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Want to know the
TRUTH?
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See how deep the
rabbit hole goes




TRACKING EVERYWHERE
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FOCUSING ON QUALITY-DRIVEN KPIs
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Facebook ROI

Aggregated Performance Report e

Export Table

in-app- in-app-

- Loyals/Install
Conversion
purchase purchase

Campaign Campaign id | Impressions  Clicks nstalls Sessions  Loyals Rate R Average oCHI
Rate .9, (avg. $0.8%)

Nanigans_25-
30 F JP-TOK
Adquant_25-30
M US-CA
SocialClick_25-
30 F BR-SAO
Nanigans_31-
35 M JP-TOK

Adquant_25-30
M UK-LON

Adquant_31-35
M US-CA
Adguant_25-30
F US-CA
Adquant_31-35
F UK-LON
SocialClick_25-
30 M BR-SAO
Nanigans_31-
35 F JP-TOK
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108,369
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135,069

5,911 1,037

4,324

1,126

18,664

7,321

7,288

17,711

17.54%

20.50%

13.11%

13.91%

15.45%

15.13%

14.88%

15.93%

15.99%

7.22%

1,386

7,175

1,974

1,848

1,834

1,806

5,306

1,806

1,043

1,771

(avg. 48.81%)

496 47.83%

2,657 61.45%

441 39.17%

589 48.36%

487 41.80%

$624.00

$3,723.00

$520.00

$541.00

$848.00

$571.00

$3,037.00

$793.00

$416.00

$1,841.00

Unique users) (Event counter)

287 3,500

2,464 15,050

616 3,906

3,087

4,424

3,507

9,233

4,025

3,668

4,410
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GOING BEYOND LAST CLICK ATTRIBUTION

FIRST ASSIST n

User is exposed to an ad for the first
time on a content centric network

SECOND ASSIST

User clicks on an ad but
doesn't install the app

THIRD AssisT W

User clicks on a similar ad for the
same app but still doesn't install it

LAST TOUCH - GOAL! C,Q,.g,s)gk’

User searches for the app, clicks on
a text ad and completes the installation
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GOING BEYOND LAST CLICK ATTRIBUTION

| | Significant value
Assisted Installs Share per Media Source e contributing to

conversions
100%
[ ]

75%
50%

25%

0%

\?‘prsFIqer



MAXIMIZING TRUE ROI POTENTIAL

_ _ Transferring dat Enabling advanced
Measuring detailed ransierring data audience targeting campaigns

user actions to networks in real time (lookalike, retargeting)

In-app event
Add to cart

facebook.
\ I """""""" & .j .......... “ ........ > twitter
criteol.— %
Google X
Example:

; Examples: .'.Users who added a dress
. Price, Content, Type, . priced $50 to the cart, |
. Content ID, Currency . % Users with consumer IDs «
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"] clicked on
an ad that led me
to install an app after
which I've made 3
purchases”

Disconnect

7Sadly, my
LTVis only

$50
e
¥

Connected

O

"When
it's all
connected I'm

worth $350! %

Measuring
Omni-Channel

Impact




Installs,
iN-app
revenue
& cost

Impact of

contributing
sources

(Multi-touch

attribution)

Impact on
omni-channel
revenue




Welcome to the real world!







