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Unlocking the Power of
Metrics in Digital Advertising



Around this time of year, compahies are starting to kick off
their budgeting process for the next year
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Struggling to choose among a
plethora of Digital Marketing
Channels
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Dozens of digital marketing
metrics to choose from
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Digital marketing measurement is fragmented and

inconsistent

Less tan 5% of marketers
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are satisfied with campaign

measurement in any single
channel.

US Advertisers Who Are Satisfied with Their
Campaign Measurement, by Media Type, April 2021
% of respondents

Paid search

Paid social

Streaming TV/connected TV (CTV)/OTT

Digital display L4%,

Digital audio

Linear TV

Digital video 38%

Source: Advertiser Perceptions, "Measurement Report 2021," Sep 9, 2021
269373 eMarketer | Insiderintelligance.com




How to shape a Measurement
Framework with metrics that

| contribute more meaningfully to |
the business
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Brand Perception



Performance Brandin
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g to align marketing program with

the business objective and maximize long term profitability
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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).
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analyze brand impact across a
consumer’s entire decision journey
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A Customer Journey which is no longer linear

Convert .
Create Pull & Sustain
Expand
Push Push Pull

Comms

Comms

comms
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Define the right channel mix to optimize Performance Branding

Premium Display
Facebook - Reach
Hybrid TV
Tik Tok —In Feed

Premium Ad Networks

Search — DSA

Programmatic —
DMP, 2™ 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 — 1%t Party Data
eMail
Instant Messaging



Evaluate a full funnel communication strategy and goals with Temee %
the metrics that matter most

Comms Goal

Awareness

Education

Key Metrics
Reach
Viewable Impressions /

View Through Rate

Cost Per Mille / Cost Per
View

Comms Goal
Consideration
Likeability

Key Metrics

Engagement rate

Click Through Rate /
interaction Rate

Cost Per Engagement /
Cost Per Interactio

Comms Goal
Sales

Trial

Key Metrics

Conversions/
Conversion Rate

Conversion Value/Average
Order Value

Return On Ad Spend

Cost Per
Action/Acquisition

Comms Goal
Upselling

Loyalty

©

POST-
PURcHRSE

Key Metrics

Custome Life Time
Value

Customer Churn Rate

Upsale Rate

12



Content is fuel for the
customer’s journey with Paid
Content to gain ground in
digital spend




Paid Content success metrics to start tracking

Average Time

Spend Readership

Viewership

Branded Traffic Drivers
Impressions

Link Clicks

Tempo OMD Data Science Offering

Social
Interactions

Cost per
Piece

Writing Quality

Content Innovation




Three layers

of evaluation .

Tempo OMD Data Science Offeril
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Marketing Mix Modeling ties
marketing metrics to business

objectives and align media
plans
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Tempo OMD MMM Services in a Nutshell i

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

Data ROI Media Budget Digital
Explorer Mapping Optimizer Setting & Attribution
Allocation
Get to know your data; Detailed ROI of marketing Optimally allocate your budget Set and optimally allocate your Attribute number of
Unearth possible correlations activities through econometric across media channels budget across a brand portfolio conversions / conversion value
between variables modeling to each digital channel
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Tempo OMD Data Science Offering




&
o
£
K




	Unlocking the Power of Metrics in Digital Advertising�
	Around this time of year, companies are starting to kick off their budgeting process for the next year �
	Slide Number 3
	Slide Number 4
	Digital marketing measurement is fragmented and inconsistent�
	Slide Number 6
	 
	Performance Branding to align marketing program with the business objective and maximize long term profitability
	Slide Number 9
	Slide Number 10
	Define the right channel mix to optimize Performance Branding
	Evaluate a full funnel communication strategy and goals with the metrics that matter most
	Slide Number 13
	Paid Content success metrics to start tracking��
	Three layers                           of evaluation
	Slide Number 16
	Tempo OMD MMM Services in a Nutshell
	Slide Number 18

