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The Marketing Attribution 
whitepaper is part of the 
2018 State of Marketing reporting.

On behalf of the San Diego Chapter of the American Marketing 
Association, Q2 Insights and FreshForm teamed up produce 
a multi-year Qualitative Research study on the state of 
marketing in the U.S. from the San Diego perspective. In 2018 
a total of 40 high-profile corporate marketing and non-profit 
executives from a broad spectrum of 35 small, medium, and 
large Business to Consumer (B2C) and Business to Business 
(B2B) organizations participated in the State of Marketing 
Study. A total of 38 interviews were conducted in 2017. 
In 2018 a small number of the interviews were conducted 
with agencies. The study is designed to describe inspiring 
marketing practices, trends in marketing and the state of 
marketing today.

The full version of the report can be downloaded at 
www.sdama.org/report
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Marketing Attribution
Marketing attribution is the science 
of assigning credit or allocating 
dollars from a sale to individual 
channels (e.g. Facebook, television, 
radio, blog). Sometimes called 
campaign attribution, it allows 
marketers to determine which 
channels should be scaled and which 
should no longer be employed. It 
is not an easy task and it is further 
complicated by trying to determine 
which arm of the business should 
be given credit for the sale (e.g. 
marketing or sales). Long sales cycles 
confound attribution even more.

At a time when integrated marketing is 
used by marketers to provide a seamless 
experience for consumers, marketing 
attribution is a challenge that some 
marketing executives choose to ignore, 
placing it in the category of “just too hard,” 
and others choose to address with gusto. 
Overall, marketing executives admit that 
attribution is a challenge for “everyone.”

“ We reach people through so many 
different media. The exciting thing 
is tying that all together and having 
it make sense. It was disconnected. 
To draw attribution and customer 
preference into consideration is key. 
Also aligning the brand consistency 
across all the different channels… 
We can see where they have been, 
what they do, and how much time 
they have spent… We can tie the 
whole brand experience together… 
We have put together a complete 
attributional model… We are giving 
attribution to touch points. It is  
not just the straight line that  
comes off the shelf or in the 
automation system.”

ALAN DENTON
VISTAGE

Using the Customer Journey  
for Attribution

Integrated marketing includes many 
channels and many layers which complicates 
attribution. While marketing attribution 
online is a relatively easy exercise, integrating 
offline channels is difficult. Mapping and 
understanding the customer journey 
complete with all touch points assists in 
measuring attribution. Such exercises involve 
marketing and IT.
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A Complete Attribution Model

An organization in the business advisory and executive coaching 
business employs a complete attribution model that not only 
assigns credit to each channel including content, but also gives 
attribution to individual touch points. For example, content 
impressions are included. Every touchpoint matters in terms of 
generating consumer response. Dashboards are used and optimized 
in collaboration with the IT Department to track attribution.

“Fuse Box” Attribution

The extent to which television drives website traffic is very difficult 
to measure; however, an academic institution has adopted a “fuse 
box” approach to assigning credit. They employ a pulsing strategy 
turning the television advertising on and off. Recently when the 
television campaign was off, a 65% decline in web traffic occurred. 
The marketing team then conducts a cost analysis to predict what 
revenue they would capture without television versus the cost of 
driving media. Using this method, television attribution is measured 
precisely in a very short period. 

“ I am a big believer in managing marketing like it is a 
fuse box where you are flipping switches and asking 
people where the lights are going on and off… I would 
rather turn it off and see things plummet and know we 
must turn it back on than just leave things on because 
we are afraid of change.”

SETH ODELL
NATIONAL UNIVERSITY

Match Back

For direct mail and email solicitations, match back is used for 
attribution, that is, matching those who respond to a solicitation to 
the mailing list and counting the matches. 

Attribution Tools 

Attribution tools used by marketers include Visual IQ, a Nielsen 
company, which uses a variety of analytics tools across all channels 
to provide attribution and other data. Place IQ uses beacon 
technology to obtain location-based insights. 



Conclusion
Attribution measures return on investment which is 
usually achieved through a combination of traditional 
media, offline (e.g. trade shows), social media, affiliates, 
referrals, search, email, and display with relevant 
communication and context. Simply keeping up with 
the new digital realities requires considerable expertise. 
Layering on this the many touchpoints, different 
executions, different sequences, and interactions  
across multiple devices that those calculating 
attribution must consider, adds to the complexity  
of attribution calculations. 

Attribution is one of the biggest challenges facing 
marketers today. Not only is it a marketing issue, but it 
is a financial issue as so much is at stake when dollars 
are spent on channels that are not productive. This 
article overviews some of the ways in which brands  
are addressing the sticky issue of attribution, some  
in a simple but very effective fashion. The issue is  
also addressed in other whitepapers in this series, 
notably “Creepy Marketing” and “Analytics.” The  
Creepy Marketing whitepaper discusses data 
management platforms (DMP), as well as voice 
technology and automated content recognition (ACR), 
both of which are showing tremendous strides forward 
in attribution. The Analytics whitepaper discusses the 
complexities of marketing analytics as it pertains to 
attribution, and it briefly overviews the use of Predictive 
Analytics for attribution modeling. 

A comprehensive version of the 2018 State of Marketing Report 
from the San Diego Chapter of the American Marketing Association 
(AMA) can be downloaded at www.sdama.org/report



The San Diego Chapter of the American Marketing Association 
(AMA) is the organization for high-performing marketers who are 
serious about furthering their careers. AMA San Diego is the only 
education- and networking-focused organization that provides 
information, resources, international presence and valuable 
connections in a fun, approachable environment where its  
members can achieve their personal development goals.
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FreshForm is an experience design and innovation consultancy.  
We create, manage and measure customer and employee experiences. 
We use a people-centered approach to create personal connections 
and value for a wide array of innovative Fortune 500s, world-
renowned universities, and growth-oriented businesses.
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Experts in marketing research, Q2 Insights delivers information vital 
to strategic and tactical brand decisions. We blend cutting-edge 
innovation work with a full-spectrum of research methodologies—
all totally customized to your goals. From insights that help drive 
positioning and branding, brand assessments, advertising studies, 
customer experience studies to statistically driven studies such as 
marketing size and potential, pricing, satisfaction, and segmentation, 
we do it all across a wide range of categories.
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