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In 2019 the total spending on search ads will reach up to 2.8 billion Euros and for display advertisment reach up
to 2.1 billion Euros (eMarketer 2015).

There are widely applied static - simplistic and rule-based - attribution approaches in practice as well as a few
dynamic approaches in the scientific community. Are these approaches optimal to measure the efficiency of
marketing activities?

NO because simplistic approaches, only consider one touch point.

NO because rule-based approaches are static, cannot take dynamic change into account and furthermore
neglect non converting sessions.

NO, existing dynamic models are currently not applied in a practical environment due to complexity and
inaccurate results.
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Linear, Position based, U or W weighted

Overview of
modeling approaches

Last click/last interaction, last non-direct click,
first interaction

Using hard Using soft Using Cross-
facts facts Device Data

@ Identify dynamic attribution approaches (structured literature research)
@ Determine evaluation criteria
(mixed method approach - qualitative analysis: expert interviews)
@ Evaluation of scientific literature using the results from the qualitative analysis
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- Derive a mode| Which uses 3 vali
omni-channe| environment

Define data basis and bulld model

step

Google
AdWords

@ Select Data

intelliAd

Google
Analytics

D : AudienceStream
Combine all the

available user tracking and
touchpoints data (e.g. click on a
banner advertisement) generated by
accessing through various channels
(e.g. google search advertisement)
with different devices (e.g. mobile,
tablet, PC)

@ User Stitching

Only valid Cross-Device Data

@ Data Cleanup
@ Modeling

Develop the model for displaying
influences in a cross-device
omni-channel environment

Apply model to the data

(mixed method approach - quantitative part)

@ Datamining

Interpret results and formulate outcomes

@ Evaluation

—\valuate model results

Step Il

Model setup

Model run

Model run at t3

The model implies a new state.

In order to interpret the impact on
the user and measure the
performance of the marketing
action, the two different states in t1
and ts are cnmpared.____..___”

| § ol I 11 _r'- . b 1

Model run at t:

The model implies a state, which
includes the impact of the marketing
activities on the user.

Marketing Action at t2
e.g. publishing a new banner
advertisement campaign.

[V Meeting of

Valencia 01.06.2017

Doctorate

Ole Nass

UNIVERSITAT
POLITECNICA
DE VALENCIA

Program

Programa de Doctorado en Administracion
y Direccion de Empresas (2204)

Thesis supervisors

Prof. José Albors Garrigos (UPV)
Prof. Hermenegildo Gil Gémez (UPV)
Prof. Klaus-Peter Schoeneberg (HAW)

5

L F GO E u LA O

_;

Results and Profits

- Profound analysis of marketing actions influences in a cross-device omni-channel environment
- Apply this knowledge of influencing factors to ...

- understand the user’s behavior.

- evaluate the efficiency of marketing activities.

- improve the marketing activities.

- analyze the impact of each device class differentiated by mobile, tablet, television etc.
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XOected

- Derive a proposal for optimal online marketing budget allocation within a cross-device environment.
- Develop a component for a dynamic attribution model which uses cross-device data sources.
- Present the basis for building a dynamic attribution framework.




