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@ First Touch Model @ Last Touch Model @ Linear Touch Model @ Markov Model

Revenue Attribution
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It highlights that direct traffic is not really major driver to conversion, but that visits via emails,
remarketing, CPC or Display Ads (Base?) lead to higher conversions and conversion valuss.







CORVIDAE DATA CLEANSING
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£9.7M ADDITIONAL ATTRIBUTABLE REVENUE PER DAY VS GOOGLE/ADOBE
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SESSION STITCHING



@ First Touch Model @ Last Touch Model @ Linear Touch Model @ Markov Model
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CREATE AUDIENCES ON THEIR LIKELIHOOD TO CONVERT

1

PREDICTED CONVERSIONS

Choose cohort segment criteria for predictive

modelling (45x Conv Rate).

Trigger

Prediction Period

7/16 - 7/17 7/17 - 7/20
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Group 1 H@BS[ Conversion Probability (25-45x average)
Group 2 Higher Conversion Probability
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Group 100 Lowest Conversion Probability (10%-15% average)
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EFFICIENCY IN RETARGETING

AUROC Graph - Retargeting Model
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EFFICIENCY IN RETARGETING

Engagement and Conversion Percentage
by Retargeting Engagement Level for 10/3/19 to 19/3/19
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ATL: TV/RADIO ATTRIBUTION
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ATL: TV/RADIO ATTRIBUTION

Uplift by Station (Most frequent)
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