


the science of allocating credit to exposures for driving sales or other 
outcomes. 

the most scintillating, complicated and elusive topic in the television 
industry. 

1.  

2.  



Two Fundamentally Different ROI Measurements

Household or device-level measure of ROI and tool for tactical optimization 
of  media elements

• Requires STB or SmartTV data matched to households or devices

Market-level measure of ROI and tool for strategic allocation of marketing 
and media elements 

• Requires media GRPs or impressions at the DMA level (or lower)

Marketing Mix Models

Attribution 





What You’ll See In This Guide
q Comparison of methods and services 
q Glossary

• Timing 
• Attribution Method
• Advertising Modeling Factors
• Incrementality/baseline 
• Quality Control 
• Privacy Management 
• Model Validation 

Provider insights

• Use Cases
• KPIs
• TV Data Sources 
• Non-TV media included 
• Marketing &  Non-Marketing Factors
• Data integration method 
• Degree of Granularity 







Industry’s Current Concerns

q Fully measuring television 

q Bridging the knowledge gap 

q Disentangling data issues

q Implementing solutions

q Accumulating learning 



3. Can the modeler measure the outcome variable and 
business objectives you want? 

Sales, Traffic, Brand Attitudes or TV Tune-In 

1.  Does the overall model approach fit your needs?
Tactical Optimization or ROI?

2. What type of television is analyzed in the model? 
Linear, DVR, VOD, Addressable, Premium TV and 
Short Video on Smart TVs or Mobile/Computer

7 Key Areas In TV Attribution



7.  Understand QC, privacy and validation processes

4.  Does the TV data meet your needs? 
Accuracy, representativity, granularity… How much is 
measured, modeled or matched? How are data matched? 

5.  Are all the media and marketing elements in the model? 
Other media, other marketing and non-marketing drivers 

6.  What method determines attribution?
Statistical models, algorithmic or experimental design? 

7 Key Areas In TV Attribution



• Fundamentals of how advertising and TV work must be addressed in 
the model

• Creative matters! 

• Don’t forget the brand… and television’s upper-funnel benefits

Industry’s Current Concerns


