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We thought it was just proving ROI of Mobile

Marketing measurement is out of touch

Challenge is that it’s hard, and early. But still critical

So we are working on that too



In spite of Mobile 
being the single 

greatest revolution in 
consumer media 

habits in our 
generation
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MOBILE OFFERS A 

BIG OPPORTUNITY 

BUT MIX STILL 

REALLY MATTERS
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MEASURING MOBILE IS 
NOT THE ISSUE. IT IS 

MEASURING THE 
WHOLE MARKETING 
STACK, “IN ALL IT’S 
PERMUTATIONS” IS 

CRITICAL.
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“IF YOU CAN’T HAVE A 
CONVERSATION ABOUT PIXELS 
OR ATTRIBUTION MODELS, YOU 

ARE A MARKETER OF THE 
PAST.”

“THE FUTURE OF MARKETING IS 
FOUR WORDS: GREAT STORIES 

WELL TOLD”

“WE ARE INCREASINGLY 
WORKING TO ELIMINATE PAIN 

POINTS AND MAKE IT MORE 
CONVENIENT FOR OUR GUESTS 

TO DO BUSINESS WITH US”






