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Serving marketers from a single
user to entire global
organisations

Companies needs for data sources, destinations and tools have
become more complex within the past 15 years.
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Supermetrics in a nutshell
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The state of marketing
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Customer

Customer journeys...

Look more
like this

Purchase




And if it Is messy for
customers it’s mess
for marketers as well




We are living in a phase of too much data

0% %

More data than there was in Of marketers say they don’t
2020 have time to analyze their data
thoroughly
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And it’s not just more channels,
it’s more granular

Average query count Average rows returned

How much data do marketers
get from each search?

How many searched for data
did marketers perform?

+50% +230%

Average rows/quer

How detailed is the data from
each search?

+100%
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The cookie is crumbling

( Cookies are a staple for marketers. %

Behavioral advertising takes off.

It mandates strict consent and data protection requirements.

/ —
—rZOZO 2018

N GDPR takes effect in the EU.
(I’hird party cookie phase-outannounced. ' (

Google backpedaled onits decision toremove /5 ;-
third-party cookies in Chrome. ‘N

Marketers start exploring alternative tracking strategies,
e.g.first-party data, contextual advertising etc.

2021)

Where dowe go fromhere? @ @




Marketers know this will cause challenges in

marketing

66%

Tracking

Anticipates challenges in tracking
user behavior across channels

57%

Targeting

Expect less effective
targeted advertising

57%

Measuring

Predict more difficulty in
attribution and measuring
marketing
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But they aren’t acting on it yet

58°/o 16%

Prioritize third-party data Use zero-party data

Q: What marketers are planning to focus on

8%

Looking at Privacy Sandbox
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The solution to
embracing the messy
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Building Your Data
Foundation: A
Practical Guide



1. Don’t become a data hoarder

Agree on what
your tracking
and measuring

What questions do you
want to answer with the
data? What are your main
KPI's?

Skip the
perfectionism

Don’t over engineer your
data. Perfection is not the
goal.




But instead drive -
for a data culture CULTURE

Data Data
Literacy Access




2. Centralize your data for clarity and control

Data centralization is the practice of consolidating data from multiple sources into a single, unified repository.
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Why should you have a data warehouse?

Every day that passes, you lose a day of historical data that you can’t retrieve via the API.

API limitations

Channel Historical range at the moment
Amazon Ads Last 60 days

Amazon DSP Last 90 days

Google Analytics 4 | User-level data, including conversions, is deleted after 14 months,
and age, gender, and interest data after 2 months.

Google Display & Last 2 years of data
Video 360




3. Garbage In, Garbage Out: The Importance of
Data Quality

Dealing with bad data means:

Wasted marketing spend
Missed opportunities
Lost sales
Poor decision making

Reduced productivity




What qualifies as quality data?

1. Accuracy: no data errors or outdated information
2. Complete: no missing fields or sources
3. Relevant to your set goals (which you need to have &)

4. Valid: verified and validated data

5. Fresh: updated consistently and regularly
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Data quality process
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@ Aquametrics Data Quality Monitoring

Media Campaign Naming Conventions Tracking Misnamed Campaigns
Campaign Name ~ C ign Pla... C: ign.. C ign.. C ign Br... Campaign Name ~
G_US_PPC_AQUAMETRICS G _ pPPC AQUAMETRICS G_US_PPC_AQUAMETRICS
s e ‘ :a S e - G_RESTOFWORLD_VIDEO_AQ.. G RESTOFWORLD  VIDEO AQUAMETRICS F_REST_VID_AQUAMETRICS
u
G_RESTOFWORLD_PPC_AQU.. G RESTOFWORLD ~ PPC AQUAMETRICS
G

G_NORD_VIDEO_AQUAMETRL... NORD VIDEO AQUAMETRICS

" " "
ow tO minimize the e e e

1-20/20 ¢ > 1-2/2 ¢
I I t .
Media UTM Conventions Tracking Misnamed Destination URL's
I :
at a u a I I t Destination URL v UTM Campaign Destination URL ~
[
https: //aquametrics.com/?utm _campaign=G_US PPC AQUAMETRICS _ https: //aquametrics.com/?utm_c: =G_US...
https: /aquametrics.com/?utm_campaign=G_RESTOFWORLD VIDEQ _AQ... G_RESTOFWORLD_VIDEO_AQUAME... https: //aquametrics.com/?utm_campaign=F_RE...

https: //aquametrics.com/?utm_campaign=G_RESTOFWORLD PPC_AQUA.. ~G_RESTOFWORLD_PPC_AQUAMETR...
https: //aquametrics.com/?utm_campaign=G_NORD_VIDEO AQUAMETRL.. ~ G_NORD_VIDEO_AQUAMETRICS
https: /aquametrics.com/?utm _campaign=G_NORD PPC_AQUAMETRICS G_NORD_PPC_AQUAMETRICS
https: //aquametrics.com/?utm campaign=G_NAM VIDEO AQUAMETRICS ~ G_NAM_VIDEO_AQUAMETRICS
1-20/20 ¢ > 1-2/2 ¢ >




Unlocking Value from
Your Data: Practical
Use Cases



Examples of use cases for marketing data
[ Stategic
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Conversion rate

optimization
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research monitoring

Creative fatigue Inventory based
monitoring advertising

Al Image Al text
transformations transformations
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budget
optimization

Incrementality
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detection

Internal
benchmarking
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Last click
attribution

Cross-channel
budget
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Multi market / geo
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Demand Data driven
forecasting attribution

Google Al
powered use
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MMM data
readiness




Cross-channel budget re

Adapt to Changing Needs

e  Shift budget between channels based on

performance, strategic goals, or market conditions.

) Maintain flexibility and agility in your marketing
approach.

Maximize Media ROI

° By allocating budget to the most effective
channels, you can maximize your overall media
ROL.

° Continuously optimize your spending based on
performance data.

Strateglc Alignment:
Cross-channel budget reallocations allow you to
align your marketing investments with your overall
business objectives.
° Ensure that your marketing efforts support your
broader strategic goals.

Historical ROAS over time by channel

$416.85K 2.9
152M  171.0K

84K $244

al

s

loce

Historical CPA over time by channel

Facebook Ads TikTok A
cont RoAS Do L
$402.98K 3.6 $488.48K 4
14.5M 155.7K 19.8M 1
8.0K $2.59 9.1K ¢

N\

Your marketing dashboard
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Outlier detection

Identify Performance Anomalies QRTEIEE = S R
° Detect sudden or unexpected changes in key
metrics (outliers) that may indicate issues in your System Alerts Sessions Conversions Donations
marketing funnel. repert y “
e  Proactive monitoring helps you address problems e 38K 5l $ 154.2K
quickly. e
O o pactof Avg loss in Sessions Avg loss in Conversion Avg loss in Donations
-614.9 -9.6 $ 65K
Protect Revenue R
e  Outliers can signal significant revenue loss if left Seasions for period per day
unaddressed.

) Early detection allows for timely intervention to
prevent or minimize financial impact.

T ——
15K //'

#/I

- Your marketing dashboard ©
Improve Operational Efficiency ||I|.I|l T
e  Automated outlier detection frees up your team to S
focus on strategic initiatives rather than manual
monitoring. R
° Increase efficiency and optimize resource =
allocation.




Supermetrics powered Al Image analysis

Unlock image insights
° Analyze image content automatically, identifying objects,
landmarks, logos, and text.
° This provides a deeper understanding of images used in
your marketing and by competitors.

Optimize Creative Performance
° Determine which image types resonate most with your
audience and drive higher click-through rates.
° Data-driven insights empower you to create more
effective ad creatives.

Maintain Brand Consistency
° Validate image compliance with brand guidelines and
identify potential issues.
° Ensure a cohesive brand image and avoid legal or
regulatory problems.

O Aquametrics — Al Image Analysis

—
I

Overall view of how the creatives are performing. Use Image Image Properties
Properties to the right to filter view based on Al output for
each creative to gauge performance. Image Label . Dark or Light - Contains People?  ~
Account Overview People vs No People Images
Image type Count ~ CPA CTR Conversions
— Cost [ Reach ves ONE KO 2K
20k 800K
No Tom a1588 140 17K -
15K 600K 1202 ¢
10 400K .
Dark vs Light Images
Image Type Count ~ CPA CTR Conversions
® 200k
Ught 2N 0SSCEEEN O SO
0 Dark 15 2016€ 021%) 26K
T T T L] - — —
T et e et M e ;
o 00 et e 08 0t e ViV e o T o M o 1-2/2 >
Campaign Results sorted by Clicks
Campaign Image Label Reach spend  Clicks ~ Likes CTR% \
1 F_EMEA_summer24_PPC_Aqu W Cloud; Sky, Atmosphere; Mountain; Highland; Lava; 121,040 5217€ 990 3285 0.15%
ametrics. Atmospheric phenomenon
Your marketing dashboard ©
2 FNORD_summer24 PPC_Aqu Water, Cloud: Sky; Daytime; Nature; Sunlght. Body of 63640
aimetrics )

water, People in nature; Horizon

3. FUK fal24 PPC_Aquametrics Water; Cloud; Atmosphere; Liquid; Sky; Fluid 272387
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Benefits of data foundation

Future-proof your
marketing

Invest in your zero and
first-party data and not
in crumbling cookies
owned by platforms.

Strategic agility
and adaptability

Composable structure
to allow agility in your
chosen elements.

Data security and
compliance

You have full control
over your data and can
ensure compliance and
quality.

Enhanced
collaboration and
transparency

Nurture a better data
culture and give access
to your chosen data
partners.




Questions?

Connect in LinkedIn

Outi Karppanen
or scan the QR code

= Supermetrics






