iogin, KapPTO4YKU NOANNIbHOCTU U T.A.

+ WpeHTndukaumsa Ha ypoBHe
nonb3oBatens (user level)

/ PP User_id

As Custom Dimension

('mMébkoe obHOBJIEHWE U
BO3MOXHOCTU CerMeHTaLmnm

Heobxoanmo y3HaBaTb
KOHKPETHOro nosb3oBaTtens

e Website login
e In-app login
e Personal link via email

*No PIl allowed in GA



CB4a3ka cookies ¢ nonb3oBaTtenamm B CRM
cucteme

.
([ a)
() ()
Behavior ﬂm A m |

NS




O,D,HaKO HE BCE KOHBEPCUN OOMNHAKOBO MOJ1E€3HbI

A Sugee ha
-——

Visited the website but did nothing
XY

B ege =
-——

Submitted an application and/or called, but
eventually turned out not the target clients

( & Y

Submitted an application and/or called, but
eventually turned out to be the target clients

X
¢ Q

AGo gle
AdWords

¢ Q



Mcnonb3oBaHue “nonesHbix” koHBepcun ns CRM nomoraet AW
TapreTnpoBaTb pPeneBaHTHbIX NOfb30BaTENEN

A sages [

Visited the website but did nothing

P ads E

Google
AdWords

1
1
I
1
1
1
I
: - I /S
iz o |
‘9 | I Improve Smart Display, UAC
1
1
1
I
1
1
1
I
1
1
1

Action, etc. and find similar

i i Pre-scoring the sers
Submitted an application and/or called, but Ql;'Cll( sc;orln.g of desired Ieac?s and u
eventually turned out not the target clients the lead using . 1
data from their sendingthem AdW 1 = c oo e e e e e - =
application conversions.

. C
‘ -——

Submitted an application and/or called, but
eventually turned out to be the target clients



icnonb3oBaHue
“nonesHbIX’ KOHBEPCUM
M aBTOMaTM3aL UK
nomorno Anbda-baHk
CHU3NTb CTOMMOCTb
npuBnevYeHud
PereBaHTHbIX
Nnonb30BaTeNen




GN Google

Anbda-baHk
UTto Kak PesynbTar
Smart Display kamnannn  OboraweHne gaHHbIX YBennyeHne Konn4yectsa
C onTMMmM3aumen Ha Google curHanamm o O400pEHHbIX 3a8BOK B
CTOMMOCTb 000pPEHHOM nonb3oBaTensax®, 2.2 pasa B Hegenw npu
3a8BKMU KOTOPbIM C HAUbonblLUEW  CHUXEHUM CTOMMOCTM Ha

BEPOATHOCTbIO 0g0bpaT  60%
3asIBKY Ha KPeaAUTHYIO
KapTy

*MCNOonb30BanynChb TONbKO 00e3nnYeHHble arpermpoBaHHble AaHHbIE C NMOTHON
COXPaHHOCTbIO KOHPUAEHLNANBbHOCTH




KakK oTchnexmBaTb
Display




ATtpnbyumna GDN kamnaHmn: Google Ads KkoHBepcum

click
Brand KWs

No view-through conversions Even if you use a different attribution model
are recorded is in Google Ads: Credit gets re-distributed

as there were other paid interactions in the . .
conversion path between search interactions only

-

Conversion!

Only the last click
touchpoint gets full
credit for the
conversion




Atpnbyumsa GDN kamnanun: Google Ads View-Through
Conversions

When multiple impressions are present
in the conversion path, we record only
one View-Through Conversion.

Conversion!

Viev;—'rlrro;gh dCO”;’.erSior: VTC are NOT compatible with imported conversions
are TUTly ce-dup cate (offline or Google Analytics imports).
from clicks.

If imported GA goals are used to record conversions in Google Ads,
analyze display results in GA - Model Comparison Tool.




Atpnbyumna GDN kamnaHun: Google Analytics
Multi-Channel Funnels

Conversion!

click

Brand KWs

Model Comparison Tool in Google Analytics
allows to see results of any channel (incl.
non-Google) under different attribution
models

Attribution models are available for However! GDN Impressions Beta
click-only interactions, aka VTC allows to give credit to both GDN Clicks &
are not reported Impressions




N3mepsamnTe nonHbiv Bknapg, Display kamnanum

Click Through
Conversions

Users who clicked on your
display ads

View Through
Conversions

Users who didn't click but were
influenced by your display ads

View + Click Through
Conversions

A complete picture of your
display advertising




[ogbITOXUM: DdPekTnBHOCTL Display kamnaHnm

Non-Last Click
Attribution

Account for
impressions

N\ Google Ads J Google Analytics

T View-Through Conversions are only compatible with 2 To enable impression tracking in Google Analytics, request GDN
Google Ads Conversion Tracking. If you're tracking Impressions Beta to be enabled. More information in the article
conversions via goals in Google Analytics, you need to g00.9l/CU54sA

analyze results of display campaigns in Google Analytics



http://goo.gl/CU54sA

Google Ads View-Through Conversions Checklist

Use Google Ads Conversion Tracking

Make sure to capture View-Through and Cross-Device Conversions, with proper
measurement technology.

Include View-Through Conversions in your Display Evaluation

Recalculate your performance considering VTCs, and then either adjust bids (manual
bidding) or adjust targets (auto-bidding) accordingly.

Decide how to value your VTCs

Establish a lookback window for which you want to attribute view-through
conversions. Many advertisers also set a % weight that VTCs are valued to, relative to
click-through conversions.




Live Demo




Measure the Full Value of Display Campaigns

Navigate to

Conversions > Multi-Channel Funnels > Top Conversion Paths a Conversion paths containing a Display interaction Key

1. | Displa Direct . .
@ Display Impression/

g ~~~ Conversions: 543,123 Wi Display > - i
of impression- 2 Rich Media
assisted conversions ~~~ Click Assisted Conversions: 190,678 Display

3. | Referral > |©Display > Y Impression

& revenue s~~~/ Impression Assisted Conversions: 90,876
"/ Rich Media Assisted Conversions: 3,768 : [ Organic Search [o Display x 2

. | Direct ™ |© Display \

MCF Channel Grouping Path Displ Display
There were 1,052,015 total conversions Click
See the total number

e Use advanced filters to: . [[organic search > [[Paid search » [organic search_> [[Display) S
2.1 Total volume of conversions / revenue influenced by display clicks ‘ : (orect > (Display > [Diectx2 > Referral > Impression of a display image ads

(does not include Smart Display

& impressions B Campaigns)

Include -‘ Containing || | google / display . [o pisplay > | & Display
- Impression of (1) Smart Display

2.2 Total volume of conversions / revenue that was initiated by display ’ - [@Dsmy> g;",;?:,:gﬂ:(;iiﬂd (Lightbox ad)
clicks & impressions (aka, display-created demand)

| inciude - goog../disp.ay a Campaign / Channel view of conversion paths

2.3 Visualize how specific display campaigns influenced conversions -
MCF Channel Grouping Path
from other channels

1. | Display > | Direct L. 1_Smart Display (direct) / (none)
Primary Dimension: MCF Channel Grouping Path  Default Channel Grouping Path  §

Secondary dimension: Campaign (Or Source/Medium) Path + « 2. |© Display x2 <> 3_Intent Audiences (direct) / (none)




Measure the Full Value of Display Campaigns

As baseline model, pick one in line with your business goals: goo.gl/DR4s4D

a Create a Custom Attribution model: goo.ql/WHULQb

Model Name

‘ Full Value (Impressions adjusted)

Baseline Model

o Position Based - =

Specify the amount of conversion credit based on the position.

First interaction: ﬁ %

Middle interactions: IE %o

Last interaction: F;( %

Total: 100 % Mustbe 100

Pick Data-Driven model if available. If not:

Position Based if your business is
Growth-Oriented (highest credit to
channels creating demand AND driving final
conversions)

Time Decay if your business has a
Conservative strategy (more credit to
interactions closer in time to the final
conversion)



http://goo.gl/WHULQb
http://goo.gl/DR4s4D

Measure the Full Value of Display Campaigns

Switch field "Adjust credit for impressions” ON to adjust credit for impressions:

When GDN Impressions beta is activated, all impressions are included into attribution models at
100% credit along with clicks. We recommend the following adjustments:

Adjust credit for impressions j . .
‘ If impressions occurred more

Credit all impressions | 0 = times other interactions in the conversion path than 24* hours ago: 0%*

credit compared to a click
When impressions precede a visit by | 24 : Hours v . .
If impressions occurred less

than 24 hours ago: 100%
credit compared to a click

credit these impressions | 1 : times other interactions in the conversion path

* 24 hours is the industry standard; adjust as needed
* 0% credit to impressions >24 hours ago is a conservative approach; adjust as needed




Measure the Full Value of Display Campaigns

"Apply custom credit rules” ON to apply viewability standards and exclude Direct channel

Apply custom credit rules m

Include - MCF Channel Grouping 52 Exactly matching

or

Add 'OR' statement

credit| 0 : tmes other interactions in the conversion path

_ Include - Above the Fold % Exactly matching

or

Add 'OR' statement 3.2
and

Include - Interaction Type v Exactly matching

or

Add 'OR' statement

Add 'AND' statement

redit| 0 : imes other interactions in the conversion path

3.1 Remove credit from Direct. Choose MCF Channel Grouping,
select Direct, apply credit within “0” to “0.5” range

Why? Direct conversions do not happen on their own: other marketing
activities create demand & awareness of your business. However, if a
Direct conversion cannot be attributed back to an online marketing
activity, it will get full credit.

3.2 Remove impressions that do not align with Google viewability
standards.

a) Add a filter "Above the Fold", select "No" AND
b) Add a filter "Interaction Type", selection "Impression”
c) Apply credit of “0”



https://viewability.withgoogle.com/static/index.html
https://viewability.withgoogle.com/static/index.html

Measure the Full Value of Display Campaigns

Use "Conversions & CPA" view for data on conversion volume & CPA. Numbers from this report are
used in the summary slide.

Before you begin analysis, ensure that:

Conversion | Conversions & CPA ¥ ‘ Toumel v
you have selected the right Al spend e
i i Source / Medium Last Non-Direct Click
conversion action Select all | none (::;:?;?:)d e —
v [“] Ecommerce osition-bas
[&] Transaction Conversions CPA Conversions CPA (Impressions

(from Last Non-Direct
Click)

a Lookback Window that

accurately represents the ~ EGoal ") google/display  $5355.00 “29%) 212,00 (1% szs.zsl 390.47 (257%) s13‘71| 84.18% 1

average duration of a path to R google / CPC $7,140.00 (1% 45600 (54% §15.66 46532 (0%  $15.34 2.04%
purchase.

set[30 | days prior to conversion baidu / organic $0.00 (0.00%) 1.00 (01%) $0.00 1.00 (01%) $0.00 000% @

E.g., purchasing a car (long-term, 90 days), vs

‘ Partners / affiliate $0.00 (0.00%) 27.00 (1.5%) $0.00 3500 (23%) $0.00 29.63% 1
a low-value item (keep standard 30 days)

(direct) / (none) $0.00 (000%) 1,100.00 (612%  $0.00  628.67 (13%  $0.00 -4285% ¥

Once the Custom Attribution Model is set up: Use anverswn Value &_ROAS view for data on conversion value & ROAS / ROI. Numbers
from this report are used in the summary slide.
Switch baseline model for comparison to Last Non-Direct Click. It's
closest to reporting in the Google Ads account.

Conversion Value
(from Last Non-Direct
Click)

| Last Non-Direct Click © s Full Value (Impressions adjusted) ~

‘ Conversion Value & ROAS ¥ % change in

Spend
| Source / Medium o Last Non-Direct Click

‘ time range)

Full Value (Impressions

Position-based
Conversion Value  ROAS Conversion Value ROAS (Impressions

Switch to the.right Dimension for analysis. By default, "Display” as a 2 google / display $5,355.00 (429%) $2,852.35 (12.42%) 53.27%' $8,328.98 (3440%) 155.54% = 192.00% T
channel grouping contains all of display advertising. In order to isolate I

the results of Google Display, switch Primary Dimension to Source / |google / CPC $7,140.00 (57.1%) $9,453.43 (+1.16%) 132.40% $10,547.64 (1356%) 147.73% 11.57% T
Medium and analyze "google / display"

baidu / organic $0.00 (0.00%) $2.00 (0.01%) 0.00% $3.21 (o) 0.00% 60.50% T
Primary Dimension: MCF Channel Grouping DefaultChanneIGroupingSource Medium  Other ~ ?Partners/afﬁliate $0.00 (0oox) $87.12 (038%) 0.00% $79.13 (023%) 0.00% 9.17% ‘

Secondary dimension ¥ ‘(direa)/(none) $0.00 (0.00%) $10,574.2 (46.04%)  0.00% $5,256.54 (21.71%) 0.00% -50.29% ¥




Measure the Full Value of Display Campaigns

Actions to take:

Switch to the right metric:

“Conversions & CPA” or “Conversion Value & ROAS” Can | import results of the Full Value model into Google Ads?

| 4 No. Currently results of this model can only be viewed in Google Analytics, Model
Comparison Tool.

%changein

Conversions & CPA ¥ Conversions

Spend . Full Value (Impressions (from Last Non-Direct
Source / Medium (for geleﬂeu Last Non-Direct Click adjusted) Click)
time range) s

Does it mean | cannot leverage these results in bidding in display campaigns?
Position-based
il Rl Reicaal Rl Not quite. Here are a few options you can leverage:

1_SmartDisplay  $2,034.90 (29%) 102 (755%  $20.00  165.32 (se76%)  $12.31 6246% T . If you're also tracking conversions with a Google Ads conversion tracking pixel, you
2_DynRemarketing  $803.25 (57.1%) 32 (484%)  $25.26  29.80 (1393%)  $26.95 6.29% will see VTC in the Google Ads account. Consider Bidding to View-Through

2027% 1 Conversions (BETA)

3_Intent Audiences  $1,499.40 (0.00%) 72 (3368%)  $20.80 86.69 («0.51%)  $17.30

4_Affinity Audiences ~ $803.25 (0.00%) 6 (297%) $126.30 8.46 (395%)  $94.95 33.02% 1

Consider raising the tCPA (lowering tROAS) in the Google Ads account, in order
5_Topics $214.20 (0.00%) 2 (093%) $107.10 100 ©47%) $21420  -50.00% § to boost the volume of conversions

You can consider reallocating budgets if you see that certain campaigns / channels
are driving a significantly stronger or poorer results, disproportionate to the
Navigate to Conversions > Attribution > Model Comparison Tool amount invested into them

How to get to the Campaign-level view:

Click on "Display” channel in the list of channels to narrow down analysis to

display campaigns (e.g., consider what is the difference between % of conversions / conversion value the campaign is driving vs.

% of spend of this campaign)

Change Type from "All" to "Google Ads" - Google Ads campaigns will be

populated in the table, instead of channel-level view. Remember: Results of Display campaigns are currently reported & optimized in Google Ads under
Last-Click, click-only models only (even if model is changed to non-last click for Search). Therefore, the
result of mid- & upper-funnel display reported by default is highly conservative and not reflective of its
true value.




Kak oTcnexmBsaTtb
Video




OTcnexunBaTb NOSHbIV NYTb
NOKYMNKN Yepe3 MMUKPO-
KOHBEpCUM

LLar 1: OTcnexkmpaiiTe nocelleHne LieneBoi CTpaHuULbl Kak rof
(HaCTPOMKM OTCNEXMBAHNS “OHA KOHBEPCUS 38 CECCUID”)

Lar 2: OTcnexmBanTe NpoOMeXXyTOUYHble KOHBEPCUM

LLlar 3: OTcnexkmBaiTe OCHOBHYHO KOHBEPCHIO (MoKynKy, 3akas) (KPI)
B KONOHKe “KoHBepcun”

NMpocmoTp
CTpaHuLbl

Mukpo-
KOHBepcuu

NMokynka
KPI, biddable
conversion




Google Ads Conversion tracking - camMmbivi MOMHbIN
crnoco® oTcnexuBaHus

9

Haubonee
KOMMNJIeKCHbIN

<ua>

BcTpoOeHHbIN 1
He Tpebyouwnm
[OMNONHUTENbHO
U npopaboTku

[ O

Pa6oTaeT
Kpocc-geBauc

@

BecnnaTHbin u
[OCTYMNHbIN




l/ l/

Click-through Ehgaged View

(Knuk) (30 cek/KoHeL, BUAEO)

[TnaTHOe B3anMogencTBuUe:
e [Click-through] Clicking one of the interactive
ad elements OR
e [Engaged View] Viewer watches 30 seconds

or the entire video, whichever comes first.

I/

Viéw-through

(Mokas)

Uiun [Mokas:

e [View-through] User only
sees the ad impression
(e.g. Skipper) and then

later converts.




OTtobpasutca B Google Analytics

i
5 5 5

Click-through] Engaged View View-through
(Knuk) (30 cek/KoHeL| BUAEO) (Mokas)
Uiu
[MnaTHOE B3auMOAEeNCTBUE: [Mokas:
e [Click-through] Clicking one of the e [View-through] User only
interactive ad elements OR sees the ad impression
e [Engaged View] Viewer watches 30 seconds (e.g. Skipper) and then

or the entire video, whichever comes first. later converts.




YouTube for Performance: Implementation Checklist

CHECKS WHAT TO REVIEW

Q  Implement Adwords Conversion Tracking
[ Create separate AW Account with dedicated Conversion tag
O Verify “Count” Setting in AdWords (“every” for purchases, subscriptions etc vs “one” for
page visit etc)
[ Surface TOTAL conversions generated by including Conversions & View-through
Conversions in CPA calculations
O Make sure VTCs are factored into CPA calculations (Create a custom column to include
VTCs into CPA calculations. NOTE! tCPA bids and custom CPAs including VTCs will not
align)
3 Report full funnel impact
A Setup and track Micro-Conversions
3 Report on core & extended YouTube performance
O Setup Brand Lift to demonstrate impact of TrueView campaign on ‘Consideration’
metrics and measure the impact of YouTube campaigns on branded search
volumes
3 Link your YouTube account with Adwords to see follow-on views/subscribers

Measurement



https://support.google.com/adwords/answer/1722054?hl=en

NMoabiTOXXUM

[lpoBepbTe HAaCTPOMKU KOHBEPCUM 1 aTpnbyummn B Google Ads akkayHTe
(YuntbiBaiiTe Cross-Device n View-Through KoHBepcun)

2. YuntbiBanTe Bknag Display kaMnaHuy B NOMHbIV NONIb30BaTENbCKUN

NyTb K KOHBEPCUU
(C nomoLubto Assisted Conversions v Non-Last Click Attribution)

YuntbiBanTte View-Through koHBepCcun Onsg onTMMm3saLmm CTaBoK U
6rooKeToB

ONTUMU3NPYUTE N IKCNEPUMEHTUPYUTE
(Drafts & Experiments, Incrementality studies)




I///

Finance

= Google

Cnacub6o!




