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Measuring Your Business
If you’re a marketer in today’s business world, you’ve no doubt heard about and likely use some 
form of marketing analytics. The most common solutions can provide some help when making 
decisions about your campaigns and see how they’re performing. At its core, marketing analytics 
should be thought of as the measurement and evaluation of your marketing programs and 
campaigns, and their performance. This will give you the insights needed in order to maximize 
the effectiveness of your marketing and see a better return on investment (ROI). 

In this modern, high-tech world where the devices connected to the Internet now can be 
counted in the billions, the sheer volume of data that’s available can seem overwhelming. 
The important thing to remember is that’s it’s not about the quantity of data, it’s the quality. 
Having the right solutions to help you filter and find the truly relevant data and metrics can 
make the difference between getting ahead of the competition or falling behind. 

On a basic (and very popular) level, most people think this involves using a program 
like Google Analytics to track web clicks and site traffic, rank page views, or conduct a 
search for keyword volumes using Google AdWords to ensure you’re using the correct 
keywords to improve your search rankings. But in reality, this is actually “web analytics” 
and not “marketing analytics”. While web analytics can provide insights about consumer 
engagement and response, they can’t tell you how your marketing activities are performing 
across different channels. It’s simply a way to track clicks or search rankings without 
explaining what is driving your financial outcomes. 

The customer journey to purchase is now more complex with all the different marketing 
channels in the connected world. To truly see how effective your marketing was, you 
need to see where the customer went, how they interacted with both online and offline 
factors, and what ultimately influenced them to buy.

The important thing to remember is that’s it’s not about the quantity 
of data, it’s the quality. Having the right solutions to help you filter 
and find the truly relevant data and metrics can make the difference 
between getting ahead of the competition or falling behind.
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There are two types of sophisticated marketing analytics programs — Multi-Touch 
Attribution (MTA) and Marketing Mix Modeling (MMM). Historically, these have been offered 
as separate analytics solutions. However, Neustar and some other organizations have 
blended their MTA and MMM into a single solution that provides an incredible powerful 
analytics tool. When considering a marketing analytics vendor, it’s important to ask if they 
offer strong stand-alone solutions for each to ensure you are getting the most advanced 
measurements. If they don’t, it’s not a truly blended MTA/MMM solution. What you’ll be 
getting is simply an augmented MTA or augmented MMM that includes a one-time model 
creation but it won’t update with new measurements. 

While both track the impact of marketing along the customer journey, they offer different 
insights. MTA is more people-based and offers a greater degree of detail for the short-
term, giving proper credit along the customer journey. MMM provides more of a high-level, 
broad view with a long-term time horizon. 

By using a blended MTA/MMM solution, brands will be able to take advantage of the 
measurements generated by the holistic, fully integrated analytics. This allows you to 
strategically plan over both longer time horizons (quarterly, yearly) and for short-term, 
more tactical reasons. Neustar is a firm believer that the more interconnected your 
analytics are, the more insights you’ll have to inform your decision-making. The following 
is an in-depth look at each as a stand-alone solution.

MOST OF YOUR
SALES ARE:

MOST OF YOUR
MEDIA IS:

YOU HAVE ACCESS 
TO DATA AT:

Online Online

Mixed Mixed

Offline Offline

User Level

Both

Aggregate

Multi-touch
Attribution

Unified
Model

Marketing
Mix Model

A UNIFIED APPROACH TO FIT TODAY’S MARKETING MIX 

Source: Gartner - http://blogs.gartner.com/martin-kihn/should-you-do-attribution-or-mix-modeling-or-both/ 

A UNIFIED APPROACH TO FIT TODAY'S MARKETING MIX

Source: Gartner
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Multi-Touch  
Attribution
Not to overstate the obvious, but we can probably agree 
with the premise that the goal of ultimate marketing 
is to convert consumers into loyal customers. In that 
effort, you might launch a campaign that includes digital 
activities such as banner ads, paid search, social media, 
and an email.

In less sophisticated marketing attribution models, an 
organization simply gives 100% of the credit to the last 
“touchpoint” the customer clicked in their journey 
before making the purchase. This can lead to incorrect 
measurements about which marketing tactics had an effect 
on the customer, ROI duplication, or a lack of buy-in from 
finance on the return of the marketing efforts.

LAST-TOUCH ATTRIBUTION EXAMPLE

0%
paid search

0%
social media

0%
propensity

100%
email

$
purchase

0%
display

PRODUCT X

=
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MULTI-TOUCH ATTRIBUTION EXAMPLE

15%
social media

40%
propensity

20%
paid search

15%
email

$
purchase

10%
display

PRODUCT X

=

With multi-touch attribution (MTA), brands have the 
ability to track the full path the customer took on their 
purchase journey and assign the appropriate level of 
credit to each tactic along the way. This also provides 
insights on a customer’s propensity to buy.

With this level of detailed visibility at your disposal, you 
can truly understand the customer’s path to conversion. 
You can see which media channels work most effectively 
and lead to better brand interactions, concluding with the 
customer turning into a purchaser.
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For example, if you’re trying to target millennials, you can 
employ an MTA model to plan your media spend around 
the channels that have the best chance of reaching them. 
Surveys and studies have shown that an increasing portion 
of this group has been cord-cutting. Based on that 
assumption, you can use MTA to validate the effectiveness 
of your campaign and focus more on the media channels 
that increase the likelihood your target audience will be 
able to consume the media and make a purchase.

These insights can help ROI and reduce wasteful marketing 
spend. It’s far more efficient to invest in media that you 
have reason to believe will be more effective, rather than 
making a guess based on outdated thinking and no metrics 
to back it up.

MTA can help 
answer these 
types of marketing 
questions:
	¡ Which target audience responds 
best to my marketing?

	¡ What marketing channel(s) do  
I use for that target audience?

	¡ What message do I use when  
I market to them?

	¡ How often should I market  
to them?
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Marketing Mix Modeling
A more strategic marketing analytics program, MMM 
has been around for decades and used by companies 
to help in two main ways — understand how their 
marketing investments and other non-marketing 
factors will impact sales over mid- and long-term 
time horizons, and how changes in those investments 
could impact marketing efficiency and sales growth. 
Basically, it’s your marketing crystal ball to try and 
predict the future so you can plan on spending your 
budget wisely. But it’s done in an educated, non-
psychic kind of way.

MMM works by looking at the relationships between 
sales, the things that influenced those sales, and the final 
financial results. When MMM is at its best, it’s able to use 
those insights to help predict what will happen when you 
start changing elements of your marketing investments.

As with all analytic approaches that are trained on 
data, it’s important to test the model performance 
against a holdout period. If the model is producing 
“predictions” that are close to the actual results 
from previous periods, then it’s likely it will be able 
to predict future periods as well. Along the way, it’s 
advised to perform “check-ins” to ensure the model 
can account for any changes in business strategies  
or external events that will impact sales. 

MMM helps answer 
questions as you’re 
planning out what  
to do with your 
marketing initiatives.
	¡ How will the current marketing 
investment mix affect our 6-month, 
1-year, 18-month, 2-year sales goals?

	¡ How will making changes to the current 
marketing mix impact our sales goals? 

	¡ How would Marketing Plan “X” 
influence our brand equity?

	¡ How does advertising for one of  
our brands impact sales on our  
other brands? 

	¡ How do non-media marketing tactics  
— loyalty programs, sponsorships, 
events, CRM, pricing, distribution — 
influence sales?

	¡ How will factors outside our control— 
state of the economy, gas prices, 
weather, competitor marketing and 
pricing — influence sales?
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Next Steps
If you or your organization hasn’t been 
employing MTA or MMM, or you haven’t 
been seeing the results you expected 
and are looking for an upgrade, Neustar 
MarketShare is always ready to show you 
what we can do. We help companies 
get started or improve their analytics 
programs all the time, answering questions 
so marketers feel at ease knowing they’re 
implementing the right marketing analytics 
solution for their needs. 

For more information on our industry-
leading blended MTA/MMM solution, or 
deploying either as a stand-alone, visit 
us at www.marketing.neustar or call 
1-855-898-0036.
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About  
Neustar.

©2020 Neustar, Inc. All rights reserved. All logos, trademarks, servicemarks, registered trademarks, 
and/or registered servicemarks are owned by Neustar, Inc. All other logos, trademarks, servicemarks, 
registered trademarks, and registered servicemarks are the property of their respective owners.

WP-MS-78256-04.29.2020

Neustar is an information services and technology 
company and a leader in identity resolution providing the 
data and technology that enables trusted connections 
between companies and people at the moments that 
matter most. Neustar offers industry-leading solutions in 
Marketing, Risk, Communications, Security and Registry 
that responsibly connect data on people, devices and 
locations, continuously corroborated through billions 
of transactions. Neustar serves more than 8,000 clients 
worldwide, including 60 of the Fortune 100. 

Learn how your company can benefit from the power  
of trusted connections here:

w w w.home.neustar
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