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*** Cliche’ alert ***



“Half the money | spend

on advertising is wasted;
the trouble is | don't

John Wanamaker (1838-
1922)
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If you cannot measure it, it
does not exist!

PC people
all the time
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—— A simple source of truth does not exist



—— Agenda

Chapter 1 - Why measurement is a challenge?

Chapter 2 - How to survive?






Did eBay Just Prove That Paid Search Ads Don’t Work? - HBR, 2013 - Ray Fisman






Adidas: We over-invested in digital advertising - The new dot com bubble is here: it's called online advertising - The . .
Marketing Week, 2019 - Sarah Vizard Correspondent, 2019 - Jesse Frederik and Maurits Martijn Marketing Week, Michaela Jefferson 14 May 2021
How could Uber cut its ad spend by $100m and see no drop in Chase Had Ads on 400,000 Sites. Then on Just 5,000. When Procter & Gamble Cut $200 Million in Digital Ad Spend, It

conversion? - Beacon, 2021 - Stewart Boutcher Same Results. - NY Times, 2017 - Sapna Maheshwari Increased Its Reach 10% - AdWeek, 2018 - Lauren Johnson



Have Marketers Over-Invested in Performance? - Marketing Charts, 2019






How people decide what to buy lies in the ‘messy middle’ of the purchase journey -
Think with Google, 2020 - Alistair Rennie and Jonny Protheroe












“When everybody is super, no one will be. ”

Syndrome, The Incredibles



























The Cookieless World - Dentsu Report, 2021



—— Cookieless? Possible impact on Measurement

e No post view
e No granular path reporting
e No cross channel reporting

e No MTA?
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—— How to Improve Tracking

e Conversion Linker
e Enhanced Conversions

e Server Side Tagging

o FB cAPI
o GAds
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Federated

Learning of
Cohorts










—— Agenda

Chapter 1 - Why measurement is a challenge?

Chapter 2 - How to survive?




Measurement

Incrementality + Attribution +
Long term value + First party data



Attribution

Who'’s getting the credit for the
conversions we are getting?



Incrementality

How many conversions
would we have gotten
anyway?



How many
conversions would we
have gotten anyway
from Facebook ads if
we went chilling on
the beach?



SALES

TIME



SALES

\ Control
\ group

TIME



Measurement

Incrementality + Attribution +
Long term value + First party data



Attribution today = MTA






—— Attribution models can be divided in 2 groups

Heuristic Models

e Used by most advertisers

e Assign values across
positions in the chain

e Examples:

o

O O O O

Last Click

First Click
Position Based
Linear

Time Decay

Algorithmic Models

Used by advanced advertisers
Assign values to each touch
point based on user dynamics

Examples:
o  Custom Models
o  Data-Driven
o  Markov Chains
o]
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—— Markov’s chain







MTA



—— Challenges with MTA we always had

e Postimpression
e Cross device
e Cross platforms

e User journeys is not a “funnel” but a “messy middle”



— New technological challenges

GDPR

APPLE IDFA
10S 14

FIREFOX
ETP

MTA

CHROME 3rd
Party Cookies

APPLE
ITP

CCPA



—— |Is MTA going to die?

e First party MTA (GA, FB Ads, G Ads ...) probably not

e Third party MTA probably yes



Hype Cycle for Digital Marketing - Gartner, 2021



State of Multi-Touch Attribution (MTA) 2021 — Marketer Benchmark Survey - MMA Global, 2021



Measurement

Incrementality + Attribution +
Long term value + First party data



—— A good reminder...



—— 3 Approaches

B. Geo Testing

C. MMM (Marketing Mix Modeling)



Goal of the

T Focus Approach Type Main Link R Code Python Code
FB Conversion Lift External %@m
FB Brand Lift External Py E e T a—
YT Brand Lift External hitos://support.google com/google-ads/answer/9038086
m) i , hitos://www thinkwithgooale. comy/intlien-gb/marketing:
Ggbgle Conversion Lift Internal mmmmmm@mmm
Google Search Lift Beta bloslsunportoedie.comldaggle:
Incrementality Google Audience test Beta T — o izinay=%oCin 1 e 7
Beta (only APAC availability
Geo X Light in Australia,
India and Japan)
Geo Based| Synthetic Control Group Open Source hitos /arxiv.oralodf1506.00356 odf mm%mn_mm@m
Geo Experiment (GBR) Open Source Attps research gooale/oubs/oub3B3G5, e‘xQer\mentsResearch med_match
Geo::::;z;n;;l’ me Open Source hitos://research.google/nubs/oubd 5950/
Ad Variation External httos://support.google com/google-ads/answer/7438541
Optimization |User Based Draft & Exp External mmwwmm nswels3187327h=en
Video Exp External mwmgﬁiﬂﬁmmwma




www.boosterboxdigital.com/f
0s2021/







—— 3 Approaches

A. Lift

B. Geo Testing

C. MMM (Marketing Mix Modeling)



Goal of the

AT Focus Approach Type Main Link R Code Python Code
FB Conversion Lift External %@m
FB Brand L|ft EXternaI mwmb@%&i&mmmmmﬂm
YT Brand Lift External hites://support.google.com/google-ads/answer/9038086
User Based hitos:/www thinkwithgoogle, comyintlien-gb/markefing:
Goog|e Conversion Lift Internal strategies/monetisation-strategies/a-revolution-in-
Google Search Lift Beta e o14310
|ncrementa|ity Google Audience test Beta =en#ziggy=%2C\n—t.his—article
Beta (only APAC availability
Geo X Light in Australia,
India and Japan)
| Geo Based Synthetic Control Group Open Source hitos://arxiv.org/pdf/1506.00356 ndf e mm '
Gey Experiment (GBR) Open Source hitps://research.google/pubs/pub38355/ p———— ——
Geo Experiment Time
Open Source hitps://research.google/pubs/pubd5950/
Based (TBR) P
Ad Variation External hitps://support. google com/google-ads/answer/7438541
Optimization |User Based Draft & Exp External R —————
Video Exp External 92hi=en

https://www.boosterboxdigital.com/fos2021/







Incrementality Bidding & Attribution - Netflix, 2018 - Randall Lewis and Jeffrey Wong



Incrementality Bidding & Attribution - Netflix, 2018 - Randall Lewis and Jeffrey Wong



—— 3 Approaches

A. Lift

B. Geo Testing

@M (Marketing Mix Modeling)




— MMM

e Old tool



Challenges And Opportunities In Media Mix Modeling - Google, 2017 - David Chan and Michael Perry



—— What’s the difference between MMM and the rest?

1. MTA assumes we know everything about the user path (all the clicks
& impressions). Bottom Up.

We Evaluated 3 Media Mix Models (So You Didn’t Have To) - Lattice Work Insights



—— Limitations

e Selection bias
e Limited amount of data
e Correlated input variables

e Does not answer to ‘'what happens if | cease my ad spend?’

Challenges And Opportunities In Media Mix Modeling - Google, 2017 - David Chan and Michael Perry



Guess who’s going all in on it?



—— FB going all in on MMM (and reinventing it)

e https://facebookexperimental.qgithub.io/Robyn/




Facebook Project Robyn Open Source MMM 2021 Community Summit - Igor Skokan, 2021






—— 3 options

e SapientNitro -
https://qgithub.com/rkthakur/mediamixmodeling

e Guang Fei -
https://github.com/Guangfei0/Market-Mix-Modeling

e ThirdLove -
https://github.com/mecommerce/ThirdLove-Tech-Blog




So let’s take a step back and...



Want to improve your incrementality? Get a grip on incrementality - Think with Google, 2021 - Avinash Kaushik



—— 3 approaches

A. Lift —» Channel-silo incrementality



—— 3 approaches

A. Lift —» Channel-silo incrementality

B. Geo testing — Cross-stack incrementality






—— 3 approaches

A. Lift —» Channel-silo incrementality

B. Geo testing — Cross-stack incrementality

C. MMM (Marketing Mix Modeling) — When testing the entire
marketing activity



Walit...there is another way



—— A potential theory of everything? UMA unified
marketing mix

e Run geo testing to estimate impact of channel(s)

e Use them to calibrate Contemporary MMM to allocate the impact of
the Mix

e Us MMM to feed Adv platforms and run campaigns leveraging 1st
party MTA (Data Driven)



A lot of science, data analysis, modeling...



We are going to
become

modeling
agencies



Incrementality APOCALYPSE:
AN INCREMENTALITY SURVIVALKIT

Gianluca Binelli

@ktzstyle



—— Want to know more about incrementality?

o People to follow on Twitter: @Mike Kaminsky, @hammer_mt,
@weird_ceo, @Ifiaschi86, @MackGrenfell, @Leoubb

e https://www.facebook.com/business/news/insights/considerations-
for-creating-modern-marketing-mix-models

e https://projectrobynmmmsummit2021.splashthat.com/




