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We live in an omni-channel world
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Silos is not the solution...
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Silos is not the solution.
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Multi-touch, omni-
channel attribution
All the slices of the
pie add up to 100%
Everyone gets a fair
share based on their
contribution
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...and neither is last touch attribution
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Step 1: Figure out your
response windows

= Plot response curves for each
channel / product

= Quick response > positive skew (e.g.
digital)

= Slow-build response > negative
skew (e.g. mortgages)

= Create model based on response
windows
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Step 2: Combine touchpoints and outcomes

into one dataset

Touchpoints
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Channel

Product
Date
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Response window

Ingest into CJA
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Step 3: Share attribution for an outcome with all related touchpoints
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Benefits to the business

We now know
= Number of sales
= Value of marketing

= Channel-Product effectiveness

Optimised marketing strategy
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Summary

@ Step 1: Figure out your response windows

Step 2: Combine touchpoints and
outcomes into one dataset

% Step 3: Share attribution for an outcome

‘, with all related touchpoints
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