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RESEARCH BRIEF: Conversion Attribution
Topic Overview
“Typically, between 93-95% of audience
engagements with online advertising receive no

credit at all when advertisers review campaign ROI.”
- Microsoft’s Atlas Institute
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The Flaw of the Last Ad Clicked
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- Atlas Institute thought papetonversion Attribution”

Benefits of Conversion Attribution Beyond the “Last Ad Clicked”
O L

L}
-
™

-
WO

l_lrl'illlrj:'r

2 1
- IR
"g' -
& all
( ) ! )
2 4
3 & 5 :
2
$67 , ] '
*+ ! a 1,000 2,000 3,000 4,000 5,000 6,000 7,000
67 1 1 Conversions
*+ 89
1 ! " % %&&" (

“Conversion” defined:
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Benefits of Conversion Attribution Beyond the “Last Ad Clicked”
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What Influences Users to Purchase Online?

First-Time Purchasers
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Site Overlap Influences Conversions
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Search and Display Work Best Together
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an 89% Lift in Offline Purchases !
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- " Close The Loop. Understanding the Synergy Between
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% Making A Purchase on the Advertiser Site
(Retail Only)
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Online $$ per 000 Exposed
(Retail Only)
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Search and Display Advertising” (Yahoo! 2007)
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