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PREDICTING THE FUTURE:
How accurate attribution can optimise, 
inform and improve the performance of 

your marketing campaigns
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Challenge 01:
“It’s the biggest change in 
digital targeting and attribution 
since 1994. How can I keep up?”

Challenge 02:
“The breadth of engagement 
across omnichannel customer 
lifecycle is overwhelming.”
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Challenge 01

1994 Cookies created

2017 Apple introduces Intelligent 
Tracking Prevent to identify and 
block tracking cookies

CDR introduced

2018 GDPR comes into effect

No cookies on Safari and Firefox

2019 Apple and Firefox 
block 3P cookies by default

2020 Google announces that 3P 
cookies will be phased out

CCPA introduced



Martech Summit | Predicting the future | Andy Houstoun

Challenge 02:
“The breadth of engagement 
across omnichannel customer 
lifecycle is overwhelming.”

Challenge 01:
“It’s the biggest change in 
digital targeting and attribution 
since 1994. How can I keep up?”
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Different channels = 

➔ Different consent capture

➔ Different targeting

➔ Different measurement

Challenge 02
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The biggest issues facing marketers in the future…

Gathering consent Bad targeting decisions Attribution measurement/silos
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The biggest issues facing marketers in the future…

Gathering consent Bad targeting decisions Attribution/measurement silos
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The biggest issues facing marketers in the future…

Gathering consent Bad targeting decisions
Attribution/ 

measurement silos
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Future data signal triangulation: Option 01

DETERMINISTIC
Adoption and reach

PROBABILISTIC
Accuracy and recency

DIGITAL SIGNAL AGGREGATIONS
Access and internal capability
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Future data signal triangulation: Option 02

DETERMINISTIC
Adoption and reach

PROBABILISTIC
Accuracy and recency

DIGITAL SIGNAL AGGREGATIONS
Access and internal capability

https://amiunique.org/fp

https://amiunique.org/fp
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Future data signal triangulation: Option 03

DETERMINISTIC
Adoption and reach

PROBABILISTIC
Accuracy and recency

DIGITAL SIGNAL 
AGGREGATIONS

Access and internal capability
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So…
Start by solving your 
measurement challenge:

Try a connected media 
approach through total media 
attribution

Create a unified approach to solve your attribution gap

➔ Building & Training attribution model against historic 
data

➔ Measuring performance of all types of channels in 
real-time

➔ Helping you Predicting the future

As it will also solves your targeting challenges…
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The framework for Predicting the Future with Total 
Media Attribution

Bayesian methods for 
media mix modelling with 

carryover and shape effects

THE STARTING POINT INPUTS OUTPUTS

Quarter +1 GTM strategies

Marketing spends

Micro factors such as competitor 
and product demand

Macro factors such as Covid-19 
cases, Inflation, Unemployment

Geo offline matrix

Soft conversion 
digital engagement

Hard conversions booking
and revenue

Based on a GTM plan, the model can 
predict revenue and compare this to 

overall targets

Target modelling

Channel spend can be linked to an 
impact across products

Product level modelling

Based on a spend and target, 
the model can recommend a

mix of channels

Marketing mix modelling
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Leveraging data signals for efficiency – 3 to 1 

PLANNINGTARGETINGMEASUREMENT
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SPEAK TO 
AN EXPERT
Want to know how we can help 
build you an intelligent lifecycle marketing 
campaign? 

ANDY HOUSTOUN
Chief Commercial Officer

ahoustoun@crimtan.com
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Visit the Crimtan 
stand or scan the 
QR code to get our 
full guide to accurate 
attribution. 


