Meet MMA’s MATT

The holy-grail of marketing
measurement is Multi-Touch Attribution.

Too bad itis so HARD! Good for MMA.

Greg Stuart May 11, 2017
CEO New York City

Mobile Marketing Association MMA




In September, we said “Say Hello to...”

MAI T

MARKETING ATTRIBUTION THINK TANK

MATT is a community of industry experts committed to rethinking
the world of marketing measurement and attribution; seeking to
give marketers better measurements, tools and confidence in
connecting marketing to business outcomes.

All MMA members are invited to participate in MATT
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SMoX is MTA & While it Show’s Mobile Matter
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But We Started to See a Pattern.
Marketers Could no Longer look at Ads to Know they Worked!

Branding: Sales:
Aided Awareness/
S spent* ROI
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*Index is based on Number of people who became aware of Magnum per S spent.



l" Our First Initiative of MATT is Multi-Touch Attribution

Multi-Touch Attribution: The science of
using advanced analytics

on user level data

to allocate proportional credit

across a granular list of marketing
touchpoints across many, and

hopefully all, online & offline channels,
leading to a desired customer outcome.

Excluded: Traditional MMM, brand tracking and last-touch
attribution methods

MMA




ll' MMA Global Board of Directors

: B o Q) | The @
brands. m n %. A I I State . @ X Ad g)er:g;%ry

Unileaer You're in good hands
John Costello Jack Philbin Carolyn Everson Luis Di Como Sanjay Gupta Stephen Cameron Clayton
Chair Global Vice Chair Global Secretary Exec Comm at Exec Comm at McCarthy Global Chair Emeritus
Former Pres., Global Co-Founder VP, Global Mktg Large Large Global Treasurer CEO & General
Mktg & Innovation & CEO Solutions SVP, Global Media CMO CFO Manager
PN - .
o) CHASEG  Hkrux  {% CHOBANI  samsuné  TUNE
Pete Blackshaw Susan Canavari Tom Chavez Jeff Lucas  Peter McGuinness Marc Mathieu  Peter Hamilton
Global Head, Digital Chief Brand CEO & Co-Founder CRO Chief Mktg & CcMO CEO
Mktg & Social Media Officer Brand Officer
= o7 PG raviomone B ag  Dersen  @ancolony
==r' ' & ' X Ad people ads want
John Kosner llonka Laviz Bill Lonergan Tim Dipanshu Sharma Dave Morgan Will Kassoy
EVP & GM, Digital & Global Digital Mktg CEO Mahoney Founder & CEO CEO CEO
Print Media Dir., Global eBusiness CMO
g Adsmovil

: o\
I - -Mobile- vs\nvs Marriottt.  PANDORA Google  SAMSUNG

Al David L mastercard. Alberto Banano —
Andrew Tom  Karin Timpone John H an EMEaAVé . gigleelgep Michael Donnelly Pardo
Sherrard Kenney Global Mktg Trimble ygesen NA Regional Rep  LATAM Regional Rep

Americas Marketing

NORILE MARKETING ASSOCIATION

Greg Stuart
MMA President
CEO

UBER

Kellyn Kenny
VP,
Marketing

Ivan Pollard
SVP, Strategic
Marketing

2 LATAM

Ernesto Echeverri
LATAM Regional Rep

Dir. Mktg USA,

Canada & Caribbean

CMO CEO Officer CRO President, MO SVP, Global Digital ~ Founder & CEO MM



l" MMA North America Board of Directors
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MATT’s MTA
Governance

To ensure future success, the
following governance was
established for the MTA

program

MMA Global Board

of Directors

Global and NA Board MTA Marketers Council
(24+ members of MMA Boards)

MMA Board
MTA Steering Executive Committee

MMA Staff

MTA Subject Matter Expert (Joel Rubinson)
MATT Director (Mike Lewandowski)

MMA Attribution
Technical Advisory Task Force

MMA Attribution
Marketer Advisory Task Force

Role:
* Advise on the deliverable to MMA
membership and industry at large

* Answers the question “What do | need from
MTA that will impact marketing decisions on
digital, mobile and marketing spend?”

* Vet and validate methodology/math

* Provide input on methodologies that are
trustworthy and powerful, validation evidence
that is believable, data quality that makes
providers’ systems dependable and accurate

Bank of America, Choice Hotels, Colgate-
Palmolive, Dunkin’ Brands, Johnson & Johnson,
Nestle, T-Mobile, Unilever. etc.

Allstate, American Express, Bank of America,

Choice Hotels, Colgate-Palmolive, T-Mobile,
Unilever, etc.

MSI:
Marketing Science Institute

Role:

* Vet and validate methodology/math (see
Tech Advisory Task Force role for more specifics)
* Add expertise and independence

Earl Taylor, CMO, MSI

Academic experts from : Boston College,
Northeastern, Temple, Texas A&M, etc.
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e

BankofAmerlca AIIstate

0 ol
fIbWerscom ____ E& i SAMSUNG

UBER | - Unillever
@ . er;a'es CHASE O

Wendys

e ZURlCHw EXTRADE
CHOBANI © MillerCoors: s
. |: - -Mobile-
Gy B3
,\\amoﬂ



"l MMA’s MTA — The Journey So Far: Phase | & Il into Phase Il

Global Board Kicks Off Project

Q3 2016 Q4 2016 — Q2 2017
4-Part MTA
Webinar Series
‘ for Marketers
Guidance for
Marketers on how to
choose the right
providers
Marketer
‘ ‘ " Survey Il
Marketer Needs/Practices Identify Providers ' MTA Landscape Frameworks and Tools Working Groups
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To Summarize: MMA'’s goal for

the MATT MTA initiative is to help marketers...

£

Select”and apply...
[MTA Solutions] gj:ﬁﬂ
(on avg.)

...with confidencey
MMA

12 Confidential: Cannot be shared without permission from the Mobile Marketing Association



I" Key MATT MTA Deliverables to Date

The Report: Multi-Touch Attribution MTA REl Tem
plate
A comprehensive Q:;f;";gqtea"d Landscape 4-Part MATT MTA

gUide to MTA What marketers need to drive marketing Weblnar Serles

productivity in a digital, mobile age

Motde Mateting Assin ot <o

Part 1:
Request for Intro to Multi-Touch Attribution
Information (MTA) Methods

Multi-Touch Part 2:
Attribution Solutions Selecting the Best MTA Provider
For Your Needs

Scoring Tool:

To help with MMA : : ; Part 3:
evaluation D } | == - : Making Sense of Attribution
Marketing ' 5 Approaches
Attribution Decision c ' :
wder Sconng Workiheet > Part 4:

Leveraging MTA to Improve
Marketing Effectiveness

*The Decision Guide is available for members only at http://www.mmaglobal.com/matt/education.

MMA
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||| MMA'’s MTA — The Journey So Far: Phase | & |l into Phase Il

Global Board Kicks Off Project
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MATT’S MTA MMA Global Board Al et

America Board of

of Directors

Gove rna nce Directors

Global and NA Board MTA Marketers Council
To ensure future success, the (24+ members of MMA Boards)

following governance was

established for the MTA MMA Board
MTA Steering Executive Committee

MMA Staff
MTA Subject Matter Expert (Joel Rubinson)
MATT Director (Mike Lewandowski)

program
v
MMA Attribution MMA Attribution MSI:

Marketer Advisory Task Force Technical Advisory Task Force Marketing Science Institute
Role: Role: Role:
* Advise on the deliverable to MMA * Vet and validate methodology/math * Vet and validate methodology/math (see
membership and industry at large * Provide input on methodologies that are Tech Advisory Task Force role for more specifics)

—»> * Answers the question “What do | need from > trustworthy and powerful, validation evidence —»> * Add expertise and independence
MTA that will impact marketing decisions on that is believable, data quality that makes
digital, mobile and marketing spend?” providers’ systems dependable and accurate
Allstate, American Express, Bank of America, Bank of America, Choice Hotels, Colgate- Earl Taylor, CMO, MSI

BY Choice Hotels, Colgate-Palmolive, T-Mobile, Palmolive, Dunkin’ Brands, Johnson & Johnson, Academic experts from : Boston College,
Unilever, etc. Nestle, T-Mobile, Unilever. etc. Northeastern, Temple, Texas A&M, etc.

I
MATT Working Groups
N ew 2-3 Groups Focused on Priority Activities
—_=

Data Quality &

Phase Il Walled Gardens To Be Added

Accuracy
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||| Data Quality & Accuracy Working Group
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What We Hope to Accomplish? ttiocia @ CHOBANI
1. Standards for Data Disclosure and Accuracy
2. Data Readiness Guidance for successful MTA
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One of First Projects: Mapping MTA data

a. MTA requires linking together 4
types of data at the user level

b. MTA also needs devices to be
mapped to Unified User IDs so
that, for example, the ad
impression on a mobile device
can linked to the conversion on

a desktop
c. Each type of data has sub-types,

and each requires their own
technology

17



Linkable marketing
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Other aggregate data



So, how did the story end:

i
o
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Profiling, to get to the



MATT DataMap

MARKETING ATTRIBUTION THINK TANK

a. MTA requires linking

together 4 types of data at

the user level

b. MTA also needs devices to
be mapped to Unified
User IDs so that, for
example, the ad
impression on a mobile
device can linked to the
conversion on a desktop
c. Each type of data has sub-
types, and each requires
their own technology and
data strategy for MTA to
be successful

Clicked
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social

Desktop
Smart TV
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||| Walled Gardens Working Group

What We Hope to Accomplish?

Lower the Walled Gardens by:
1. Transparency and verification
2. Standardization of terms and metrics
3. Making advertising data ‘linkable’

Why Does it Matter?
The only way to gain an accurate view of what is

working is to gain a complete picture, paving the
way for Agile Marketing

24
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||| Want to Get Involved?

Reach out to any MMA staff member

or send an email to
MATT@mmaglobal.com
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