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Today’s ROl Andytics

Attribution

Full marketing mix . Quick, granular

strategic insights , : B tactical guidance
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A Bridgeof Epic
Proportions

Attribution Results Linked Directly to
DMPs and Buying/Selling Platforms




Two Bridges Baing
Built Today




Integrated MMM and
Digita Attribution Bridge
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Granular geographicand media data

Frequent model updates

Historical experiencewith all media




Cross Channd Attribution
Bridge

Requirements

Complete, unbiased, data at the
persons/HH level

Linksto offline outcomes and validation

Nationally representativedata




Stresses on the“Infinitdy
Complex” ROI Bridge
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Incomplete Data Streams
Innovative but Untested Techniques
Lack of Transparency

Knowledge/Understanding Gaps

Organizational Belief/Adoption, Silos
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Four Working Groups To

Congruct The Bridges

1. Complete Digital
Attribution

e Addresscost components
 Link offline outcomes

e Addbrand baselines

« Offlinemarketing drivers

2. Develop Cross-Platform
Attribution

3. MakeAttribution Transparent °

4. Create Smarter Usersand
Organizations

Television Data
Other mediadata
Brand metricsintegration

Laymen’sguide
Modeling validation

Training programs
Establish Benchmarking




A BridgelsNot Built
InA Day O |

c ) SEQUENT

Partners .




