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Incremental Effects:
Elevating Attribution from
Correlation to Causation
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Measurement Tools &
Frameworks Context

Balancing modelling,
attribution &
experimental design

Towards an integrated approach

Incrementality in Action:
Case examples & discussion

Discussion on how experimentation has influenced advertiser views of attribution &

business performance, with -

Bryan Richardson
Spotlight Retail Group

Joe Robinson
P&O Cruises
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MEASUREMENT TOOLS

o S

Review your current measurement

N
1]

Define objectives to

gain alignment framework
A 360-degree
@5 —0 measurement approach can help AL
businesses use multiple
Triangulate and . .
calibrate continuously measurement solutions in a Build more advanced analytics
connected framework to track all through collecting first-party data

components of a marketing
strategy

(&

Embrace a holistic

— &

Experiment with different

test-and-learn approach to

incorporate all new and existing

marketing strategies measurement methodologies

Sources: Measurement 360: an Advanced way to think about measurement strategy” Sept 2022 Deloitte
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MEASUREMENT TOOLS

Measurement Purity:
Causal measures, tracking revenue generating outcomes

More recommended

A

Business
outcomes

Validated proxy

METRIC

Unvalidated
proxy metric

MMM/MTA on sales

Total Sales (Uncalibrated)

Validated rule-based

- A/B tests
attribution

Attribution or counting
(i.e., total clicks)

MMM/MTA on sales
(Calibrated)

Data Driven Attribution
(On site outcome)

Where you want to be
with methods

Sales & Conversion

Non-incremental
Models

Uncalibrated
models

Calibrated
models

METHOD

Where you want to be
Experiments with metrics
Brand
Experiments
> More recommended

Randomized
experiments
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MEASUREMENT TOOLS

In practice...
Different toolsets come with strengths & challenges

MEASUREMENT SCOPE ACCURACY SPEED

Cross-channel Causal incremental lift Frequency, real time

Strength in scope: Broadest cross-channel
Modelling measurement, unaffected by signal change
Marketing mix modelling Weaknesses: Lacks the precision of some experimental methods

Strength in accuracy: Precise, causal
incremental lift measurement that is

'@’ Experiments

‘ Conversion +
geolift studies

actionable
Weaknesses: Narrower in scope

¢ Attribution
Google analytics, Ads

Manager, web
analytics

Strength in speed: Quickest, most
readily available measurement

Weaknesses: Lacks actionability withoutincremental
measurement, and is significantly affected by signal change

= Strong = Average = Weak
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MEASUREMENT TOOLS

Using experiments to
check on other
measures

Illustrative example of an integrated

process

CROSS-CHANNEL

BUDGETING STRATEGY
Cadence: Annually or quarterly
Solution: Modeling (MMM)
Strength: Scope

process of calibration

EVALUATION OF

CALIBRATION
Experimental lift testing can be used to adjust MMM

DAY-TO-DAY MEDIA MANAGEMENT
Cadence: Weekly or monthly
Solution: Attribution / Ad Tools
Strength: Speed

and attribution metrics to be more rigorous through a

TACTIC/PLATFORM PERFORMANCE

Q Cadence: Quarterly or ad hoc
Solution: Experiments

Strength: Rigor
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INCREMENTALITY IN ACTION

Andrew Eckford
Marketing Science Lead

N Meta

Bryan Richardson Joe Robinson
Group Social Media Manager Digital Marketing Manager

SRG,

SPOTLIGHT RETAIL GROUP
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INCREMENTALITY IN ACTION

CONTEXT:
Review credit being allocated to media channels
Understand the incremental impact of Meta

EXPERIMENT APPROACH:
Test & control (Meta campaigns) on driving purchases
Assess purchases caused by Meta;

Compare the results with attribution reports

RESULT FOR SPOTLIGHT:

13% lift in online purchases amongst those exposed to ads on Meta

2.3x online conversions shown by lift vs attribution (on same ads)

EXPERIMENT CALIBRATE
Experimental tracking purchases Adjust interpretation of attribution
based on exposure to Meta based on experimental results

(randomised test vs control)

SPOTLIGHT RETAIL GROUP




INCREMENTALITY IN ACTION

CONTEXT:
Review credit being allocated to media channels
Understand the interaction between social & search

EXPERIMENT APPROACH:
Randomised test & control (exposure on Meta campaigns)
Track search-referred traffic (through UTM patterns)

Assess how much search traffic was influenced by social

RESULT FOR P&O:

38% lift in paid search traffic amongst those exposed to ads on Meta

11% of paid search sales influenced by exposure to Meta ads

CALIBRATION SEARCH ATTRIBUTED

Experimental tracking of volume of Q Assess channel credit in attribution,

search behaviour based on exposure based on values from experiment

to upstream ads PROUDLY CRUISING AS
Afcamival N 2025




INCREMENTALITY IN ACTION

Andrew Eckford
Marketing Science Lead

N Meta

Bryan Richardson Joe Robinson
Group Social Media Manager Digital Marketing Manager

SRG,

SPOTLIGHT RETAIL GROUP
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INCREMENTALITY IN ACTION

‘Digital advertising campaign — cruise ‘Digital advertising campaign — fabric,
liner’ craft, dressmaking’
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