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C3 Metrics makes marketing work better. 

Accredited by the Media Rating Council for desktop and 

mobile web viewability, our Attribution Data Cloud and 

enterprise MTA, MMM & UMM solutions transform 

outdated reporting into real-time cross-platform insights. 

On average, companies using C3 Metrics report 15%+ 

increase in advertising ROI and a 6X return on their 

attribution investment.
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Attribution 1.0



c
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1976 1994 1998 2004

We’re Living In A Different Era



Google Revenue Growth



Facebook Revenue Growth



Long-term forecast for U.S. national TV ad revenues. 
Source: Magna.



Last Click Lovers
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Bigger than 

Organized Crime.

More money than any of 

the UN's listed organized 

crime activities, besides 

the drug trade and human 

trafficking.
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EasyDifficult Effort and risk

Cyber warfare

Bug bounty

Medical records fraud

Identity theft

Bank fraud

Payment system fraud

Credential harvesting

Credit card fraud

Hacktivism

Organized crime

IP theft Extortion

Ad fraud

Ad Fraud
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#1

“Fabio Gasperini”







#2

Viewability
(ads never seen)
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Digital

TV

Video

Radio

Direct Mail

Conversion

38%

18%

14%

20%

10%

• Ad at bottom of page

• Ad NOT seen

• Ad still gets credit

• False Attribution
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Cross-Platform
(different channels)
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Digital

TV

Video

Radio

Direct Mail

Conversion

50%

0%

50%

0%

0%

• Traditional NOT measured

• Digital overvalued

• False Attribution



14

Advertising Effectiveness is Falling
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The Rise In Short-Termism
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Attribution

needed a 

bigger boat



ATTRIBUTION 2.0
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“Marketing 

Desired”
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MRC Steps In:  Attribution Accreditation



STANDARDS
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ACCREDITATION
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CONSISTENCY
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Data Transparency

(No ‘black box’)

Attribution 2.0

False Positive Controls

(Viewability +)

Ad Fraud

Removal
Cross-Platform

(Digital + 

Traditional )
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Anonymous

ID

Device

Browser

Geo

Activity

Login

Unique ID to 

capture digital 

actions
1
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Data Cloud for all 

non-digital, 

survey & ‘Walled 

Garden’ data

2 Survey/MMM/

CRM Data

All

Media Cost

Walled 

Gardens

Non-Digital 

Media

(TV/Radio/Print/

Direct Mail)
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Create date and 

time-stamped order 

of actions 

(user journey)

3

Digital

TV

Video

Radio

Direct Mail

Conversion
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Assign value to 

each action 

algorithmically & 

pivot with spend for 

ROI

(AI / machine learning)
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38%

18%

14%

20%

10%
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Time To Financial Impact

TIME
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R
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C

originator

roster

assist

converter

How long will it 

take until 

marketing 

impacts sales?
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Direct Mail Digital TV Radio

Every $1 spent on TV 

returns $17 in revenue
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Buy, Hold or Sell Current Investments

Is there more 

room for growth 

or have we 

overshot?
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Shopping
Engines

Content Search Affiliate Display Programmatic

45%
16%

14%

10%

7%
8%

Shopping Engines

Programmatic

Display

Affiliate

Search

Content

Cut

Here

Cut

Here

Programmatic (14% of budget) is highly 

profitable due to CRM audience targeting

Budget 

Allocation 

Currently
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Granular Buy, Hold or Sell (Digital)



Model Demonstrates Opportunity To Spend 2x More on TV with minor adjustments

20

37

26

7 6

20

11

19

34

9 11

85

5

27

1 0.1

33

1

120

7 9

64

0.9

12

5

0

20

40

60

80

100

120

140

Cut

Here

+

Here

29

Granular Buy, Hold or Sell (TV)
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Messaging & Creative

Sign Up Now

Sign Up In Seconds

Free Retirement Planner

CPI = Creative performance based on a viewable CPM.

Recommendation

Increase rotation for ‘Sign Up Now’1

Test ‘Sign Up Now’ CTA with other banners2
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Return on Future Investments

Increase Rotation for 

Top Creative

Shift budget in Digital 

as shown

Increase budget in TV

18,750
incremental KPI’s

Expected

Quarterly

Impact $7M
incremental gross margin dollars
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How much more 

can be spent 

and what will be 

the results? 
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May June July Aug Sept Oct Nov Dec Jan Feb March April Year 2

Onsite

Integration

Certification

Data Validation

Model Validation

Data Review:  

Insights

Data Review:  

Testing

Data Review:  

Monthly Plan

On-site QBR

Attribution 2.0
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Expectations

6 x
incremental return

15%
savings or incremental conversions
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5%
budget towards measurement
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Thank You

Jeff Greenfield
Chief Attribution Officer

jeff@c3metrics.com

mailto:jeff@c3metrics.com

