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HOW MANY COMPANIES ARE USING ATTRIBUTION MODELS?

Among US companies with at least 100 employees using more than one digital marketing channel, 85% will utilize
digital attribution models in 2018, according to eMarketer estimates. We expect the adoption rate of attribution

models to increase to 88% by 2020.

While adoption of multichannel attribution models is increasing, the growth rate has slowed. eMarketer lowered its
2018 multichannel attribution adoption estimates from 62.0% to 54.0%.

What % of US Companies Are Using
Multichannel Attribution Models

2017

48.6%

OF COMPANIES

2018

b4.0%

OF COMPANIES

Note: companies with 100+ employees that use more than one digital marketing channel;
multichannel attribution models are attribution models that include more than first- or
last-touch attribution or a combination of both to differentiate the respective contributions
of various marketing channels to a desired outcome. Attribution models are a way to
differentiate the respective contributions of various marketing channels to a desired
outcome; includes first- and last-touchpoint models and more complex multichannel
models.

Source: eMarketer, December 2018

@ eMarketer

This week, we're looking at how marketers use various
technologies. Each day, we'll feature a different topic.
First up: content marketing.
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WHY HAS MULTICHANNEL
ATTRIBUTION LAGGED?

Multichannel attribution is a form of digital attribution that
assigns marketing credit to more than one marketing
channel or touchpoint. Multichannel attribution can help
marketers differentiate how different pieces of marketing,
or even non-marketing touchpoints such as call centers
or in-store experiences, contribute to a desired outcome,
such as increased sales. These models can include both
digital and nondigital channels and touchpoints.

While many marketing industry observers have
emphasized that simplistic attribution models like last-
click—which credits a purchase to the last ad clicked by
a customer—do not provide a complete picture of who
to credit with a sale, it can be difficult for marketers to
transition to more thorough attribution models that they
may be unfamiliar with.

“There's little argument across the industry that
companies need to have better insight into how their
marketing dollars are being spent,” said Lauren Fisher,
principal analyst at eMarketer. “But shifting from a
simplistic model to a more advanced, multichannel
attribution approach remains a significant undertaking for
companies. \We see marketers continuing to struggle to
prove the value of such hefty investments to executives;
others are still trying to figure out the best tools for
piecing it all together.”
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ARE MARKETERS TAKING CONTROL OF
THEIR ATTRIBUTION?

Although multichannel attribution adoption has lagged,
many marketers value these products. In a March 2018
survey by Nielsen of 3,000 US marketing executives,
about half of the respondents said that multitouch
attribution is very or extremely important to them.

Important Marketing and Measurement Technologies
According to US Marketing Executives, March 2018
% of respondents
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Multitouch attribution 51%

Note: "very" or "extremely important”
Source: Nielsen, "The Nielsen CMO Report 2018," June 6, 2018
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One way marketers are taking more control over their
attribution is by bringing it in-house. In an April 2018 poll of
119 US media decision-makers by Advertiser Perceptions
and the Interactive Advertising Bureau (I1AB), 47% of
respondents said they brought their attribution in-house.
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MORE ON ATTRIBUTION

FROM EMARKETER

ARTICLES

Five Charts: The State of Attribution
How Poor Data Quality Mucks Up Attribution
Why Marketers See Gaps in Their Attribution

REPORTS

Attribution Beyond Marketing: Using All Company
Touchpoints to Achieve a True Customer View

Mobile Measurement and Targeting: Eight Challenges
Advertisers Face

Marketing Attribution 2017: Five Best Practices

Not sure if your company subscribes? Check here.
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