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Executive
Summary

In an era where cookies are crumbling and privacy
regulations are tightening, traditional attribution
models are failing. Multi-Touch Attribution (MTA)
that once powered your optimization is now blind to
40-60% of your customer journey.

The Bottom Line: Modern Marketing Mix Modeling
(MMM) can improve your marketing ROl by 14-38%
while providing the privacy-compliant attribution
your business desperately needs.

But there's a solution that's
been hiding in plain sight:

Al-powered Marketing
Mix Modeling. - s B <S -




Unlike the slow, expensive black-box MMM of

yesterday, today's intelligent MMM platforms deliver

Real-time insights

with near-instant
data processing

O

Privacy-compliant

measurement that
doesn't rely on
cookies or device
IDs

Cross-channel
attribution that
captures both
digital and offline
Impact

Predictive

optimization
powered by
machine learning

Best-in-class Marketing Mix Modelling, driven by advanced

machine learning, utilizes fast moving and granular

optimizations to improve marketing ROl by 14%-38%.

www.sranalytics.io

Accenture Research, 2021

Industry leaders are already seeing results:

Consumer goods

companies

Improvement in
media efficiency

companies

performance

18-28%

Automotive
brands increased
customer
acquisition

Pharmaceutical

enhanced campaign

Retail brands
better budget
allocation
accuracy

This guide will show you exactly how to implement modern

MMM, avoid common pitfalls, and join the ranks of data-driven

marketing leaders who are thriving in the privacy-first era.




The Privacy Revolution:
Why Your Attribution is
Broken

®») The Perfect Storm

Remember when you could track every touchpoint,
optimize in real-time, and attribute with confidence?
Those days are ending fast.

What's Changed:

e iOS 14.5+ blocks tracking for 75% of mobile
users

e Chrome's cookie phase-out affects 65% of web
traffic

e GDPR and CCPA create compliance
complexities

e Walled gardens (Google, Meta, Amazon) limit
cross-platform visibility

www.sranalytics.io




(» The Attribution Gap (» The Cost of Inaction

Today's marketers are tlying blind. Traditional MTA Companies still relying on broken attribution are:

can only see:
e Over-spending on digital by 15-25%

e 40-60% of the customer e Under-investing in brand building by 30-40%
e journey (down from 80-90%) e Missing cross-channel synergies worth 10-
/_’\' e Digital touchpoints only 20% efficiency gains
(missing offline influence) e Making decisions on incomplete data 60% of
e Short-term conversions the time

(ignoring brand-building

Impact) t
t@f analytics experience a 5-10% increase in conversion
e-.'-".® rates & a 15-20% reduction in campaign costs.

Companies that embrace real-time marketing

The result? Misallocated budgets, over-investment
] ] ] o — Forrester Research, 2024
in last-click channels, and missed opportunities for

growth.

We realized our attribution was only

showing us half the picture. MMM

According to Gartner, CMOs invest more than a quarter revealed that our 'underperforming' TV

(25.7%) of their overall budget into paid media. This spend campaigns were actually driving 35% of

Is spread across a diverse mix of channels, including social our digital conversions

. o . o ..
advertising (10.1%), search advertising (9.8%) and digital _ CMO, Fortune 500 Retailer

display advertising (9.3%). Properly applied, marketing mix

modelling improves the return of those significant
investments."

— Gartner Marketing Budget Survey, 2024
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Marketing Mix Modeling: Your New
Marketing Compass

®» What is Modern MMM?

Think of Marketing Mix Modeling as your marketing

GPS for the privacy-first world. Instead of tracking The Simple Explanation: MMM is like a data
individual users (which is increasingly impossible), detective that examines years of marketing data to
MMM analyzes the relationship between all your uncover which channels, tactics, and investments
marketing activities and business outcomes using truly drive results — without needing to track
statistical modeling. individual customers.

» How MMM Works: The Top-Down Approach

contribution

and relationships

factors

i E ® Ko; |l

i Data Collection: i Statistical i Attribution i Optimization i Predictive

i Aggregated data i Modeling: i Analysis: i Engine: Al i Insights: Forecast
i from all marketing i Advanced i Mathematical i recommends i performance of

i channels, sales, i algorithms i models determine i optimal budget i different

i and external i identify patterns i each channel's i allocation i scenarios

i | | | |
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» Why MMM is Perfect for 2025

Privacy-Compliant by Design Comprehensive Coverage

e Measures ALL marketing activities
(digital + offline)
e Captures long-term brand building

e No cookies, pixels, or user tracking
required

e Works with aggregated,
anonymized data effects

e Fully compliant with GDPR, CCPA,

& other regulations

e Includes external factors
(seasonality, competitors, economy)

Actionable Intelligence

e Budget optimization
recommendations

e Channel performance insights

e Scenario planning capabilities

e ROl measurement across all
touchpoints

‘ ‘ Marketing Mix Modeling has been used by consumer goods companies for many years, but the
technique of Multi-Touch Attribution has gained popularity in recent times with the rise of digital
marketing and digital-first businesses where most or all of the customer journey takes place online.

— McKinsey & Company, 2023 i B
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The Evolution of MMM: From Black Box to
Crystal Ball

» The Four Eras of MMM

Manual Calculations Software-Assisted Enterprise Solutions Al-Powered
(1960s-1980s) (1990s-2000s) (2010s) Intelligence (2020s+)
e Spreadsheet-based e Basic statistical analysis e Specialized software * Real-time data ingestion
modeling e Months to build models platforms * Automated model
o Still slow and expensive e Limited to traditional e Quarterly or annual building
e Required PhD media updates e Self-service analytics
statisticians e High cost, limited * Predictive optimization
flexibility

« A A}
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(» Modern MMM: Breaking the Old Myths

» MMM is too slow for modern »
marketing

» MMM is only for big brands with »
massive budgets

» MMM can't handle digital marketing »
complexity

» MMM results are hard to understand »
and act on

‘ ‘ Much of analytics modelling (not just MMM)
traditionally required the services of experts. It
took time to customize the model and deliver
the results. Now, though, intelligent dashboards
and Al-powered platforms make market mix
and other models available instantly and
relatively inexpensively.

— Deloitte Digital Analytics Report, 2024 B i

www.sranalytics.io

New Reality

Al-powered MMM delivers insights in
hours, not months

Cloud-based MMM platforms start at
enterprise-accessible price points

Modern MMM excels at digital
attribution & cross-channel analysis

Intuitive dashboards and automated
recommendations drive immediate
action




(» The Technology Behind Modern MMM

Machine Learning Algorithms:

~

Bayesian inference Time series

for uncertainty analysis for trend

quantification identification

modeling for algorithms for

attribution analysis budget allocation

N N\
Regression ‘ Optimization

/

Data Processing Capabilities: }

I3 \ \
H\ Real-time data Automated data

ingestion from 50+ ? cleaning and
validation

sources

Scalable cloud
Advanced feature

_ _ computing
engineering

infrastructure

www.sranalytics.io @




» Aspect

e Data Foundation

e Privacy Compliance
e Coverage

e Time Horizon

e Brand Building

e Setup Complexity

e Maintenance

e Cost

e Accuracy
e Speed to Insights

e Strategic Value

www.sranalytics.io

» Marketing Mix Modeling » Multi-Touch Attribution

Aggregated, privacy-safe data

Fully compliant

All channels (digital + offline)
Long-term impact (months/years)
Captures brand effects

Medium (with modern platforms)
Automated with Al platforms
Decreasing with cloud solutions

85-95% with quality data
Hours to days

High (holistic optimization)

MMM vs. MTA: The Ultimate Showdown

Individual user tracking

Increasingly restricted

Digital channels only

Short-term conversions (days/weeks)

Misses upper-funnel impact

High (technical implementation)
Ongoing technical management
Increasing with privacy changes

40-60% in current environment
Real-time to daily

Medium (tactical optimization)

SR



» The Winner: MMM for Strategic The Modern Approach: Use MMM as your strategic

Decisions. Enhanced MTA for compass and supplement with privacy-compliant
’ MTA for real-time optimization where possible.

Tactical Execution

L

—




(Ml

Real Results: Companies
Already Winning with MMM

(» Case Study 1: Global Retailer
Transforms Attribution

The Challenge: A major retailer saw their

attribution accuracy drop 60% post-iOS 14.5. They ULOSLALA L Dl
were over-investing in paid search and under- e Implemented Al-powered MMM across all channels
investing in brand building. e Integrated 18 months of historical data

e Built predictive models for budget optimization

@ The Results Modern MMM platforms ingest data in near real-time,
providing a 360-degree view of current market

dynamics and campaign performance. Gone are the

days of waiting months for outdated insights.
25% S2.3M Y J d
— Boston Consulting Group, 2024

improvement in saved through better

marketing efficiency budget allocation MMM revealed that our 'high-performing' paid search
was actually cannibalizing organic traffic, while our
'underperforming' video campaigns were driving

359% 189% significant long-term value.

increase in attributed boost in overall - VP Marketing

value of TV & ads. ROAS

www.sranalytics.io @



(» Case Study 2: SaaS Company
Discovers Hidden Channel Value

The Challenge: A B2B SaaS company couldn't
measure the impact of their content marketing,
events, and brand campaigns in their MTA-based
attribution system.

The MMM Transformation:

e Planning & Budget Optimization: Allocated
budgets based on true channel contribution, not
last-click assumptions

e Beyond the Obvious: Measured impact of
podcasts, webinars, and thought leadership
content previously invisible to attribution

e Reduced Wasted Spend: Discovered retargeting
had limited incremental impact, allowing budget
reallocation

www.sranalytics.io

(» The Measurable Impact:

32% S480K

improvement in discovered value from
marketing RO content marketing

19%
increase in pipeline
quality

28%
reduction in wasted
retargeting spend

Measuring the financial impact of brand investments
can be tricky, but for products or services with longer
sales cycles, like six months, Marketing Mix Modelling
(MMM) shines. Think of it as a 'data detective' that
analyses years of marketing data to uncover the
hidden ROI behind your brand efforts.

— Harvard Business Review, 2023

SR,




(®» Industry-Specific Results

Consumer Goods: Financial Services:

e 20-30% improvement in

Pharmaceuticals: * 22-28% better customer Automotive:

media efficiency

acquisition
® Better understanding of e 25-35% enhanced * Risk-adjusted marketing e 18-28% increased test
. i)epi?rz?;eldpgtzer;r;iionql campaign performance o.ptir.nizotion drive conversions
Firoic e Improved patient journey y !_|fet|me.volue e Cross-dealership
J understanding Integration campaign optimization
e Regulatory-compliant e Long sales cycle
measurement attribution

‘ ‘ Because MMM takes a long-term view, it can effectively capture the full impact of even slow-
burning upper-funnel activities. This is especially valuable for products with longer sales cycles,
where the initial spark of awareness might take months to convert into a sale.”

— Nielsen Marketing Analytics, 2024 I I

www.sranalytics.io




Modern MMM Framework: Key Variables

That Matter

(») Base Variables (The Foundation)

(» Marketing Variables (The Drivers)

Traditional Media Digital Channels
e TV (linear and connected) e Paid search and social
e Radio (terrestrial & streaming) e Display and video advertising
e Print and outdoor advertising e Email marketing campaigns
* Direct mail campaigns e Content and SEO efforts

www.sranalytics.io

Competitive Landscape

e Competitor spending patterns
e Market share dynamics

Price Elasticity Distribution & Availability
e How price changes affect demand e Store coverage and accessibility
e Discount and promotion impact * Online availability and logistics
e Competitive pricing influence ¢ Channel partner performance
Seasonality Patterns Macroeconomic Factors
e Regular calendar events e Consumer confidence
e |Industry-specific cycles e Economic indicators
e Weather and external factors e Market conditions

e Competitive actions & reactions

Emerging Touchpoints

e Influencer partnerships

e Podcast advertising

e Streaming platform ads

e |oT and voice interactions



» Advanced Variables (The Differentiators)

(

\.

Customer Behavior Metrics

e \Website engagement patterns
e Social media sentiment

e Customer satisfaction scores

e Brand perception data

N
External Data Sources

e Weather patterns

e News sentiment

e Social trends

e Economic indicators

(» Secret Sauce: Data Quality & Integration

[

Data Requirements for Accurate MMM:

e Minimum 2 years of historical data
e Weekly or daily granularity

e All marketing channels included

e External factors incorporated

e Sales/conversion data aligned

Common Data Challenges:

* Inconsistent tracking across
channels

* Missing offline attribution

e Delayed or incomplete data feeds

e Attribution methodology changes

J

‘ ‘ In the age of Al and the wide availability of information, the consumer is now more informed than

ever. That is why Retail Marketeers have to focus on building trust, community and authenticity.

www.sranalytics.io

— PwC Consumer Intelligence Series, 2024 a B




Your MMM Readiness Checklist

Phase 1

Strategic Foundation <

Goal Setting & Alignment

e Define clear business objectives (awareness,
acquisition, retention)

e Align stakeholders on MMM goals and expectations
e Establish success metrics and KPls
e Set realistic timeline for implementation and results

Phase 2

Technical Preparation <

Data Infrastructure Assessment

e Audit current data collection processes

Data Collection Setup

e |dentify data gaps and quality issues
e Evaluate integration capabilities e Implement consistent tracking across all channels
e Plan for data governance and privacy compliance e Establish data naming conventions and standards
e Set up automated data feeds where possible
e Create backup and validation processes

Technology Stack Evaluation

e Assess current analytics and Bl tools

e Evaluate MMM platform options

* Plan integration with existing systems
e Consider cloud vs. on-premise solutions

www.sranalytics.io @



Phase 3

Organizational Readiness <

Team & Skills Assessment

e |dentify internal analytics capabilities

e Assess need for external expertise or training
e Define roles and responsibilities

e Plan for change management and adoption

Budget & Resource Planning

e Estimate total cost of ownership

e Plan for platform, services, and internal resources
e Establish ROl expectations and measurement

e Secure executive sponsorship and funding

www.sranalytics.io

Phase 4 . .
Implementation Planning

Vendor Selection (If Applicable)

e Define requirements and evaluation criteria
e Request demos and pilot programs

e Evaluate vendor expertise and support

e Negotiate contracts and service levels

Pilot Program Design

e Select initial scope and channels

e Define success criteria for pilot

e Plan for iterative improvement

e Establish feedback and optimization cycles



Getting Started: Your Path to Marketing Excellence

» The 90-Day MMM Implementation Roadmap

Model Development

: - Optimization & Scaling
Foundation Building Days

e Build first-generation models
Week 1-2: Data Audit & Collection * Test statistical relationships
e Validate against known outcomes * Generate initial optimization

e Refine variable selection recommendations
e Create scenario planning models

Week 9-10: Insights & Recommendations

e |Inventory all marketing data sources
e Assess data quality & completeness
e |dentify integration requirements Week 7-8: Model Optimization
e Begin historical data collection

e Develop budget allocation guidance

e Enhance model accuracy Build stakeholder presentations

Week 3-4: Platform Setup e Add external variables
e Test predictive capabilities

e Prepare for stakeholder review * Implement first optimization
recommendations

Week 11-12: Implementation & Monitoring
e Configure data ingestion pipelines
e Set up initial model framework

e Establish baseline measurements

Set up performance monitoring
e Create initial dashboards

Plan for ongoing model updates

Establish success measurement
framework

www.sranalytics.io @
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| Week 5-6: Initial Modeling S (@



(» Choosing the Right MMM Approach

@

» Self-Service Platform @ » Hybrid Approach
Best For: Companies with Best For: Companies
strong internal analytics » Managed Service wanting expertise + internal
teams capabilities

Best For: Companies seeking
Pros: Lower cost, full control, expert guidance Pros: Best of both worlds,

faster iteration knowledge transfer

Pros: Expert support, faster

Cons: Requires significant time-to-value, proven Cons: Coordination
internal expertise methodologies complexity
Investment: $50K-200K Cons: Higher cost, less Investment: $S100K-350K
annually internal capability building annually

Investment: S150K-500K

annually

www.sranalytics.io



(» Critical Success Factors

www.sranalytics.io

Executive Sponsorship
MMM transformation requires C-level
commitment & cross-functional collaboration.

Data Quality Focus
Invest heavily in data infrastructure — garbage in,
garbage out applies heavily to MMM.

Iterative Improvement
Start with core channels and expand gradually.
Perfect is the enemy of good.

Change Management
Plan for organizational change as teams shift
from last-click to holistic attribution.

Continuous Learning
MMM is not "set it and forget it" — models need
ongoing refinement and validation.

SR,



Take Action: Transform
Your Marketing Today

(» The Cost of Waiting

Every month you delay MMM implementation costs you:

TEIg

ek B olo )
FAmem

e 10-15% in wasted media spend

e 5-10% in missed optimization opportunities

e 20-30% in attribution accuracy vs. competitors using MMM
e Competitive disadvantage as privacy regulations tighten

b

TR TRTITIY

:.']

Now we can perform faster, higher-quality routine modeling using self-service Al tools,
while leaving the more complex models and strategic work to the experts — whether

in-house or third-party.
— MIT Sloan Management Review, 2024

www.sranalytics.io @



(» Your Next Steps

> Immediate Actions (This Week)

1.Assess Your Current State: Use our MMM Readiness Assessment to identify gaps
2.Build Internal Buy-In: Share this guide with your executive team

3.Start Data Collection: Begin aggregating historical performance data
4.Research Solutions: Evaluate MMM platforms and service providers

> 30-Day Milestones

1.Complete Data Audit: Understand your data landscape and requirements
2.Define Success Metrics: Establish clear goals and measurement frameworks
3.Secure Budget Approval: Present business case to executive leadership

4.Select Implementation Partner: Choose between self-service, managed, or hybrid

approach

> 90-Day Transformation

1.Launch Pilot Program: Start with core channels and expand gradually
2.Generate Initial Insights: Begin optimizing based on MMM recommendations

3.Measure Early Results: Track improvements in marketing efficiency
4.Plan Full Rollout: Expand to all channels and use cases

www.sranalytics.io



(» Partner with SR Analytics: Your At SR Analytics, we've helped dozens of companies

MMM Success Partner transform their marketing measurement and
optimization with Al-powered MMM solutions. Our

proven methodology combines:

Deep MMM Expertise Full-Service Support

e 50+ successful MMM implementations e Strategy consulting and implementation
e Advanced statistical modeling capabilities e Data engineering and integration

e |Industry-specific best practices e Model development and validation

e Proven ROl improvement track record  Ongoing optimization and support

Cutting-Edge Technology Proven Results Our clients typically see:

e Al-powered automated modeling .
e Real-time data integration 50-75% 25-40%

 Predictive optimization algorithms faster time-to-insights improvement in

 Cloud-native scalable platform vs. traditional MMM marketing ROI
15-30%
@ } better budget
Marketing has to think outside the box while ‘ allocation efficiency
AN

maintaining MROI. It sometimes has to go beyond

the traditional channels and think of new avenues,
Complete privacy

attributing weights to these can be difficult.

_ compliance without
— Accenture Interactive Study, 2024

attribution loss

www.sranalytics.io @



Contact SR Analytics Today

SR Analytics is a leading data analytics consulting Our team of PhD statisticians, data scientists, and
firm specializing in Marketing Mix Modeling, marketing technologists has helped companies
customer analytics, and Al-powered marketing across retail, consumer goods, financial services,
optimization. We help brands transform their and technology industries achieve measurable
marketing measurement unlock hidden ROI through Improvements in marketing performance.

advanced statistical modeling and machine learning.

Book Your Free Strategy Session

@ info@sranalytics.io G + 1 65 0850 5229 www.sranalytics.io
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