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Today’s meeting
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1. The MMA – Focus on Future of Marketing 
2. MATT’s mission and overview of deliverables
3. State of MTA based on MMA annual benchmark survey
4. A preview of MMA MATT Data sharing in the age of MTA paper –

coming soon!
5. 2019 new initiatives: journey map and Brand versus performance study
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MMA Operating Agenda is Set Based on MMA Purpose
WHO (The People We Serve):
Prime Audience: Chief Marketers 

WHY (Our Reason for Being):
Purpose: To accelerate the transformation and innovation of marketing through mobile, 
driving business growth with closer and stronger consumer engagement.

WHAT (Our Strategic Priorities):
Primary Focus:

1. Demonstrating Measurement and Impact: proving effectiveness and optimizing impact
2. Cultivating Inspiration: aimed at the Chief Marketer; guiding best practices and 

driving innovation
3. Building Capability for Success: fostering know-how and confidence within the 

Chief Marketer’s organization
Secondary Focus:

Advocacy – monitoring and maintenance activity only; via partnership with the DAA
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2019 MMA Operating Agenda 
Measurement, Capabilities, Innovation & Member Value
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Measurement
1. MATT – Future of Marketing 

Attribution Think Tank
a. Support marketers via Phase II Data 

releases and provide in-house support

b. Continue seeking bigger MTA agenda (BaP)

2. Mobile Cognition Consortium Study

3. SMoX Results Rollout:
a. Complete ALL Wave II studies

b. Deliver in-house to xx marketers, share at 

15+ MMA events

Innovation (Creativity)
1. Key Global Events

a. CEO & CMO Summit (Sonoma)

b. MMA INNOVATE & IMPACT

2. SMARTIES Awards
a. Build out  Business Impact index

3. Case Study Hub relaunch
a. Relaunch, measure & expand

Member Value & Engagement
1. Peer Groups (MM25 plus Member Committees)

2. Marketer Webinars (xx+)

3. White Papers / Trends / Guidance reports

4. Regional Events (MMA Forums in 15 countries)

5. Global Board offsite

Capabilities
1. MOSTT – Future of Marketing Org 

Structure Think Tank
a. Develop the M.A.R.S. insights into a 

tool that is released
b. Expand the M.A.R.S. agenda 

2. Future of Brand Safety Council -
SAVE

3. Future of Mobile Fraud Council
4. Customer Centricity in Age of 

Mobile  
1. (Aka) Mobile Maturity initially defined for 

marketers

Industry Protection
1. Development of data management 

practices in the area of location

Started past years

Added in 2018

New for2019Le
ge

n
d



What MMA is Expected  to Release in 2019
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MATT
MATT-Benchmark of Marketers views of MTA 2019 (VB/JR)
MATT-MTA Journey Map  (JR)
MATT-Walled Garden Strategy Guide (JR)
MATT-BaP – Prewave Results of first 3 studies (VB/JR )
MATT-What CMOs Need to Know About…MTA (JR)
MATT-MMM vs MTA Document (Prelim) (JR)
MATT-Omni Channel Data Strategy (Prelim) (JR )
MATT-formation of Publishers on MTA (Prelim) (JR) 
MATT-Relaunch of MATT Program with simpler insight series (JR )

SMoX
SMoX-Ford Case Study (VB)
SMoX-MillerCoors Case Study (VB)

SAVE
SAVE-Brand Safety Strategy Template Guide (GS)
SAVE-Brand Safety Research Project (GS)
SAVE-Brand Safety Vendor Guide (Prelim) (GS)

MOSTT
MOSTT-M.A.R.S. Capabilites Diagnostic Tool (GS)
MOSTT-M.A.R.S. Initial Benchmark Results from Tool (GS)
MOSTT-Insource/Outsource Diagnostic Tool (GS)
MOSTT-Insource/Outsource Diagnostic Research Results (GS)
MOSTT-What CMOs Need to Know About…Insourcing vs. Outsourcing (GS)

FUTURE OF…
Future of Mobile Fraud-Global Survey Research on Marketers Views (VB)
Future of Mobile Fraud-Regional Marketer Survey (VB)
Future of Mobile Fraud- Diagnostic Tool to Assess Fraud Risk (prelim) (VB)
Future of Mobile Fraud-Guidance Report Fraud Types and Best Practices (prelim ) (VB)
Future of ……5G Report (TBD)
Future of ……AI Report (TBD)
Future of…. VR/AR Report (TBD)
Future of… IoT (TBD )
Future of …… Marketing Advisory Council (formation) (TBD)

COGNITION
Cognition-Triggering cognition in the age of short attention spans: Neuroscience Research results and 

implications for creative (VB)

COMMITTEES
Messaging Committee- What is RCS? Progress Report (LS)
Messaging Committee- What is Current State RCS Progress Report (prelim) (LS)
Messaging Committee- Advanced RCS Progress Report (prelim) (LS)
Messaging Committee-The guide to 10-digit long code - 10DLC (LS)

Mobile Programmatic Committee Terminology Guide (LS)
Mobile Programmatic Committee-First guidance report on in-app header bidding (prelim) (LS)
Mobile Programmatic Committee-Guidance report on the adoption of viewability and brand safety 

measures across the mobile programmatic ecosystem (prelim) (LS)

Mobile Programmatic & Mobile Video Committee – Joint Guidance Report in Three Parts: 
1) Intro and Why Mobile is Not Desktop;
2) Buying Challenges and Caveats
3) Understanding & Leveraging Creative Options and Conclusions.

Video Committee- Measurement Report on Lengths & Data (LS)

LOCATION
Location Data (Cuebiq- Survey of Marketers to identify their concerns and priorities with data accuracy 

and transparency (data fraud), quality, sources of data, and alternate use cases for location data. (SD)
Creation of a Cuebiq/marketer led Location Council (SD)
Location Committee-Other items TBD after Location Council of brands and sellers identify issues to 

address (LS)

Co-branded Jumpshot/MMA Consumer Trends/Path-to-Purchase Insights Report (SD)

SMARTIES
SMARTIES-9 Countries SMARTIES Awards (NA, UK, Spain, Turkey, South Africa, MENA, India, Vietnam, 

Indonesia, China)
SMARTES-4 Regional SMARTIES Awards (EMEA, LATAM, APAC) (MDs)
Global SMARTIES Awards (SD)
Business Impact Index (BII) on Mobile Creative Excellence (Global + 4 Regions) (BP)
Global and North America Smarties Trends Report (SD+BP)



MATT’s MTA Mission…
This is where we started

8 Based on MMA Survey from November 2018.

More specifically:
1) Make multi-touch attribution (MTA) easier to implement
2) Create a knowledge sharing and discussion environment that builds 

confidence in MTA
3) Provide the industry with a go-to resource center for MTA



MATT’s MTA Toolkit for 
Marketers…https://www.mmaglobal.com/matt
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MTA Decision Guide™
- MTA Landscape Report
- MTA Provider Scoring Tool
- MTA Request for Information
- 4-Part Intro to MTA Webinar

MTA Tactical 
Success Guide™

MMA MTA Data 
Map™

Data 
Acquisition RFI™

Data Sharing™

MTA Data 
Strategy Guide™

Part 1: 
Intro to Multi-Touch Attribution 

(MTA) Methods 

Part 2: 
Selecting the Best MTA Provider 

For Your Needs

Part 3: 
Making Sense of Attribution 

Approaches

Part 4: 
Leveraging MTA to Improve 

Marketing Effectiveness

4 QUARTERLY 
BENCHMARK 

SURVEYS

Released Dec ‘17

Released June ‘18

Released Sept ‘17Released Nov‘16 Released Jan ‘17

Se
le

ct
…

and Apply…

with
Confidence

New!

Coming
soon!

MTA Journey Map™

Coming
soon!



State of MTA 
2018

Marketer Benchmark 
Survey results– Now 

online! 
https://www.mmaglobal.com/

matt 
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State of MTA Benchmark Survey
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80% North America 560+ 
Participants

60% End Users3 years 
Annual Survey

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



State of MTA – key findings from MATT’s 2018 
annual benchmark survey
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*$31.4=$237.7 (USA total ad spend) x 33% (% of the 2018 advertising spend impacted by MTA) x 40% (% of MTA users in the market)

34% 37% 40%

66% 63% 60%

0%

20%

40%

60%

80%

100%

2016 2017 2018

MTA non-usage

MTA Usage

MTA grew by 
18%, reaching 
40% of the 
market.

Ø For companies who have fully adopted an attribution process, 49% of their advertising 
spend is covered by MTA modeling.

Ø Among those companies who use MTA, an improvement of 9% in marketing ROI was 
reported due to their implementation of an MTA solution. 

34%

66%

Ad spend analyzed by MTA Non-analyzed ad spend

…Which equates 
to $31.4 billion* 
of USA ad 
spending.



Data sharing in 
the age of MTA, 
GDPR & Walled 

Gardens

White paper coming 
soon, MATT of the 
MMA



Walled Gardens: data restrictions and workaround 
strategies
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Facts:
User ID sharing has gotten tighter 
in a GDPR environment
MTA providers vary in their 
permission to access certain data

Key parts of document:
1. General data sharing restrictions
2. Data sharing practices by 

publisher for MTA
3. Available workaround strategies

Overall:
A walled garden practice is when 
publishers decide not to provide access to 
data about linking many types of ad 
exposures to conversion outcomes. 

The paper provides a description of the 
blockages for data sharing that walled 
garden practices present, the problems 
these cause for MTA, and what effective 
workarounds might be.

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



Limitations on MTA due to linkability issues
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Limits data completeness
MTA requires user-level analysis 
in order to get the right 
answers
The ability to determine the 
effectiveness of ad serving is 
impaired as it cannot be 
properly analyzed

Limits accuracy
Limits data on where and how 
frequently a converted user 
was exposed to messaging
Provides biased attribution to 
trackable marketing events as 
compared to non trackable –
creating an inaccuracy in 
contribution of one media 
versus another.



There are four response strategies -- which are not mutually exclusive -- for 
implementing MTA despite Walled Garden practices:

1. Go all-in with one of the publishers offering a clean room approach.
2. Switch ad servers to one that does not restrict IDs.
3. Use an MTA provider which can leverage an approved tagging system.
4. Create an ‘uber-model,’ combining the characteristics of MMM and 

MTA (and possibly A/B testing). 

Workarounds Strategies

16



Data Sharing Practices of Top Media Companies for Independent Attribution Analysis
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Facebook Google NBC
Universal Twitter Snapchat Microsoft Oath Pandora Amazon

BRIEF INTRO

MEDIA CHANNELS

Mobile Web
Video

Display

Search

In-App
Video

Display

Search

Desktop
Video

Display

Search



Data Sharing Practices of Top Media Companies for Independent Attribution Analysis
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Publisher A (PA) Publisher B  (PB)
MEDIA CHANNELS
In-App
Video Not linkable Depends on the app publisher and what they choose to expose. Some 

mobile ad servers/DSPs PB works with can also provide linkable ad 
serving information.

Display Not linkable Depends on the app publisher and what they choose to expose. Some 
mobile ad servers/DSPs PB works with can also provide linkable ad 
serving information.

Search N/A Clicks can be tracked if landing page by marketer set up properly
Desktop
Video Not linkable. PA does support 

click tracking, but user data is 
never shared 

Tracking via approved tags or ad server logs that provide IDs for 
integration. Note: DCM plans to remove IDs sometime during 2019. PB 
can also provide logfile data with matchable IDs.

Display Not linkable. PA does support 
click tracking, but user data is 
never shared 

Tracking via approved tags or ad server logs that provide IDs for 
integration. Note: DCM plans to remove IDs sometime during 2019. PB 
can also provide logfile data with matchable IDs.

Search N/A Clicks can be tracked if landing page by marketer set up properly



2019 MATT  

Looking into the future
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MATT MTA Journey Map
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Overall:
Identifies the challenges  and obstacles marketers face 
in the MTA process, and maps out marketers’ journey 
from the stage of gaining familiarity with MTA to the 
stage of successful deployment

Only 40% of marketers reported some usage of 
MTA
Only 13% of marketers reported being in the final 
stage of MTA successful deployment 

Facts*:
Key part of document: Utilizing MATT deliverables 
1. Details the steps where each of MATT 

deliverables can become handy
2. Provides an overview/guideline of the process 

required for successful MTA implementation
* Based on survey conducted in November 2018



The MMA is tackling one of the biggest issues in 
marketing today…

How to resolve the tension between performance and brand marketing

21

IS BRANDING “RAINBOWS & 
UNICORNS”?

“Digital is about performance and delivers.
Brand marketers don’t have the same
proof; it’s like we’re selling rainbows and
unicorns because attribution models don’t
truly capture the contribution of the brand
to the growth of the business!”

Major Marketer



1. We will be conducting a series of 
deterministic studies 

2. A number of publishers have signed up 
and committed to subsidizing much of 
the cost

3. Studies are expected to begin late 
second quarter

4. A couple of marketer slots still available

Brand as Performance (BaP) 

22
Confidential: Cannot be shared without permission from the Mobile Marketing Association

Deterministic first party  
list  of onboarded 
IDs (500,000)

DSP and publisher  
on-boarding

Conversions Brand lift from 
surveys

MTA supported by 
design of 
experiments

Quantify the full effects of brand building vs. driving 
performance over time…and understand the relative 
contribution of media tactics towards each goal

10-12 major media tactics 
including 
addressable TV



MATT Unplugged is a one-day event bringing together marketers, attribution experts 
and other thought-leaders to discuss and define the future of marketing measurement.


