
Oliver Schmelzle 
VP, Product Management 

June 1, 2011 

Without Proper Attribution There is  

No Real Optimization 



Webinar Agenda 

• Introduction 
 

• Challenges of Attribution Analysis 
 

• Campaign Optimization 
 

• Q&A 

 



About Adometry 

Proven Technology Proven Customer Relationships 

• Pioneered use of machine learning for 

traffic quality analysis 

 Processing BILLIONS clicks/month 

Click score: currency of the CPC industry 

• Advanced development in display 

advertising effectiveness 
  Audience verification 

  Dynamic fractional attribution 

  Cross channel optimization 

 

 



Attribution is hot 

Why is Attribution a Hot Topic Today? 

http://www.flickr.com/photos/library_of_congress/2178285893/ 



 Defining the Problem 

Optimizing display ad spend 

by measuring its top-of-the-

funnel impact and providing 

actionable insights. 

 



1. Not looking at all data 

2. Not looking at all paths 

3. No proper conversion credit 

Three Problems With Attribution Solutions 



Problem 1: Not Looking At All Data 
 Most customer interactions are off-site 

99.9% + 0.1% 0.1% 

Off-site On-site 



Example: On-site/Off-site Event Ratio 



“Full Funnel” Attribution Typically Falls Short 

Forrester definition:  “The practice of measuring the correct partial value  
                                        of each interactive ad that drove a desired outcome.” 

Awareness 

Consideration 

Favorability 

Intent 

Action 

Conversions 

Branded display 

Search 

Performance display 

Social, video 

E-mail, social 



Converted Visitors Don’t Tell The Whole Story 
Just 0.1% 

“Converted paths” 
shows what happened prior to conversion event 



Attribution 
Fractionally assigning attribution credit 



Adometry’s Approach to Attribution 
Scientific and Data-Driven 

 Adometry dynamic fractional attribution model: 

• Scientific:  probability based model 

• 100% of data:  converting & non-converting user-level data 

• Data-driven:  specific data patterns drive customized attribution weights 

 Delivers different answers to improve performance 

• where to spend  

• how much to spend (or not spend) 

 



Adometry Attribution Index 

A relative measure of how important an 
attribute is for driving conversions compared to 
other similar attributes (campaign, creative, 
placement, site, etc.)  
 

 

 



Attribution Index and Campaign Overlap 
Specific Example 

 



Cross Channel Attribution Reports 
Compare Adometry Fractional Attribution to last event results. 



1. Not looking at all data 

2. Not looking at all paths 

3. No proper conversion credit 

Three Problems With Attribution Solutions 

Include impressions 

Include non-converters 

Use fractional attribution model 



Optimization Results 
Minor adjustments produce significant ROAS improvement 



Thank You 


