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LETTER FROM CEO

Marketers need to implement Multi-Touch Attribution now -- and they know it.

MMA MTA DATAMAP

Represents the creation of

That’s why, our MATT initiative has been collaborating with member working groups unified user data that brings
of over 50 global brands to build the critical tools needed for marketers to select ar ﬁ?.ﬁ:':;ﬁ::::::&:::'ieﬁ:i'::.e

solutions with confidence e
As part of this process, we uncovered that successful MTA deployment begi
strategy. As a first step, we created the enclosed MTA DataMap™, designed
tool of all of the data needed for successful MTA execution.
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* How can Aggregate Data be tied back to Unified User IDs? data to calculate ROL.
« What are the components of Linkable Marketing?
« How does First, Second and Third Party Data flow into creating Auc

The MTA DataMap poster visualizes all of this and more, giving you
can interact and be integrated to create a successful MTA data strs

to it frequently, but also hang it prominently in your office! Desktop

The main data categories, which
include Linkable Marketing,
Aggregate Data, Conversions

These new tools build on other MTA solutions from MMA’s Market and Audience Segments.
and there is more in development.
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* The full guide is currently available to MMA members.

The important sub-types of data,
such as desktop and mobile.

ATELY, BEING SUCCESSFUL AT MTA REQUIRES THE FOLLOWING:
1. Linking together four types of data at the user level.

3 Unified User IDs, so that, for example, the ad impression on a mobile device can be linked to the conversion on a desktop.

3. Recognizing that each type of data has sub-types that each require their own technology and data strategy.
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Conversions are behaviors that are
either sales, upstream indicators of
sales, or survey-based measures of
brand preference. Because the goal

of a marketer is to generate more
conversions, this becomes the outcome
measure when modeling effectiveness.
Digital conversions are the easiest to
link. Store visits can be linked if the
marketer has access to mobile location
data. Offline sales can be linked if the
marketer has access to customer IDs or
via some registration process that calls
for PII.



GLOSSARY OF TERMS
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Unified User ID:

RING 1
Non-Linkable Data:

Conversions:
Linkable Marketing:
Audience Segments:
First party:

Second party:

Third party:
Movable Middle:

RING 2
Ad IDs:

Beacons:
Cookies:
DMA:

Frequent Shopper Data:

Location/GPS:

Onboarded Match:

Pixels:

Plug #s:

Probability of Exposure:

WiFi:
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