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A Modern View of Marketing Mix Modeling ARTICLE



Understand marketing mix modeling to build a better measurement strategy for your organization. Marketing Mix Modeling (MMM) emerged as an academic discipline in the 1980s before later being adopted by several advertising agencies as a mechanism to statistically analyze and forecast sales and make informed decisions about marketing investments. Over time, MMM has matured and grown in its ability to ingest and account for a greater number of marketing variables, yet it still remains a somewhat misunderstood topic even amongst marketers. If you are currently evaluating MMM as part of your planning or as a component of your performance marketing management strategy, this whitepaper will help you get started.



Why Marketing Mix Modeling? Marketing Mix Modeling (MMM) is a way for marketers to gain visibility into the extent to which business results, such as sales, are driven through marketing initiatives. Traditionally, statisticians and marketers have attempted to use econometric approaches, such as MMM, to evaluate the efficacy of marketing, generally stated in terms of return on investment (ROI). The results of these analyses allow marketers to justify budgets to financial stakeholders including the CFO In layman’s terms, MMM seeks to demonstrate how much business success was generated by controllable marketing variables, otherwise known as the four Ps of marketing: Price, Product, Place and Promotions.



How Marketing Mix Modeling Works Typically, MMM analysis involves two separate phases. The first phase involves data collection to inform the analysis. This involves either utilizing time-series, aggregated data or self-stated questionnaires in order to understand consumer behavior in regards to exposure to advertising. These approaches can also be used in combination. Time-series analysis involves creating many different intervals (e.g. 52 weeks, 24 months, etc.) and the corresponding business results within those periods. Similarly, survey data captures purchase intent during specific time periods.



The primary criticism of survey-based approaches is the associated cost and focus on ‘intent’ vs. recognized revenues. Time-series analysis is often less time intensive and more cost effective to execute. The second phase is when the actual analysis occurs. In time-series analysis, a regression model is usually at the foundation. These models are predicated on the decades-old concept known as “adstock” which describes the prolonged or ‘lagged’ influence of advertising on consumer purchase behavior. Each model is unique, but all share common attributes (e.g. thresholds, saturation levels, etc.) and analysis involves understanding the optimal mix of marketing variables (the four Ps) as well as forecasting the business impact of integrated marketing campaigns.



Common Critiques of Traditional Marketing Mix Modeling The most common critique of traditional MMM approaches is that reports are too infrequent and lack modern conveniences like a modern, dynamic user interface or integration with business intelligence tools. Additionally, because the data collection requirements for MMM involves a rigorous, lengthy process some feel it lacks the level of granularity and real-time analysis required to deliver actionable insights regarding how to maximize marketing performance beyond budget allocation. Another criticism from digital marketers is that traditional MMM tends to under credit smaller channels, such as online video, paid social and mobile, which often serve as “promoters” or “influencers” moving leads down the marketing funnel. This can lead to brands undervaluing these channels and potentially losing opportunities.



Marketing Mix Modeling vs. Data-Driven Attribution One major difference between MMM and marketing attribution is that MMM involves aggregate data, whereas digital marketing attribution involves one-to-one, userlevel data. Another difference is that MMM uses historical data (previous quarters or annual results) while marketing attribution, when applied to digital channels, often involves real-time analysis of performance data. Conversely, it’s important to note digital is only a piece — albeit growing -- of the overall marketing budget. For marketers that want to know how digital channels are performing relative to other traditional channels, such as TV, radio or direct mail, MMM and attribution can be employed together.



Adometry and Marketing Mix Modeling In order to keep up with the modern era of consumer behavior and marketing mix, Adometry believes MMM must incorporate both a top-down view of the marketing mix in combination with a bottoms-up data-driven attribution solution. Adometry’s approach is built on proven, econometric lag regression models designed to evaluate all marketing channels, encompassing both digital and traditional, offline channels including broadcast, print and out-of-home, in conjunction with external factors such as economic, competitive and promotions to accurately measure their effects on key business outcomes. A unique data analysis process then integrates aggregate-level, time-series marketing data sets with exogenous data (seasonality, competitive information, etc.) to drive a more accurate understanding of the complete marketing mix.



Preparing for Marketing Mix Modeling Like any other strategic initiative, Marketing Mix Modeling is most successful when approached holistically by key stakeholders across the organization. Following the steps below will allow you to get the most from your MMM engagement.



1. Establish goals. Before you begin, you need to clearly define organizational priorities and key questions the MMM initiative will seek to answer. These questions will guide both the scope of your MMM initiative as well as the data requirements to offer actionable recommendations. 2. Align your organization and key stakeholders to understand the data. For most organizations, collecting relevant data for modeling will involve assembling a team encompassing the CMO, TV channel owners, site analytics, agency partners, CRM managers and more. These individuals should be engaged early in the process to establish ownership and a common roadmap for the MMM initiative. 3. Identify relevant data. Start with existing data repositories. Take advantage of your organization’s Business Intelligence platform and other key reporting tools to understand what data has already been collected and can be repurposed for MMM. This will save time and help involve stakeholders responsible for managing those tools. 4. Understand your access to data sources, including any limitations. Take time to create an inventory of available data, at as granular a level as possible, as well as any associated costs. Keep in mind, in some cases third-party data only may be accessible indirectly through a subscription. You’ll also want to account for data frequency across sources including any limitations or delays for offline data sources.



Completing the Picture: Marketing Mix Modeling Plus Data-Driven Attribution Brands that rely on both digital and offline channels should absolutely explore integrating digital attribution into MMM analysis to inform decision making and ensure digital channels are accurately captured and accounted for within forecasting models. Just as digital analysis alone is incapable of delivering a truly comprehensive view of marketing performance — both online and offline — traditional MMM analysis often lacks the granularity required to fuel strategic decisions around optimal annual marketing spend, across channels, brands and geographies. Incorporating digital attribution within MMM analysis offers the most complete view of marketing performance to give you — and the C-suite — the information you need to get the most from your marketing investments.



In Conclusion As the media landscape continues to transition to digital, incorporating attribution into MMM analysis will help eliminate the guesswork from channel allocation and ensure your organization is fully equipped to handle the ever-changing landscape. Finally, as you evaluate whether your organization would benefit from Marketing Mix Modeling, consider how external resources can augment and assist your internal teams to create the optimal mix of MMM experts, consultants and strategic thinkers necessary to fully understand existing media and marketing efforts and to build constraints. Remember, even the best models will fail without the right combination of people championing your MMM and digital attribution initiatives.



Next Steps To learn more about Adometry’s Marketing Performance Management Suite, please drop us a line at [email protected] or visit www.adometry.com.



About Adometry by Google™



Google Inc. 1-866-512-5425 1-512-852-7100 [email protected] www.adometry.com



Adometry by Google transforms the way the world’s top brands improve marketing performance. Acting as marketing’s “system of record,” Adometry solves the complex challenge of integrating, measuring, and optimizing marketing performance across all channels—both online and offline. Combining and interpreting previously silo’d sources of data; the Adometry Marketing Performance Management Suite provides data-driven attribution, modern marketing mix modeling, and intelligent optimization recommendations across and within channels. As a result, marketers are able to identify their true impact on the customer journey and generate actionable insights that improve ROI.



©2014 Google Inc. All Rights Reserved. Google and Adometry are registered trademarks of Google Inc. 0814-4334



























[image: Marketing Mix Modeling offers a complete view of ...  Services]
Marketing Mix Modeling offers a complete view of ... Services












[image: Challenges And Opportunities In Media Mix Modeling  Services]
Challenges And Opportunities In Media Mix Modeling Services












[image: Geo-level Bayesian Hierarchical Media Mix Modeling  Services]
Geo-level Bayesian Hierarchical Media Mix Modeling Services












[image: Modeling Memes, A Memetic View of Affordance Learning]
Modeling Memes, A Memetic View of Affordance Learning












[image: product marketing mix pdf]
product marketing mix pdf












[image: unit 4 planning marketing mix - eGyanKosh]
unit 4 planning marketing mix - eGyanKosh












[image: Aspect-Oriented Multi-View Modeling]
Aspect-Oriented Multi-View Modeling












[image: The Concept of the Marketing Mix]
The Concept of the Marketing Mix












[image: Bayesian Methods for Media Mix Modeling with ... - Research at Google]
Bayesian Methods for Media Mix Modeling with ... - Research at Google












[image: Journal of Services Marketing]
Journal of Services Marketing












[image: Gerber Life refines its media mix using DoubleClick ...  Services]
Gerber Life refines its media mix using DoubleClick ... Services















A Modern View of Marketing Mix Modeling Services






a bottoms-up data-driven attribution solution. Adometry's approach is built on proven, econometric lag regression models designed to evaluate all marketing. 






 Download PDF 



















 116KB Sizes
 1 Downloads
 187 Views








 Report























Recommend Documents







[image: alt]





Marketing Mix Modeling offers a complete view of ... Services 

marketers must shift away from channel-by-channel thinking to better understand how marketing channels impact each other, how each channel contributes to ...














[image: alt]





Challenges And Opportunities In Media Mix Modeling Services 

Apr 12, 2017 - The E(Â·) operator here indicates the sample average in the data. ..... Journal of Economic Literature, 47(1), 5â€“86. doi:10.1257/jel.47.1.5. Jin, Y.














[image: alt]





Geo-level Bayesian Hierarchical Media Mix Modeling Services 

Priors are needed for the hyperparameters Ï„,Î²,Î³ and standard deviations Îº,Î·,Î¾. ... If non-negativity is desired for Î², we could put a gamma prior ...... R-project.org/.














[image: alt]





Modeling Memes, A Memetic View of Affordance Learning 

collected data by running logistic regression and statistical tests are being ... compared against a human analysis of the scenario, as part of basic Turing test.














[image: alt]





product marketing mix pdf 

Page 1 of 1. File: Product marketing mix pdf. Download now. Click here if your download doesn't start automatically. Page 1 of 1. product marketing mix pdf.














[image: alt]





unit 4 planning marketing mix - eGyanKosh 

(Answer: Usually directed at a specific group of consumers). Question 2. In that case which one .... groups, promotional messages for, say, colour television sets might highlight motives such as status and prestige ... institutions (such as wholesale














[image: alt]





Aspect-Oriented Multi-View Modeling 

School of Computer Science, McGill University. Montreal, Canada. [email protected],. Wisam. ... structural and behavioral, using different modeling nota- tions. As a result, the developer can use the modeling ...... code for aspect-oriented pro














[image: alt]





The Concept of the Marketing Mix 

to advance the short and long term interests of his firm. ... Medal Award for Education. He is a past ..... f) Trends technological and social, portending change.














[image: alt]





Bayesian Methods for Media Mix Modeling with ... - Research at Google 

Apr 14, 2017 - To model the shape effect of advertising, the media spend needs to be ..... Figure 3: Illustration of ROAS calculation for one media channel taking into account ..... 50. 75. Week. Media Spend media media.1 media.2 media.3.














[image: alt]





Journal of Services Marketing 

However, the reasons for service breakdowns are, as we all know, many and varied. Most services are complex and involve a range of tangible and intangible ...














[image: alt]





Gerber Life refines its media mix using DoubleClick ... Services 

Gerber Life Insurance wanted to gain better insight into the relative performance of different marketing channels throughout the customer journey. â€œWe understood the last-click attribution of display in policy generation, but we wanted to better un


























×
Report A Modern View of Marketing Mix Modeling Services





Your name




Email




Reason
-Select Reason-
Pornographic
Defamatory
Illegal/Unlawful
Spam
Other Terms Of Service Violation
File a copyright complaint





Description















Close
Save changes















×
Sign In






Email




Password







 Remember Password 
Forgot Password?




Sign In



















Information

	About Us
	Privacy Policy
	Terms and Service
	Copyright
	Contact Us





Follow us

	

 Facebook


	

 Twitter


	

 Google Plus







Newsletter























Copyright © 2024 P.PDFKUL.COM. All rights reserved.
















