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“Half the money
I spend on
advertising 1s
wasted;
the trouble 1s 1
don't know
which halt.”

John Wanamaker
U.S. Merchant and
Religious, Civic and Political Leader
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Attribution tells you how
much revenue each
channel or campaign 1s
responsible for generating

Understanding attribution

will help you optimize, be ATT RI B U T E

more effective - and drive
even more revenue
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Attribution Tactics: Code Capture

___________________________________ -
PLU#33527 STORE COUPON -VALID 5/26/15 - 5/30/2015 Valid at Family Fare in Manistee.
Receive $10 off when you purchase It's our BIGGEST FRIENDS & FAMILY DISCOUNT ever!
$40 or more in groceries in one / : -
. & Macy's Friends & Family
tran: e Ee ae me = =
Pt Get incredible extra savings from April 29-May 4.
*Coupon cannot be doubled. Limit 1 ¢ \ J ' /.'r\ \'\ =
be combined with other offers or couf ] \ f i [_
off offers). E_xcludes purc_hases of pha \\ B ' T ( | = o »
bottle deposit, stamps, gift cards, sale I ET\D ) f\]\ \\ \\»]/& U EXTRA 25 /o O F F IN-STORE:
\‘U'/ L - PRINT SAVINGS PASS
------------ \ / your nemsu;pphj _

get extra savings on almost all your purchases, even on brands
that are usually excluded from sales & discounts!

EXTRA 10%

ONLINE:

Valid 7/8/12 thru 7/1 4/12 Valid in store only. Coupon vahd on regul
Max Value items. Minimum purchase of $25, before taxes, required.

~aunnn_acenciato diccnunt Officallav® Cuictamar Do

smalllecrics, erionsl e, Eurg e,
EL DORADJE Poker.'«om

pu - SAVE ENTER PROMO CODE WHEN YOU SIGN UP

=t $100

< No thanks.

—_——
INS TANT REBA TE Promo code / Invited by (optional)
El Dorado ® Promo code . Invited by first1200
Spa Resorts & Hotels Limit: 1 Coupon pef % Uncheck
RIVIERA Mava O  MEXICO Redemption Code:

Nickname

The Nickname must be atleast 2 characters.
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Elements of a Revenue Attribution Model

Order of Touch

Source: Key Elements of a Realistic Attribution Model, Jeanne Jennings for ClickZ,
October 8, 2013

YW @Jealen #EIS16
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Sample Attribution Models

Timeframe Product(s) Order of
Touch

Model A Click 0 Days Featured Plus Last

Model B Click 7 Days Featured Only First

Model C Click 7 Days Featured Plus First

Model D Opened / 14 Days Featured Only First
Displayed

Model E Opened / 14 Days Featured Only Last
Displayed

Model F Sent / 28 Days Featured Only First
Displayed

Model G Send / 28 Days Featured Plus Any

Displayed
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Exercise:
December 2013
One Purchase

Different Attribution Models

1 2 3 4 5 6 7
8 9 1101112 | 13| 14
15116 | 17| 18 | 19 21

22 1 23 | 24 26 | 27 | 28
29

Timeframe
(Days from
Action Product(s) Purchase) Channel
Displayed and Click A -27|SEM
Sent (no open, no click) A -19|Email
Sent and Opened (no click) |A and B -11|Email
Sent, Opened and Clicked (B -6|Email
Displayed (no click) B -1|Display Ad
PURCHASE A ($20), B ($15) and C ($10) 0
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Exercise: One Purchase
Different Attribution Models

Attibution Models

Model A ModelB ModelC ModelD ModelE ModelF ModelG
Opened/ | Opened/ Sent/ Sent/
Action Click Click Click | Displayed | Displayed | Displayed | Displayed
Timeframe Odays 7 days 7 days 14 days 14 days 28 days 28 days
Featured |Featured |Featured | Featured | Featured | Featured | Featured
Product(s) plus only plus only only only plus
Touch Last First First First Last First Any
Total Revenue | S 45| S 451 S 451 S 451 S 45 | S 45| S 45
SEM
Email
Display
% Attributed

% UnAttributed
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Exercise: One Purchase
Different Attribution Models

Attibution Models

Model A ModelB ModelC ModelD ModelE ModelF ModelG
Opened / | Opened/ Sent / Sent /

Action Click Click Click Displayed | Displayed | Displayed | Displayed
Timeframe O days 7 days 7 days 14 days 14 days 28 days 28 days

Featured |Featured |Featured| Featured | Featured | Featured | Featured
Product(s) plus only plus only only only plus
Touch Last First First First Last First Any
Total Revenue | S 45| S 45 [ S 45 | S 45 | S 45| S 45| S 45
SEM S - S - S - S - S - S 20 S 45
Email S - S 15| S 451 S 35(S 20 S 15| S 45
Display S - 1S - 1s - 1Is - S 15| 5 - |S 45
% Attributed 0% 33% 100% 78% 78% 78% 300%
% UnAttributed 100% 67% 0% 22% 22% 22% -200%
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Choosing an Attribution Model
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Choosing an Attribution Model

Direct Mail -- Any Touch Direct Mail -- First Touch or Last Touch
Product Marketed Product Marketed
Days Only All Products Days Only All Products
7S 2,170,550 |S 16,655,541 75 2,115,234 |S 13,204,489
14/ S 4,706,585 | S 32,452,653 14 S 4,472,927 |S 19,528,474
30 S 10,456,164 |S 66,002,174 30 S 8,795,770 |S 24,754,961
45S 15,090,856 |S 96,954,306 45 S 10,921,657 |S 26,144,247
60 S 19,729,561 |S 125,593,886 60 S 11,951,765 |S 26,631,425

Direct Mail -- Any Touch Direct Mail -- First Touch or Last Touch

Product Marketed Product Marketed

Days Only All Products Days Only All Products
7 3.3% _T5a% 7 3.2% 20.1%
14 7.2% 1 49.4%) 14 6.8% 29.7%
30 15.9% 100:5% 30 13.4% 37.7%
45 23.0% 147.7% 45 16.6% 39.8%
60 30.1% 191.3% 60 18.2% 40.6%

Based on 2015 Revenue of 565,552,182

YW @Jealen #EIS16
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Nuances: Assists




lybrid Attribution Model
(Example)

Hybrid Attibution Model

Direct Indirect Indirect
Display
Open or | orClick
Click (All Click (SEMor

Action Channels)| (Email) | Display)
Timeframe 14 days | 14days | 14 days
. . Featured |Featured |Featured
Revenue Attribution Product(s) olus only only
: Touch Last Not Last | Not Last
$5,000,000 Total Revenue | S 451 S 451 S 45
;354,000,000 - SEM s - s - s -
2 53000000 17 Email s as5|s - [s -
§ $2,000,000 1 Display S - S - S 15
g P % Attributed 100% 0% 33%
& $1,000,000 7 . . % UnAttributed 100%|  100%|  100%
$0 - . =  §

January February March

M Direct Indirect

Source: Key Elements of a Realistic Attribution Model, Jeanne Jennings for ClickZ,
October 8, 2013
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Nuances: Pass Alongs
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Keep Peeling Off Layers to Attribute More Revenue
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Nuances: Different Models for Different Divisions/Products

YW @Jealen #EIS16
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Additional Email Marketing Resources
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email

% experience
c council
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INFLU ENCERS

Click/

@dJeaden to follow Jeanne

Get more of Jeanne’s take at More Effective Digital
Marketing, her Blog and Email Newsletter

www.JeanneJennings.com

Look for Jeanne’s column on email marketing every
other Monday

www.ClickZ.com

The premier email marketing association, part of the
DMA — join us for the annual conference in 2017

www.EmailExperience.org

A private community for email marketers; look for
Jeanne’s posts on the blog

www.OnlylInfluencers.com
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