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Sales happen. Even if your company did nothing to
market its products, chances are you would make at least
one sale a year.

But, as paid marketers, it's the efforts we contribute to
revenue that matter to us and our company’s growth.
Those sales are add-ons to non-marketing efforts. They're
the lift our efforts deliver in the form of conversions,
awareness, growth, and/or revenue.

We measure the sales that happen because of our
marketing efforts using incrementality.

We also use attribution to measure the touchpoints
customers make to convert and that contribute to the
success of our marketing efforts.

Incrementality and attribution are the ultimate keys to
optimizing and proving the value of our paid marketing
efforts. They also help us make the right decisions about
where to spend, where to advertise, and what makes
our customers convert. And they give us a way to show
our company what we're contributing.

This guide digs into both topics to bring clarity to what
they are and why they matter.
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Incrementality —
What Is It

and Why Does

9 Incrementality is a measure
It Matter” of the results from a marketing

tactic or set of marketing tactics
and that wouldn't have
happened otherwise.
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“Is marketing driving
any revenue?”
— Your boss 3

o E

“Yes! And here’s how.”

— You
impact of all marketing efforts. That can be

difficult if not almost impossible, and it's not

“Did our Google necessarily your job.
ShOppI Nng ads Understanding incrementality is still useful.
Mmake a ny difference And there are ways you can measure
to revenue?” incrementality for paid media.

— Your boss

“Yes! Let me show
you how."

— You uses three types of incrementality — from
basic to broad — to help explain what it is
and how to look at it.

Digital marketing expert Avinash Kaushik

“Do we need to
spend that much Channel Silo Incrementality
on Google Ads?”

Channel silo incrementality looks at the

— Your boss number of conversions you get without any
advertising compared to what you get from

“Yes! And here's Why." a smgl_e channel. For ex.ample the number of
organic search conversions you'd have had

— You without a Google Ads campaign. And those

you get as a result of the campaign.

Because it's limited to one channel, channel
silo incrementality is not full incrementality
across your company's marketing or even
digital channel mix. It does, though, give you
a good basic way to optimize and prove
your spend on that one channel and see
the impact of your efforts there.
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You can do incrementality testing
2 on paid media campaigns.
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How to Test
Incrementality 1

DEFINE AUDIENCE

on Paid Media 2
Campaigns
2

DEFINE TEST & CONTROL GROUPS

AR
3

RUN AD/CAMPAIGN
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4

COMPARE DATA

S
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Other Test Options

You can do a variation of the geographic
split test using any audience groups. This is
called a holdout test. In this test, you test a
campaign ad against a random ad, say

for a nonprofit or something unrelated to
your product.

If you're running ads on YouTube, you can
use YouTube Conversion Lift (currently

in beta) to measure the incrementality of
YouTube ads on purchases, web visits,
sign up, and other conversions. Google
announced that it will roll out Conversion
Lift testing for the Google Display Network
(GDN) in the future as well.

Incrementality is important to show the
value of your marketing efforts. But, paid
media is complex in and of itself.

P N

3

“Are our display ads
working or are they
a waste?”

— Your boss

“They're working!
And here's how.”
— You

“Should we stop doing
paid search ads and just
do shopping ads?”

— Your boss

“No! And let me show
you why."

— You

“Do we need to invest
ad spend on all of
those channels?”

— Your boss

“Yes! And here’s why.”
— You
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Single-Click
Versus Multi-Click
Attribution

Attribution: The
Touchpoints that
Drive Marketing's
Incrementality
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clicking a paid search ad for “soccer shoes.”
Player 3 is the same shopper clicking on

a shopping ad for “soccer shoes conical
studs.” Player 4 is the same shopper clicking
a shopping ad for “Puma evoSPEED 1.4 Firm
Ground Football Boots.” Player 5 is the same
shopper who searches for “uk soccer shop,”
goes to your website, and buys those shoes.

To get a good understanding of your paid
digital customer touchpoints, you want

to set up a multi-click attribution model
that accounts for multiple touchpoints
rather than only one. There are limitations
on tracking touchpoints across devices and
platforms, but individual platforms are

set up to give you a good look at attribution
across touchpoints without a team of

data scientists.

Some of the most common attribution
models are shown here. These models can
be used for any channel — online or offline.
For this paper, we talk about them for

paid media.

Last-Click Attribution

Last-click attribution is a single-click
attribution model. It gives full credit for a
conversion to the last click the customer
makes before converting. While easy to
track, last-click fails to show the value of all
touchpoints made through the customer’s
journey. A broader mix of touchpoints drives
most sales. Ignoring that mix can lead to
reduced revenue. Last-click only looks at
player 5 in the example in Figure 2.

%

&

First Click Attribution

First-click attribution is a single-click
attribution model. It gives full credit for

a conversion to the first click the customer
makes. Like last-click, it fails to show the
value of all touchpoints made through

the customer’s journey. Worse, it ignores
the final touchpoint that led to conversion.
First-click only looks at player 1 in the
example in Figure 2.

Multi-Click Attribution

Multi-click attribution (or multi-touch
attribution) gives credit to two or more
of the touchpoints that contribute to a
conversion. Multiple sub-models include:

* Linear gives equal credit to all
touchpoints (players 1, 2, 3, 4, and 5
in Figure 2).

* Time decay gives more credit to the
most recent touchpoints — those closest
to actual conversion and less to those
farther away. The highest percent
of credit goes to player 5 in Figure 2.

* Position-based (also U-shaped
attribution) gives 40% of the credit to
the first and the last touchpoints and
divides the remaining 20%) evenly across
the touchpoints in between. In Figure 2,
20% goes to players 1 and 5 and 6.67%
to players 2, 3, and 4.

* Data-driven uses algorithms run on
your data to show you which touchpoints
(every player in Figure 2) should get credit
and how much.
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The Benefits of
Multi-Click
Attribution

Attribution is the identification
of a set of user actions that
contribute in some manner

to a desired outcome and the
assignment of a value to each
of these events.?

Platform
Attribution —
The Basics
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Attribution Default Attribution

Modeling Options Setting Window Sz

Google Ads * Last click * Last click + Customizable

(Shopping, paid . First click - Lastnon-direct ~ from1to 90 days
search, and . Linear click for multi- for Search

YouTube) ) channel funnels and Display
* Time decay » 30-day default
* Position-based for Search
- Data-driven and Display
» Unlimited for
Smart Bidding

Facebook (also + Data-driven + 1-day click + 7-day click * Limited to
Instagram) + Even-credit « 7-day click tracking 8

; ) L : conversions —
« First-click or visit  « 1-day click and based on priority

* First-touch 1-day view — per domain
* Last-click or visit ~ * 17'333’ Si“‘:vlf’a”d

+ Last-touch -dayvie

* Positional

+ Time decay
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Bottom Line on About Finch

Incrementality and the Finch

and Attribution Advertising
Management
Platform

/\ CONTACT FINCH
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