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||| MMA is the Global Industry Trade Assoc. for Marketing
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around in 2013
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lll MMA is (uniquely) the Whole Marketing Ecosystem

MMA is only group that is “big tent” and global. Our programs bigger than just mobile

Focus of Trade Groups

Fundamentally, MMA is
about defining the future of
Marketers marketing, & then marching

the industry in that direction

Components of Successful Trade Group

1. Great Governance

a. Board mix & leadership
2. Must Attend Events
3. Great Initiatives

1. Fewer bigger programs

gencies

MMA



lll MMA'’s Purpose

WHO (The People We Serve):
Prime Audience: Pioneering Chief Marketers

WHY (Our Reason for Being):
Purpose: To enable marketers to drive innovation and enduring
business value in an increasingly dynamic and mobile-connected world.

WHAT (Our Strategic Priorities):

1. Measurement & Business Impact: Drive marketing effectiveness and the future of
measurement for sustainable business growth

2. Marketer Org Development: Redefine marketing organization dynamics and future
capabilities needed in a data and device connected world

3. Inspiration: Lead marketing innovation and creative effectiveness/impact for mobile
and emerging technologies

4. Advocacy: Establish standards and self-regulatory guidelines to improve consumer
trust and confidence in marketing and connected devices




" MMA IS 800+ MEMBERS STRONG GLOBALLY

MARKETERS, AGENCIES, MEDIA SELLERS, TECHNOLOGY & OPERATORS
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MMA RESHAPING

SMoX
Mobile ROI Research

Industry Working Groups
Driving the Future of Mobile

p
MM25 Marketer Peer Group
Tackling Core Issues for
\EIEES

MATT Marketing Attribution
Think Tank

CEO & CMO Summit
Annual Mobile Think Tank

Shared Knowledge of 800+
Members
From the Entire Mobile Ecosystem
Worldwide

Marketing Org Structure Think
Tank

Guidelines & Best Practices
Viewability, Location, Native
and more

SMARTIES
Awarding Best in Class Mobile
Campaigns

HE FUTURE OF MARKETING

20 MMA Events in 15 Countries

1,000+ Mobile Case Studies
Inspiring Creative Innovation
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[ WORKING GROUPS & ACCELERA

Four-Part Webinar
Series: Mastering Multi-
Touch Attribution

Multi-Touch Attribution
Marketer Survey

MTA Data
Acquisition RFI
Template

MTA Data

MMA Acquisition RFI

Marketer Research
Study: Marketing
Productivity
Assessment Attitudes

Multi-Touch Attribution

Decision Guide MTA Tactical

Success Guide

MTA Tactical Success

Guide

Multi-Touch Attribution

Marketer Survey Multi-Touch

Attribution

MATT MMA Data Map _

Multi-Touch Attribution MMA

Assessment &
Landscape Report

MTA Data Strategy
Guide

MTA Data Strategy Guida™

Data Quality &
Accuracy Working
Group

Walled Garden
Working Group

mma  Marketer Survey| =

ION

OOLS

Data Sharing for Attribution
in the Age of MTA, GDPR
and Walled Gardens

Data Sharing
for Attribution
Guide

Publishers Grid
for Data Sharing
Practices

Journey Map &
Guide

Multi-Touch
Attribution Marketer
Survey

— N ——

Journey Map
Working Group

MMA


https://www.mmaglobal.com/matt/events
https://www.mmaglobal.com/documents/multi-touch-attribution-assessment-and-landscape-report-2016
https://www.mmaglobal.com/documents/multi-touch-attribution-marketer-survey-november-2017
https://www.mmaglobal.com/documents/multi-touch-attribution-decision-guide
https://www.mmaglobal.com/documents/mma-mta-datamap
https://www.mmaglobal.com/documents/mta-data-strategy-guide
https://www.mmaglobal.com/documents/mta-data-acquisition-rfi-template
https://www.mmaglobal.com/documents/mta-tactical-success-guide
https://www.mmaglobal.com/documents/multi-touch-attribution-marketer-survey-2018
https://www.mmaglobal.com/documents/data-sharing-attribution-age-mta-gdpr-and-walled-gardens

OUCH ATTRIBUTION (MTA)?

Multi-Touch Attribution (MTA): 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 and offline channels, leading to a
desired customer outcome. (Methods might be
augmented with aggregated data.)

It is most commonly applied for agile, or optimization
of, marketing activities.

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

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




III OTHER ATTRIBUTION TECHNIQUES:
SIMPLER BUT LESS ACCURATE

Different attribution methods will
provide different answers with
varying degrees of accuracy

= \Which event deserves the credit?

= Do we consider only clicks or do
we also consider view-throughs?

= The MTA approach has been
proven to be more correct*

*via validation on a synthetic data set

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

Attribution Model Techniques
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Last Touch
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III REAL WORLD EXAMPLES: MTA IN ACTION

The MMA conducts MTA studies as part of SMoX. With 14 studies already
completed in four countries, MMA’s SMoX is creating a growing Data Bank of
proven mobile tactics and fact-based recommendations to help marketers
leverage mobile as a competitive advantage. | |
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For more on SmoX see http://www.mmaglobal.com/smox

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



http://www.mmaglobal.com/smox

III 2019 STATE OF MTA SURVEY: TOPLINE RESULTS

1. MTA adoption continues to trend upwards 2. NPS of vendors remains negative
100% 2016 2017 2018 2019
90% 0
80% -5
70% -10
60% -15
50% -20
40% -25
30% -30 -24 26
20% 37% 40% -35 -31
10% -40

o 5 42
2016 2017 2018 2019 50

m\We don’t plan to use MTA in the near future
m\We will use in the next 18 motnhs

® We will use in the next 12 months ( > Use Other tOOIS*: 40%
3. Marketers still only f Data sharing rules prevents
apply MTA to about one > linking at individual level: 34%
third of their total budget _\L ) Data not available for traditional
- media: 33%

*Experimental design and A/B testing 72%, MMM 63%, brand trackers 57%, Click through reports 49%,



||| MTA JOURNEY MAP:
HELPING TO MAKE IT EASIER FOR MARKETERS TO GET MTA RIGHT

« MMA measures marketers’ experience with MTA annually. The
latest (2019) NPS score is MINUS 26!

« The MMA via MATT has worked closely with 30+ marketers over
the past year to understand what it takes to successfully move to

higher levels of adoption.

14




|| PROGRESS THROUGH STAGES: IT'S A JOURNEY

The following five key stages are detailed within the MTA Journey Map, along
with the percent of our members at each stage based on the 2019 State of
MTA Survey.

. Stage 1: Initiate MTA Process (14%) E_ s a
.- Stage 2: Establish Data Readiness (13%) |

.- Stage 3: Setup First MTA Project (10%)
.- Stage 4: Implement First MTA Project (15%)
- Stage 5: Deployment (18%)

- Considering, But Not Yet Initiated MTA: 11%
- Not Considering MTA: 18%

15 Percentages based on results from 2019 MMA State of MTA Survey




Il ™

A JOURNEY MAP OVERVIEW

Stages (5)

A Journey Map for Marketers' Success with Multi-Touch Attribution (MTA)

INITIATE
MTA PROCESS

Uniddersianding e benelis of MTA LD pour
arganization and what it will lake

ESTABLISH DATA
READINESS

D0 you Heavee (e Necesary dale, especilly conversion
data, to allow MIA modals 1o be created?

SETUP FIRST
MTA PROJECT

Your Mirst end best chance Lo make 3 good impression on

IMPLEMENT FIRST
MTA PROJECT

Dernonstrate Nard value L your ciganizdtien of MTA

DEPLOYMENT

Malialn 4kl expand perceived value of MTA ©0

Components (5)

» Organization & People

* Analytics & Data

« Skills & Knowledge
* Partners

» Milestones
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the value of MTA; take the lime to set this up comrectly and your cheice of MTA provider the organization
Form an-going
ik e
AESeun dath readiness: Create Deop review of Inkatie 0ata At brand Manage projec Deap review of fnkable data M‘*"': jad Expand daga:
= cress-functional staboehosdar To plan:
= e will ensenarsices: b el o kel weruarng, CRM Propers dats for Tirst fest = el woruiesg, CRM + Fotout plan, = Cniliruss b panreh for clits
Iduniify projost Mensticd by imer el * Confinm ket wnverson ; i = Confiim lnkable corversion incuding Brancs, SthivEs BhatEant scac of
. + Analytics, madia, * Choese brand and Run ane manth tes to confirm orgareration on - rrarketing bucgot mebsstion
heecbership: * What ad serving will be e | data = avakable Z data capture data = avallanle RO, A
bt Dats. CRM. |agal - enmpion test eaer eryete fnenedits campsigns
market resnarh + Apomach for non lickaile  Establish + Chaeify wha = Betarming annmach for pon
+ Bkl rgancation AL - o masstanes for MIA WiLEGaraLES als SelsT RH Clakain e = ﬁmﬂ f.mk[“ 2 o
Corsenses on the Erovider + Execite e muiation
value proposikon « Cresate PoC St tast campsicn and o o wakarmakive
+ Manage dals Finalize edan plus guals: what review resulls A3 I S pedptintid epte FEmT—.
privacy issues comm rment i will success ﬂ? of MTA to e pram
Butkl ikl ot testing: eriteria ook fike® £ rganization: i = Icdentify
STAGE e Budgets, o bnersimanial g- STAGE o Cuantify the brands,
= Walues, action meponebiltios, laming Wt regions that
plam, costs, timaling froen MTA, marketing wiuld berafit
TeRes U ars tand « % maedia and sdentify « Prove FO| Doeumsnt :2“;“" On-Gaing = Cromte
digital dats TSR analytics Mg lessena 5 evaluation of Pl
seacychom: st nandad for ey bty lazrnad fram hullch;ﬁ medal rralienst plan
+ Master Blismsornd itk provivher firet projoct from HTA oftactivarnee
onboardng and # Create pian for = Contrast MIA * Stay aledt for
Mactls & Cartir cata match rates proving fim REFL FRSUILS (0 Other i emerging
& lat ancrementality modets methods
+ Capabilitsess Lo shaie dala ¢ Mg et o = Prediminany review * Evaksale and dhoose HTA =I5 dashboand casy sod
with indeperdurt MTA, Greis Mepacs (10, e * Modeing cotions. prosicter ar inhouse - Lesrn MTA e ful Clirmefiness, » Dotument
srving dats sets e, chaitsd or prowicier it situntions for
for MTAY wrnnichanne]; rinshboard X succwssiul MTA
intearated or and wake-add

14%

Webinar Serles Data Strategy Guids

13%

Tactical Saccess Guide Data Mao

Recommended

- 10%

Weoinars 2&3

Documents/Acceleration Tools

15%

Dista Shading lor Mol reparts
Attribution

[

Marketer Surveys

MTA Glossary

Webinar 4 Caitm R




| sTAGE 1: NI

IATE MTA PROCESS

You are at this stage if you're working to understand the benefits of MTA to your organization,
scope, key stakeholders, and gaining approval to move forward (14% of marketers are here*)

17

Skills & Knowledge:
Recommended Acceleration Tools

MTA ASSESSMENT & LANDSCAPE REPORT

Helps simplify the
process of selecting an
MTA provider & educates
marketers on how to
MATT apply partners to drive
MMA business objectives.

MMA FOUR-PART MTA WEBINAR

MMA's four-part webinar
series designed to
demystify MTA & provide
guidance in identifying &
harnessing the best MTA
methods.

* Per 2019 MMA State of MTA Survey

INITIATE
MTA PROCESS

Understanding the benefits of MTA to your
organization and what it will take

Assess data readiness:

* How will conversions be
measured at a user level?

Identify project
leadership: » Whal ad serving will be
covered?

= ldentily
execulive
Sponsor

« Establish
project
leadership

Build initial

business case;

= Value, action
plan, costs,
rEsOUrces

(o )
Foundational ‘ff{a,
knowledge of WX

MTA analytics i

Media and data partners:

+ Capabilities Lo share data
with independent MTA firms

Analytics & Data:
Recommended Acceleration Tool

MMA MTA DATA STRATEGY GUIDE

Comprehensive planning
manual designed to help
markebers secure, organize &
manage quality data.



https://www.mmaglobal.com/documents/mta-data-strategy-guide
https://www.mmaglobal.com/documents/multi-touch-attribution-assessment-and-landscape-report-2016
https://www.mmaglobal.com/matt/events

|| sTAGE 2: ES

ABLISH DA

A READINESS

You are at this stage if you are determining whether you have the necessary data, especially
conversion data, to allow MTA models to be created (13% of marketers are here*)

18

* Per 2019 MMA State of MTA Survey

ESTABLISH DATA
READINESS

Do yvou have the necessary data, especially conversion
data, to allow MTA models to be created?

Creabe
cross-functional
team:

» Analytics, media,
Data, CRM, legal,
market research

= Build organization
consensus on the
valua proposition

* Manage data
privacy issues

Understand
digital data
ecosystem:

= Master

onboarding and
dala malch rales

« Map out data
flows (IDs, ad
sarving data sets
for MTA)

Deap review of linkable data:
= Ad serving, CRM

= Confirm linkable conversion
data is available

+ Approach for non linkable
data or ignore

MTA providers

* Prefiminary review

o their organization’s data

Analytics & Data:
Recommended Acceleration Tools

Al T U LY
Tool for marketors to determine

readiness for employing MTA,
discussing specific data linking
strategies, the value of Unified
User IDs & more,

Finalize

commitment

for testing:

« Budgets,
responsibilities,
timeline

+ % media and
CONversmn
coverage

Cancise reforence toal visualizing
all data, data interactions, & data
integration required to achieve
successful MTA.

MMA


https://www.mmaglobal.com/documents/mta-tactical-success-guide
https://www.mmaglobal.com/documents/mma-mta-datamap

|| STAGE 3: SETUP FIRST MTA PROJEC

You are at this stage if you are working to setup your first MTA project, including brand and
campaign selection, as well as selection of your MTA provider (10% of marketers are here*)

SETUP FIRST
MTA PROJECT

Your first and best chance to make a good impression on
the value of MTA; take the time to set this up correctly

Add brand
stakeholders to
team: Prepare data for first test:
s Choose brand and Run one month test to confirm
campaign test case data capture
= Establish
must-haves for MTA Part ners:
provider .
« Create PoC S bt Recommended Acceleration Tools
| 1 als: what : -
ey gyt
criteria loak like? Easy to use template designed
« Incremental ta help marketers facilitate
. the MTA provider selection
) |
Skills & Knowledge: s process.
Recommended Acceleration Tool Identity + Prove RO
analytics improvement,
easy to work

with provider

MMA MTA WEBINAR SERIES (WEBINARS 2 & 5) nesded for

i s .
In-depth MTA modeling must-haves":
| techniques & use cases, * Create plan for

as well as provide a proving

sophisticated scoring incrementality e Pre-developed tool
mathodology & tools that « Evaluate and chooze MTA to evaluate and scare
can be used to accelerate * Modeling options, provider or in-house providers, To be used
the MTA provider e.g. digital or in conjunction with RFI
selection process. omnichannal; Template.
mtegrated or
19 pure MTA?

* Per 2019 MMA State of MTA Survey



https://www.mmaglobal.com/matt/events
https://www.mmaglobal.com/documents/multi-touch-attribution-decision-guide

|| STAGE 4: IMPLEMENT FIRST MTA PROJEC

You are at this stage if you are working through implementation of your first MTA project, including
evaluation of MTA provider performance & value of MTA to your organization (15% of marketers are
here*)

Skills & Knowledge: IMPLEMENT FIRST
Recommended Acceleration Tools MTA PROJECT

Demonstrate hard value to vour organization of MTA

MMA SMOX CASE STUDIES and your choice of MTA provider

Series of case studies i .
B oxamining mobile's rofe Analytics & Data:

in a MTA world, providing Recommended Acceleration Tool
evidence how mobile can Manage project Deep review of linkable data:

s provide maximum impact. plan: » Ad seiving; CRM MMA Ill.:l-lw FEH ATTRIBUTION IN THE

* Algn = Confirm linkable conversion

organization on data i ilabl | What marketers need to
costs/benefits ata 15 avarabie knew about consumer data
Pp—— RY - Clarify who = Determine apprc_la:;h for non sharing restrictions and
- intearates data sets? linkable data orignore effective workarounds for

= =l Glossary of critical MTA MTA analytics

3 * Execute
Whate terms & nomenclature campalgn and o
review results 0‘-‘ . Evaluate value
. e-‘wg" 2 of MTA to
: o organization:
T £ -
St v

= Quantify the

it

lift in
marketing
Document ROl and
MMA MTA MARKETER SURVEYS lessons brand

building

Comprehensive learned from
benchmark studies first project: AR from MTA
Imd;]nig '::I‘I.IrLHtHEI: = Contrast MTA
L mﬂtsin?l & use I‘E:;l[ls to other Assass MTA provider:
: models

= Is dashboard easy and
* Learn MTA powerful {timeliness,
transparency, cost)

provider
20 dazhboard

* Per 2019 MMA State of MTA Survey
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https://www.mmaglobal.com/documents/multi-touch-attribution-marketer-survey-2018
https://www.mmaglobal.com/documents/data-sharing-attribution-age-mta-gdpr-and-walled-gardens

|| sTAGE 5: DEPLOYMENT

You are at this stage if MTA is fully integrated into your media planning process
(18% of marketers are here*)

DEPLOYMENT

Maintain and expand perceived value of MTA to
the organization

Form on-going Analytics & Data:
v Expand data: Recommended Acceleration Tool

= Continue to search for data
sources that expand scope of
marketing budget evaluation

* Roliout plan,
including brands,
regions, and

Easy to use template
specifically designed to assist

e marketers in evaluating and
* Manage feedback securing higher quality data.
and knowledgo

accumulation

+ Share information Deployment

on value of plan:
MTA to i
arganization * ldentify
brands,
regions that
1 ] f
Skills & Knowledge: wnulc benetx
. On-Going * Create
Recommended Acceleration Tool evaluation of phased
madel rollout plan
MMA MTA WEBINAR SERIES (WEBINAR 4) effectivencass:
MMA MTA Webinar Series = Stay alert for
m‘;‘r mﬁmﬂ;::‘:' emerging Solidify and scale
CASas, afwaﬂ as?l‘mida methods relationship with MTA
a sophisticated scoring « Document providos
mathodology & tools that 3 -
can be used to accelerate situations for
the MTA provider selection successful MTA
RFOCRIE and value-add

21

* Per 2019 MMA State of MTA Survey
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https://www.mmaglobal.com/documents/mta-data-acquisition-rfi-template

Il ™

A JOURNEY MAP OVERVIEW

Stages (5)

A Journey Map for Marketers' Success with Multi-Touch Attribution (MTA)

INITIATE
MTA PROCESS

Uniddersianding e benelis of MTA LD pour
arganization and what it will lake

ESTABLISH DATA
READINESS

D0 you Heavee (e Necesary dale, especilly conversion
data, to allow MIA modals 1o be created?

SETUP FIRST
MTA PROJECT

Your Mirst end best chance Lo make 3 good impression on

IMPLEMENT FIRST
MTA PROJECT

Dernonstrate Nard value L your ciganizdtien of MTA

DEPLOYMENT

Malialn 4kl expand perceived value of MTA ©0

Components (5)

» Organization & People

* Analytics & Data

« Skills & Knowledge
* Partners

» Milestones
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Dista Shading lor Mol reparts
Attribution
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|| commON PITFALLS & HOw

Keys to MTA Success: Start with the end state in mind & don’t aim for

perfection!

23

“Data ditch” 0

You are stuck trying to get your data assets put
together. To get out of the ditch, methodically review
other partners who offer the data infrastructure you
lack. Don’t look for perfection or you will be stuck in
the ditch.

“Forever in pilot” 0

You test the MTA waters but are never completely
satisfied with the result. Assess the problem. Is it data
validity? Resistance to findings? Each problem has its

own solution. Don’t get trapped by looking for
perfection.

“Slow evolution” 0

You are slow to reach deployment because you feel
there is more data out there, or you’re not sure how to
integrate into existing business processes. Keep in
mind that things are never perfect but deploying some
form of MTA will be better than current state.

O OVERCOME

“Path to success”

each step complete as you go.

To achieve MTA success, methodically
proceed through the journey map, marking

MMA



|| WHAT’S NEXT FOR MATT?
New MATT Working Group: State of MTA Data Identifiers

Working group aimed to address the biggest challenge you will face, not only with MTA, but all
data-driven marketing efforts

First Working Group Session: December 11

To Register:
Invite to be sent via email tomorrow to MMA marketer members

For non-MMA members who wish to participate, please contact

New Challenges Discussed:

Ability to link ad serving to conversions: Limitations on
identifiers in server logs.

Match rates and quality: Some are telling us that match rates
are declining and suspecting that those who match are a biased
subsample of those served ads

Limitations on 3" party tags: Browsers are limiting the use,
half-life, and giving consumers greater control.

24
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|| QuEsTIONS?

For more information on the MTA Journey Map:
* Visit mmaglobal.com/mta-journey-map

« A follow-up email will be sent after this session with links to:
« Download the MTA Journey Map & guide
* Replay this webinar & download the presentation

Other questions or comments?

e Joel Rubinson: joel.rubinson@mmaaglobal.com
 Jill Inglis: [ill@mmaglobal.com

25
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HANK YOU!

MAIT

MARKETING ATTRIBUTION THINK TANK

To learn more about MATT, visit:



http://www.mmaglobal.com/MATT

