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MARKETING OPTIMIZATION forvio

Marketing ongoing
optimization

1. Objective setting

Continuous

2. Content creation K Improvement

3. Content/Campaign deployment
4. Data collection
5. Measurement

6. New objective setting

One Iteration




MARKETING MEASUREMENT forvio

Customer journey tools

Target Anonymous Converted MQL sQL Closed Retention /[
audiences visitors lead won Churn
MARKETING SALES CUSTOMER
Media Web Data Marketing
medadsurement tracking integrations automation
" a'e <+ <+ <+ <+ Nea'e <+
) (Statistic models) (Conversions models) (Data transformations) (Content creation) (Insights) (Personalization) (Support chat bots)




PROBLEM forvio

Incrementaility
Decoded

Incrementality measures the additional value
generated by paid media campaigns vs. what . -
would have occurred organically.

BASELINE TREND

BASELINE

e Baseline or organic growth/general demand e —
Is typically 70%-90%

e Paid media true ROAS is share which would be
lost if turned off, what is in reality fraction of
conversion reported by platforms or GA4

e Total Revenue = Paid + Baseline(Organic + Season + Trend)




DATA COLLECTION AND MEASUREMENT forvio

odeling

Experiments ON/OFF tests RCT & GEO experiments

Su rveys Checkout questioners Panel surveys

Tquking Native Ads platform/GA4 MTA reporting tools Discounts/ Affiliates CDP platforms

STACK COMPLEXITY /| MEASUREMENT SOFITICATION




TRACKING

Tracking

D

News Ads

>
WHAT BELONGS THERE W
Z
o
> Last Touch [ UTM (GA4, etc.) =
O
> Platform Pixels, Server-Side Tracking
-> Discount codes i
D)
> Customer ID matching (CDP) OFFLINE

PROS

® Real-time data
® Detailed attribution

® Adoption

CONS
© Data privacy concerns
© Over-simplification

© Technical complexity

Web Ads

ONLINE ONLINE

C

A: Last touch - Search
B: First touch - FB Ads
C: Weighted or other methods
D: True driver - offline
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A

Google Search

ONLINE



TRACKING

Atribution Adjustment
Ratio(AAR) for GA4 Reported
last click conversions on typical
Top of the Funnel channel

Based on Google Measurement playbook and
sample taken from 5 Ecomerce clients.

Display

Meta Retargeting

Meta Advantage

Meta Sales

YouTube Video

Meta Awareness

Attribution Adjustment Ration

forvio
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Surveys

- News Ads Billboard TV Ads Google Search
WHAT BELONGS THERE w |

pd

a4
> First party data 3
- Panel surveys =

W

>

- Checkout survey

{ C F n OF W N F
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> Customer calls [ Sales calls

PRO S CONS
SURVEY QUESTIONS FOR CUSTOMER %
Direct consumer feedback © Response bias How/Where did you hear about us?
Complementary data © Limited scalability

Flexible and customizable © Costly
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Experiments

WHAT BELONGS THERE

> RCT Randomized control trials
> GEO Lift Study

> Observations tests (ON/OFF tests)

Control sales

3 83450 €

PROS CONS Holdout sales
®
® Causality © Complex implementation oA
incremental sales
® Precision: © Limited scope
e CRLE

® Actionable insights © External factors 2222 T*YMP  Apimpression  Conversion I

ocooo "t 7 -

NN

Target ® ’ Calculated

audience Lift




EXPERIMENTS: HOW IT WORKS forvio
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MARKETING MIX MODELING forvio

I ‘ _ News Ads | Billboord TV Ads 8 web Ads Search
g o
P R O S 2 OFFLINE OFFLINE OFFLINE ONLINE
. . Channel attribution
® Comprehensive analysis _
Google Ads Search Facebook Ads TV Ads
® Causal insights
® Strategic value
CONS
© Complexity ==
© Needs 12-24 moths of historical data .
© Resource intensive
© Lag in insights

DAY




MARKETING MIX MODELING forvio

Core of MMM is
response curve

“17 Response Curve ~
S-shaped
> Underspend (ROAS unders 100%) %
> Break even (ROAS above 100% to 500%) o E
S Sdturqted LDU (O Revenue at Spend Level
E Revenue: kr 23,346.00
., Optimal channel mix and budgets takes 2 U et

into account all channels

DAILY SPEND [KR]




CONCLUSION forvio

There is no single
source of truth

Statistical Models
(MMM)

. , . Digital tracking
® Broad Analysis (MMM): MMM creating understanding of (Touch Attribution)

high-level effectiveness across all channels and allocate
budget accordingly. Can give insights into non marketing
influence.

® Validation & Refinement (Experiments): Highly precise
and strongly causal single point in time measurement to
validate specific elements or hypotheses derived from
MMM and MTA findings.

Experiments
(Incrementality)

® Granular Optimization (MTA): Use MTA for in-depth
iInsights into digital channels and up to campaign level,
adjusting your strategy in real-time based on customer
interactions.
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Thank you
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