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Around this time of year, companies are starting to kick off 
their budgeting process for the next year 
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Less than 50% of marketers  
are satisfied with campaign 
measurement in any single 
channel.
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Brand Perception Sales Stimulation 
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The framework applies 
creative brand rules and 
fundamentals throughout a 
measurable performance 
funnel to maximize 
revenue potential and 
increase brand lifetime 
value (LTV). 



Compare spend impact across media, 
analyze brand impact across a 

consumer’s entire decision journey



Create
Push 

Comms

Convert
Pull & 
Push 

Comms

Sustain
Expand

Pull 
comms



Premium Display

Facebook - Reach

Hybrid TV 

Tik Tok –In Feed

Premium Ad Networks

Search – DSA 
Programmatic –

DMP, 2nd party data
Facebook – Traffic

Paid Content
Content Discovery

GDN

Search – Branded Terms
Facebook – Conversions

Performance Max
Smart Display

Native Ads

Remarketing Campaigns: 
Facebook 

Google 
Programmatic – 1st Party Data

eMail
Instant Messaging 
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Key Metrics
Reach

Viewable Impressions / 
View Through Rate

Cost Per Mille / Cost Per 
View

Comms Goal
Awareness
Education

Key Metrics
Engagements/      

Page Views 

Engagement rate 

Click Through Rate / 
interaction Rate

Cost Per Engagement / 
Cost Per Interaction

Comms Goal
Consideration
Likeability

Key Metrics
Conversions/        

Conversion Rate

Conversion Value/Average 
Order Value

Return On Ad Spend

Cost Per 
Action/Acquisition  

Comms Goal
Sales 
Trial

Key Metrics
Custome Life Time       

Value

Customer Churn Rate

Upsale Rate

Comms Goal
Upselling
Loyalty
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Readership 
Viewership

Branded Traffic Drivers 
Impressions

Cost per 
Piece

Social 
Interactions

Link Clicks

Writing Quality

Content Innovation

Average Time 
Spend 

Tempo OMD Data Science Offering



Three layers                           
of evaluation
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Tempo OMD Data Science Offering

A high level of understanding the business performance and make decisions about 
investment levels.



Win in digital 
battlefield by 

leveraging the 
digital metrics                   

that matter

Thank you
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