Chief Media

Direct Response Marketing

Chief Media Creates Custom Attribution Model to Account All Call
to Actions

CHALLENGE

RECONSTRUCT ATTRIBUTION SYSTEM STRATEGY
Chief Media was tasked with creating a media plan for an EX;CAU;:E'?”S(';OCS:A:;:TIE%RM
ecommerce brand to attribute customer acquisition with various UTILIZING A REMNANT MEDIA
call fo actions. BUYING STRATEGY
ATTRIBUTION

Adapted Continuum, Chief Media’s reporting “engine”, to include
specific filters for brand’s call fo action - email.
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create a unique algorithm The custom model
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We created a custom version of Continuum
to handle emails a OUTCOME
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The algorithm detected session IDs in the web
URLs from our data, then linked the session IDs
to the data the brand was giving us
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The custom version allowed us to conduct 45%/55% split response SEM
attribution on web traffic and email data of email and website
without disrupting our software visifs, respectively. In
the digitial
Q Chief was able to isolate the most effective environment, the
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