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BACKGROUND

[0002] Marketing communication ("marketing") is the process by which sellers of
a product or a service—i.e., an "offering"—educate potential purchasers or
consumers about the offering through, for example, the dissemination of
advertisements or marketing messages. Marketing can be a major expense for
sellers, and often comprises a large number of components or categories, such as
different marketing media (e.g., online, radio, outdoor, television (cable, broadcast,
satellite, etc.), display, video games (casual, console, online, MMORPGs, etc.), print,
cell phones, personal digital assistants, email, digital video recorders), as well as
various marketing techniques, such as direct marketing, promotions, product

placement, etc. Furthermore, each marketing medium may include multiple types of



a product or a service-i.e., an "offering"-educate potential purchasers or
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Finally, known techniques that rely on "last click" or "last impression" direct
attribution models are flawed and biased and do not take into account the
relationship between different marketing media and marketing channels or a

consumer's cross-media or cross-channel experience with a marketing campaign.
BRIEF DESCRIPTION OF THE DRAWINGS
[0004] Figure 1 is a block diagram of a representative environment in which the

facility may operate in some embodiments.

[0005] Figure 2 is a block diagram showing some of the components typically
incorporated in at least some of the computer systems and other devices on which

the facility executes in some embodiments.



[0005] Figure 2 is a block diagram show ng sone of the conponents typically
I ncorporated in at |east sone of the conputer systens and ot her devices on
whi ch t hewbaeidi2e8s2execut es i n sone enbodi nents. WO PCT/US2012/049782

2013/ 022852PCT/ US2012/ 049782 [0006] Figure 3 is a flow diagramillustrating
the processing of an anal yze conponent in sone enbodi nents. [0007]Figure 4
Is a data structure diagramillustrating data collected fromdifferent

sour ces 3p6bg)ow chQElre' Bf@réTHFokanla@Pé’m bifu ARG ARE EstobdsHYTBT AMDARAIPRNT S
[0008]Figure 5 is a diagramillustrating the processing of a determ ne
true component in some embodlments

[0007] Figure 4 is a data structure diagram illustrating data collected from
different sources and how that information may be aggregated in some

embodiments.

[0008] Figure 5 is a flow diagram illustrating the processing of a determine true

lift factors component in some embodiments.

[0009] Figure 6 is a display page illustrating a marketing resource allocation

recommendation and configuration page in some embodiments.
DETAILED DESCRIPTION

[0010] The following description is intended to illustrate various embodiments of
the technology. As such, the specific modifications discussed are not to be
construed as limitations on the scope of the technology. It will be apparent to one
skilled in the art that various equivalents, changes, and modifications may be made
without departing from the scope of the technology, and it is understood that such

equivalent embodiments are to be included herein.

[0011] A software facility that analyzes consumer interactions with marketing or
marketing campaigns and the results of those interactions, such as a sale or
conversion, to generate a cross-media or cross-channel attribution model
representing the true impact of cross-media and cross-channel marketing resource
allocation decisions is provided. Furthermore, the facility provides real-time
feedback on marketing campaigns and allows for dynamic lift factor adjustment. The
facility can use the cross-media attribution model to inform future decisions regarding
the cross-media and cross-channel allocation of marketing resources and improve or
optimize one or more goals linking the cross-media attribution model to a financial
measure related to business outcomes or brand objectives (e.g., revenue growth,
increased market share, acquisition of new customers, conversion of leads, upsell,
customer retention, marketing expenditure optimization, increase in short term
and/or long term profits, increased customer life value, etc. The facility collects
historical and real-time data to measure the performance or effectiveness of

marketing campaigns with respect to one or more goals and to improve the accuracy
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lift factors conponent in sonme enbodi ments. [0009] Figure 6 is a display
page illustrating a marketing resource allocation recommendati on and
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cookie information to identify the consumer. Similarly, the facility can record an
email address or other identifying information for advertisements presented to each

consumer via email or text.

[0013] Furthermore, the facility may determine or estimate how many times a
consumer interacts with the advertisements by identifying among server logs
consumer visits to the shoe provider's website and associate those visits with
advertisement impressions. For example, if a consumer streaming a television show
online receives an advertisement for the new shoe in association with the stream
and clicks on or otherwise interacts with the advertisement to access the shoe
provider's website, the user's visit to the website can be associated with the
advertisement presented with the streaming television show. Thus, the facility can
track the relationship between the presentation of advertisements via different
marketing channels and consumer behavior (e.g., visits to a website). Furthermore,
the facility can associate results of the consumer's visit(s) to the shoe provider's
website with the presentation of advertisements to the consumer. Thus, if the
consumer purchases the new shoe, or anything else, the facility can attribute some
or all of the revenue generated by the purchase to the marketing campaign and to
specific marketing channels through which advertisements for the new shoe were
presented to the consumer. Based on these attributions and the allocation of

marketing resources to the individual marketing channels associated with the
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of future reconmmendations for the allocation of marketing resources to
mar keti ng channels. [0012] For exanple, the facility may, in real-tine,
assess t hwoperdmessance of a marketing canpai gn for a pr@eduaisoigeedrsas, for
exanpl e, a new shoe. The nmarketing canpai gn may include adverti senents
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and so oOmpurchased or otherwise shown an interest in (e.g., by retrieving information related to
the products or services, adding the products or services to a wish list). In some
cases, a consumer may provide the facility with information pertaining to how the
consumer receives marketing information, such as which websites the consumer
frequently visits, which television shows the consumer prefers to watch, whether the

consumer watches or fast forwards through commercials, the periodicals to which



[ 0015] The facility may collect this information fromany of a nunber of

uni que data sources, such as advertisers, advertising networks, adverti sing
exchangeswocorssupsses, soci al networking sites, website aoalustéicssaiar a
providers, third-party data aggregators, etc. For exanple, an online
advertising network may track the presentation of advertisenents to
consuners for a particular marketing canpai gn or canpai gns, such as which
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busi ness out cone, such as the generation of revenue. Furthernore, the

faC| I|ty may assess the perfor mance of each mar ketl ng channel accordi ng to



[ 0018] As anot her exanple of varying levels of granularity, the facility may
use information for an online marketing canpai gn to neasure the perfornance
or effectwoensge2852 1) a particul ar adverti senent preserCEdSen2a4garti cul ar
publisher's website at a specific tinme or during a specific tinme period, 2)
a group of advertisenents on a publisher's website, 3) a group of
advertisenents on a group of publishers' websites, 4) a single

adverti S%I%aﬁ]fplé)@uﬁ:hgélﬂg@n%cn%kd RSIbS 'of mbaﬂb@rﬁspur@n&.ﬁg?tr@mbm@%@b%

anot her exanple, the facility my use collected information relating to
vari ous §@§?a$rquﬁfﬁa§élg @15‘”9@&?%&“@”@ Hemlblgnr &iCt he per f or mance or

ef fecti veness of resources allocated to 1) different search engi nes (each
search ed®?Hd corfegashdnargeting shannet apasiated witha merkeding-cerwats; thep)

di ffer e”tfad?lftgd#%'iy%egrthé g'?e tQé!"lﬁil%ijQtYorP'Eo %§§é’e%' ﬁ\tee?e%r‘%ﬂ‘antceeofséé’éfph

engi nes (each product or cor r espondi ng erent channel or

sub- chanmedrketing) Chﬂnﬂﬁbb@f‘fﬂd qxreszﬁmtdaé rpwtfqa@sséluncatedcf@riharmrk@tmgdcherr@ebnt
h f
:5grghaﬁ@:é‘6§%c§;§%t ddy h%%rtﬁ@ ag{.awomvan&é. #&ﬁ@?hoﬁé}%@ﬂﬂfs

V\DI‘ S pUI‘C In conjunction wt
ADWORDS) mahassess tre peﬂr&nmadce]gf gacht merkieting channet accanding ite gartyhng dﬁﬂthsect ed

| or et ol AL YA KNG Y BB UL B4 9ok WL PRSFIRL oAU g

t he perfornance tiveness ns accor
| evel of rmraalldgarthet facjlityomiagl ethalyye drrfonlnaimrra@théobtd ln@mnthd’ned\cemiuéeemﬂr&sjlrdat a
[ 0020] As ot her_.exa ata..col ectde

tel evi si é*r’l. n“aaH“k%%'S?%&nHﬂ%ﬁ%ﬁh%ég%egé’@/é{r 5%384 %?aé sh OrERLRRA &¢EOr éﬂ?cﬁ? as the
11: 45am rslpmaﬁd: déub)tf;]drﬁrels'q%gaéléiehl\ﬁﬂe then gMixd; mketz\b o:rranhble subhp]rai all
conmmerci a r t he, secand conmerci a rea eTo t S in
bonver . derebeBRns: Prers D AEPEUEEa. MHrfat coKeTiago: CHPEgs merkping

per for m@ﬁ@nrﬁﬁl")&frf@lcéd\)éﬁ%&%nw‘ placed Oy pértua@lmep@blrsaarewtessutesuplhbli%aeual I
advertisenments displayed during Arerican ldol in St. Louis,

adverti s&YROSHS SWEIRHD yC*t‘EI‘fE‘eAﬁaC ANt BPMgt &X¢MPIRAI dnghfadley Wél H?;ﬂ y, t he

faci lity deffoframal! 6f 8fmamaling camphidf é&bfcﬁﬁm@@eéifer'efﬁ erﬁ%;hé/reﬂkﬁ/%ﬁs of a
mar keting canpai gn or canpaigns at var3(1 depths or | evels of channel and
rechan

sub- chan®EdNWardymi sHa-eRannesO 2vithin 'y %@ﬁ‘a‘—e%UChnﬁ§ thee Ped@IMaNce Ay track
CONSUMer $,i36/i88Sehtd®laced by a specific advertising network, advertisements placed by a

specific publisher website, advertisements placed during a certain time period, and

SO on.

[0018] As another example of varying levels of granularity, the facility may use
information for an online marketing campaign to measure the performance or
effectiveness of 1) a particular advertisement presented on a particular publisher's
website at a specific time or during a specific time period, 2) a group of
advertisements on a publisher's website, 3) a group of advertisements on a group of
publishers' websites, 4) a single advertisement on a group of publishers' websites,

and so on.

[0019] As another example, the facility may use collected information relating to
various search marketing channels to measure the performance or effectiveness of
resources allocated to 1) different search engines (each search engine
corresponding to a different channel or sub-channel, 2) different products or tools
provided by or associated with the search engines (each product or tool
corresponding to a different channel or sub-channel), 3) different keywords

purchased in conjunction different search engines (each keyword corresponding to a

-7-



various information sources with or without identifying each consuner. For
exanple, the facility may use an enail address associated with each
consuner ,woaois/e285af or mat i on passed fromthe consuner'sPbrass@r/04978ne and
address information, credit card information, etc. to track the user as the
user navigates frominformation source to information source. Thus, the
facility can identify a consuner's interactions with a marketing canpaign

across Sejirént (ﬂ%rnkélt bﬁ‘&tﬁ&%ﬂh@ Ssueh é&uméﬁr&délgdmaéwlra&@n@m%ﬁ with
interactions wt of the interactions based on data collected from

ot her so@@@@LEISnAQW@Rgﬁérﬁﬁ’ld@ on- vacqostlingly+ 188 faqlfty eampiilze, the eoliegsst t i on

thereof, ,.ﬁfBbfnﬁ% 'oHCl/éf% gene# |l ¥ark sy | fof QHJ? epurpby fmtﬂneasddngeth
information that al aci | |ty to 1denti Y Sp eCI I C consumarsez For
exanpl e, p@ﬁownqeeob@ﬁectmeess 10b pABeETd caneajgns veaepraing ite Arvoleseiners, may

provi de i 5rﬂfl Vlc}etaa[b/ &%‘?s?t:e blé ﬁigrlﬂ hé}ﬁ ?e‘?:'ﬂ?dJ@%S specifically. Rather,

the onli e pu prOV| an |n |ca Ion of the behavior of groups of
consurmer ed o Xah, : : t | evel ,
geogr aphﬁcéﬁcatl%n n%ltegr estsﬁe sf%é”r(}g 'W[;ES %ﬁ?@ﬁg@ﬁgﬁ%géefggﬁed data

and i nf ottefavision m&etlﬁgovwhmneletbas@dr avolassesiatade stbrchannelp, asuahcaased, t he
facility ygan,. H%Smrﬁrﬂggérspf’{het ﬁ%&”bﬁih‘@% .EOMQS.E&H i qu‘%ﬂs'tﬁ.r& N3k B.aﬁse”t
the performance or effecti veness o e various nar channe s on a
parti cul auribgstheesscand comenaciab uireakres. Thhe Tmmgbt sSlroeqprues@anvetrhd)(Dr ue

i npact or tef ctI of 'Pdt/ ertisi ng.resource alw1 n_decis Oﬁ QR 2

par ti cul 4V CHILVRs SOEHEL MO BRIl MES g8 e SED 8x%erF§qr@a”?%8rF eF 1Py
gener at e ofi amrdep of hdiertisenadres, a:dhr@lstalIgdvgrtrsemutsc@s;ahyewamrir@nAnbenc@ ons for

011G o LSRR oRDBBE BB B S e o

busi ness ApdbeMRS the fpMindistoapalle oa@aallyﬂﬁgcmeederltryma@h@@g@ﬁedtmeumecsflayl ng
driver variables, such as the anount of marketin resources allocated to
differ entM3rEPIG ?%p%ﬂ%ﬁ’ﬁ&?@pa@?éﬂ vafyig depts p%g% ISPt etaryenpRd SPerred to
as "lift chaghdigbanuldftg facility or other processes may use the [ift factors
to informfuture marketing resource allocation decisions and dynam cally

i mprove t[mz gesul IhSsdthe teRAEDIECThS) s fdRItAhhMe trhk BoRsLFh&8SEcross arre or

out cones. In sonme enbodi ment’'s, a response for a particul ar bu5| ness
out cone rYﬁ?OlHﬁa'n H@F'@'&ISﬁlﬁpﬂﬁwﬁﬂ@éMthglﬂtdéeﬂiéy'ﬂ%ﬁﬁ%@c%mﬁrhgpr exaerlgal
factors Qe QAR mup! iRPlRSemERTadAARPLSsocRAb S will P LBEN SofBUmEE PERRiON ¢ he
al | ocation of marketing resources to television media and search engine
medi a al dfgrmoation Ragsed fram dhe goasuneerfabraveer orame Anghaddiess iferamiony
distribu e er or
friends ﬁ@a%aggéﬁﬁﬁ%tﬁg\égf%%ﬁgcﬁ?‘eg"fg&%ﬁgﬁ@ g?&gt%}wdrét éﬁtlg@n{mé so on.
The f aci Isotscedainfemnatootsourgeal e, thardaciiitn cen jendityea dentsanfes's indaksistiots t hese
external  facto rQvi i tional
ot or mat 00 Penarithg PrEbAR] AT Bl Hinahd eahads & BHE A <o
busi ness asad)cctaiﬂﬁbesd nntesreutmrsa/sltlrsresalts:aﬂﬂ'@l integiadtimbb ebasaq' obelagan colfectedredi at e

out cone Iy el e i riabl For

exanpl e, %%g”a ggd’ %Ke Ials;dq$%\%x§ﬁ1p!ég éﬁ%aﬁy\%ﬂg@aﬁ %tgo fgo %aﬁoét'onr evenue

in the eXaerpbe raérpmt mr&uddweesoaaitwndmmmme|mfs>rmmmrc@t5alnfmmatuablteat such

as tel evision,me earch_.clic nd SO Thus r.f or mance

o true. AipSR Ry RaoEndY 2080 S RSl S Rl i R i B can

be nodel &gl ptigedighd pevaRgus ab cyadunadrs &ay gt@t@dntoma@@rr tat eoeH met idedifa and
or sal es reven skilled in.the art wll

used to generate a

under st a 8”%%@3@8%%%33}% Hﬁ%‘”?@#g%hﬁémy&ﬁ%l?e 8 RaALiop of the

i nt er nedipahgvietbE §iTRIpS M cBRs HRERT TESBE bl SbMExAMMe Odged iRCHRE profesBBRKet i ng
sci ence and consuner behavi or paradi gns. Addi t i onal y, other technlques

such as \ReEeRfondaYelr erpogaRhiqlocaiamBieTestsa@n®8o @8ed t o det er mi ne causal
pat hs between user actions, internedi ate outcones, and final outcones and

any assod?P®4dd tileing ahe @ég'ij’gatqdhé’afq b difRERAtion @BRYLMOW JBKAEN %N

adverti seggdiircé) aFe,elc,@lVrbﬁ!I)p%II%Hie@ hgr Pﬁl&;@fcﬁhnas@'ﬂeg}eééum 8&HiGlesf & that
product or the time between a consumer perform ng an online search for a
14

product &eacRAMedsiE Mati egraseat tfpﬂ@étf@ltmamm pre eBipctivanesss pbithg various



[0024] Figure 1 is a block diagramof a representative environnment 100 in
which the facility may operate in sone enbodi nents. In the depicted

envi r onmewo,20s/@es52er conputer 110 is coupl ed to vari ougCoaise/opr7e¥i der s
120, consuners 130, data aggregator 140, online retailer 150, and
advertisers 160 via network 170. The server conputer 110 includes software
facility 111 and narketing data store 115, which stores information

repr eSGn%MeW@WeIé Bh &f agﬁ.belas bisihBsdRBUBhieN6r 6aEBAHaNSTROhdRRII t's of
those interactions collected fromvarious sources, such as outlet providers

120, condepresentiae irugdmpasiyer eftast 6F pdyertisiog resaurarealiasation epcisigos oara
advert i sepsicLef. bu?ﬂfe%é"@ﬂl%oﬁ%cdrld&%njrésl F&Cé%ﬁrgﬁe ane Gy FRITPSEHRAte 1L

determ ne true actors component 113, user |nterface 114. Analyze
conponentmadep thwdr ietades advertisiod |resewce tlocationydeaisions tarngifferent ceamedtent i ng
consuner  nt i ly

o ovi do. (¢ e & FrcBAterdignd Aient B Svedng AR eh i Fid S NI B

i npact ofadrertiket i higus, dseumadeds désawibathenv businegraottcemearesmdidum or achannel
on busin conme e Ly nvoked
by anal yaoegHCREnEnarBEs 5" yBehNE i JsPEbRS, ATER 1 Pduiroet

r epr esentrnargetirige remwmes)rwbcajedbeitovvele“ferer‘ﬂemﬂrlkeimgt coanrads. maOften| rtgeseesour ces
and a busjiness o der,i.Vv fa 140 rOV|des an

Mt er t acebatraaeeaREn GRallo 5 "Bl Tnd PLTlY SrinfieBinten T
facility.useuthkelift fucoisdier mfdrad furtemr asaemtm'r @sbdeesalfcation ldetisions atannel s
for the p esentﬁﬁlon of adver%§%gge a room a vertlsers 160 t consuners
130, suclHYEEMEELY [aaYe RSt gre ?@?'BHSQ%WG&HSG‘ buysingiss 8 on
provi der sutdoafis0 stations, online advertising networks or exchanges and so
on. Each outl et provider 120 i ncludes data store 121 which stores

i nf or mat ifpge3]el atiadsdnte tdnﬂ)d@ira@rﬁgeatregﬂ)o@@vmta perenlas businebs asutoshen the
advertlsenents wer e @resented whi ch advertisenents were presented, whether

the consUP@t befpedeled aing adverisng ¥aualles erd iher sdemal BAors e avsel
provi ded vhhgpiaslVv eot 'e&@rﬁﬁgiét sal%%QevéPﬁIeamQ?Qi'éﬁgﬁd Oh(the aﬂé&tuoﬁfﬂflrﬁ@rkéﬂﬁ{gal ler(s)
150, and advertisers 16 store sim data in data stores 141, 151,
and 161 respeess %F%}GV"E'B'F]SVU%? ang3searaly anginer medianaloRg Akt pihes dalskrds
present eqRénAbhisls. BIGY hdlioeckBry! idFLEIH, kgl 8aliban e anymgedi um or
channel , such print 131, phone or g? tel evision 13
conput er OIMIO\AmmpncT\mtgbpaff@nﬂissm Baesbopk), 59@1@@ \iewe of Fa%bmkmth@eo may
be coupl I

p ‘1?7\% sReRr@Wol &, PHOMCHE ¢ na"rﬁgol%g{e %Hg@égnegrmg&’fg@?% ﬁé@%r &%@P

net wor k such as a connectio a ca

t el evi si ®h tipfrawex:iennal [awzsprmpgﬁuce)sz media atribationdinagdelatn prlovigerapdiiomel of t he
conponen C ystens
oot el YRR BRRRER el Pr Forls§A8 1 200, losh g QTR RR S
conput i n@u&@maseslnmonvmcafkest Iaeca‘uaall \kariaplel may el ammmrar@drwg/ oummﬂadfmobne or

2 comput 6 HERGA FBRSRA Bploni i SAteei FATEGiPR, SBRRY artferng

used, i npuddigleviicle’ 4 eagsal vzk@tﬂmmrda@edemu@tm 11{12) dmm@e%bov@uﬁ@,uhauiaew ces

CELC T S e o

conput er -ahgadaly. eThrdine ghriov@adélor ULt &f @«8@@ Eb’sbuﬁ;esfa%ce’(t@@dj ng
prograns and, data stored on a ggg@ﬁier readabl e

The neno and
storage FEFECNANEMELRLEALPE B Hsing 4he causg! Vﬁ‘ﬁ?%% r@ﬁ@&o‘@oﬁ%}/‘i

conput er <pyReUhahh antgkd Us béiratethodbidl 848  fevieRge f amklskiiléd ihecdtt Neans a
conmput er -r eadabl e medi um that contains the instructions. In addition, the

i nst r uct dhgnderstandsthat, dhes Faysal yagakbies daga %%WQ&&QFUW&OFHQWVUQ"%WSQ'@E? or
transni t t@ghome cBﬁtt‘!@rdétérﬁﬂ%Chbl% 2P o¥'sd mrr%eﬁiaifambrk@ﬂws%féne@ Avepli um
such as a signal on a comunications link, and nmay be encrypted. Various
conmmuni c&onguTgen jbakavigmparasigned, Addisianally, taifeer tchnigees, suthh@sl vesten

net wor k, r cel
phone. neriRoRsSUs nBELUS Cap SRRl 10 MeRaiio Eplig ol HoRkoerP beor

i npl enentastions intetmedjate wtcdrmeararmjﬁn@pmt@ameﬁgaednanwcﬁﬂmma@dt tirae lageel ude
personal conputers, server conputers, handheld or |aptop devices,

mul ti processor systens, nicroprocessor-based systens, programmabl e consuner
el ectronics, digital canmeras, network PCs, mniconputers, mainfrane
conputers, conputing environnents thdt include any of the above systens or
devi ces, and so on.



[0027] The facility may be described in the general context of conputer-
execut abl e instructions, such as program nodul es, executed by one or nore
conput er sworomtess2devi ces. Ceneral |y, program nodul es iPatiusd@20ers: nes,
prograns, objects, conponents, data structures, and so on that perform
particul ar tasks or inplenent particular abstract data types. Typically,
the functionality of the program nodules may be conbined or distributed as
desired i8gvané aHe KITREEH ﬁﬁfb%um&%ééeﬁn@@md\/@ﬂ’tlsér}ﬁéhﬁéﬁt&mlbﬂﬁh@%@ﬁ

descri be above are typically used to support the operation of

facil ity PeffRBBIAgs&M |9ndee jSeatdie faar iha\t/\nﬂrq)dlé?b;ﬂfe@ieat'@et PRiveeRea foé.’BFLPm?'y may be
i npl enentp%ﬁoHﬁ.ha%n%Vh@%é 2h 1438 bRiBCt AREhOAM GRBILAKEAbART onfifilonavi ng
vari ous comnponents. T Figure 3 1s a lagramillustrating the

pr ocessi nga@forehe anal yze conponent 112 |n sorre enbodi mrents. The conponent
periodic coll ects and anal yzes informati on characterizing consumner

i nteract |[@Q%4]and frigdrgl t is aoploehdiearanhpba waresaniative gawvsonment nwhieh f act or s
[2Pr eserthddalifty hay SobHRAGH i LhBelirflnd™r iiehenGod AR REAhLRC A T O
deci si ons on & DusSINEss ‘out Come or out COMeS he ‘conponent optim zes a

mar ket i n@erm campueteallll @ ¢ataupted tocanmes datldt pnovidare d 20ncansemarsl 3 ideteof

act ual res A S actions
W th e R90T s NE JAEPHRE e Rub O 2P S0 S 8 oo n RN Lt P bR 75

al | ocati @nrrqimtarshmnlscluafese soﬁWpui Qmﬂ’tyﬂh‘e apt markeding atatp radaredd 5a w‘rm'H<et| ng
resource g IIo g for a vari e of. rreqég or channel s
related 208> d%Pf’T‘%ttﬂ” i 'P?n“g"”éé{wséu' fRrechi %Ehi ez U At i on
naykl ncl uwhd @3 ultsTorf ahesk gntaraofonmbhl@tgtdgg;‘rehemn‘ﬁ@ sourpesvartht asnougenf

mar et|n Vi and an roved bal anc cross custo grment s,

br ands, | SR IR HePs CarRUBPRLIt L 81 1RgSCes ORI O ot TIE8: <SAMTI2Rr oFf &
plurali t)edOért@@rlsM@@S SsfwdreaRcgVert ingRiigs @k Iz@tcoﬁfg@weﬂm& deBIANHERT S,
dat a aggregators, online retal |ers, etc, The facility nmay coll ect

i nf or mat it i f3R0S- GaARENEAT i dednd ySBr BYRTERSer WAt - ANRZE SOMPERNbH  Zray

col I ect tdéﬂodlﬂélﬂlr H&Ie'cfbnaﬁ@rdn@ﬁlﬁ@'u"n%rm%!ﬁhrékﬁe%ﬁg R&INsBREF intBReBoRer day,
once per week, So on. bl ock 320, the conponent aggregates the

col | ect e@nearﬁwl%z,fdh@ﬁ%'@tqr@ctm? o dypamicatheproyidedtuer b fackss. eagbHrugslift
aggr egat isdort BrékPoAding t%ﬁé%bé& #aEREling ?é%obﬂ:%@tdllf)bﬁtbd@lésaoﬁér%@gr with

each consuner, consuner |ocation, consuner age, consuner pI‘O eSssl1 on,
consune m&acbm a5t ¢hamejuroa Musifless uosiaomes. f urPetermiget dive H& dactorss a dat a

inl d
how ¢ hat CHPRARAT 12 IS ORI B 1Bl R0 BrhBRRE 114 T deneldi S maBbERRY Block
330, the Vdmkpbfhmtomnm@@wn@éh@rewhmwmu@etmen theetlegadioo arfpoarsating o
det er m ”?eé&ﬁ%ésr i b%ﬂ@%s@%t%%eéémge ﬁv'kg)bﬁ'ésé’rﬂn%e 8&‘12@ anndiﬁtscé?im or

out cones, “such™as revenué a mar
busi ness lruiatfaccmﬂwroegh edaht 8 usee oéftlﬁecﬁaculttha;enrie@mutomw Etiel tmdit)ed Qublet hat

g?;;,? glr nt %w ersq50hrae\p/)?es%ﬂt tppoewc?erg : r}e&ile Ocn%hnéls fog Igé?l tperésetntt]a |o(?1f I)]e ct, the

advertisements from advertisers 160 to consumers 130, such as publisher websites,
television stations, cable television providers, radio stations, online advertising
networks or exchanges, and so on. Each outlet provider 120 includes data store 121
which stores information related to the placement of advertisements, such as when
the advertisements were presented, which advertisements were presented, whether
the consumer interacted with the advertisement, the advertiser that provided the
advertisement, etc. Data aggregator(s) 140, online retailer(s) 150, and
advertisers 160 may store similar data in data stores 141, 151, and 161 respectively.
Consumers 130 may interact with advertisements presented by outlet providers 120

or advertisers 160 through any medium or channel, such as print 131, cell phone or

-10-



inmpact. In block 340 the conponent identifies Iift factors previously used
as a basis for allocating marketing resources. These |lift factors may have
been basewiOoanijmess2ously estinmated or predicted data poiPOTAIS2@ 20182 OUS
iteration of the analyze conponent itself, etc. In decision block 350, if
the determned true lift factors are equal to the identified previous lift
factors, then the conponent continues at block 370, or el se the conponent
conti nuegpaat13p! eakisieR 138 Ncdth®lakr #80.publie dEPrEIeNSH! oy NRMEEAS lcksaddat es or
adjusts a previously generated marketing resource allocation recomrendation
usi ng t h&éopalgaer bl MAk bgetasipladriadn euliet pravider 4¢P dhrough@ cameacinnoeteeds to
bl ock 37Gnad ReRb@kH787Quctt R 5§ UBRABSINS b¥ceh & UondlmBN $8 dn@ Srddpger the
process to restart (e.g., a request froma user, a predetermned tine,
conpl et i delewpion ptMi¢rrdown tinmer) and then | oops back to block 310 to
collect additional data. In sone enbodi nents, the conponent nmay

cont i nuod892p]col | Hgtredaisaaflenth diagiapushewng seger eft therconpneptsr ypicaithg t hi s
step duri i . i i dat a
St ract ur o BT ARRTA et s 0% LOReRRRyRERls e iR} Doatieof ria? (0%,
si ngl e ndink éadility exacnias insamd drobedimantsdathke waypbingdgvieggmbedvhich dwne
enbodi ne . re e ' wsour ce
T i gy 1€ Gl I SR B e S Ao SR AR LU oL e
2." 1 n tl203 fexexgelng torepatat progesme seodrapuisemenmure PA2 foraatering frogeamsonl i ne

e wer ko BofooRG R Mt bl bRBET Y R Gtpsl PaeTeRs et R AEoefBiid, o "

i ncl ungI?gsbs), fgofgga%igeﬁ (e;;i@.L gmp;ieyékﬂeﬁm@?p aad]gbn%%}_-rf#fa@ pse&tsipmt sloehge vv?i l e
rows 4 - A an - I NG. o ornatl o or .di eren consu rs e.
oeeror etibegogyd 8 Bhar Tk ik M0 bR, orf P oUE SsSB40 my

i ncl ude icafhputsireadabi® MmedRNGUREZR!, ROth HEBICE-RUR driveoior raslingliroddmsand
430-436 represent djfferent fields of data cgollected for the different

consurer $Ndid#a BiAreiOn BGREIMETCRGINMRSCIUHD ARe MestRry apH siiaee dewfeims 411
and 431, ard GYrRGAEORANaIE! SR HR AR BSZencodeli Ath CPhpLBSexktdtatid 433,

"Result" colums 414 and 434, and "Location" colums 416 and 436. Col unms
415 and ABruchenskeé impigiephéhe silids WiSh Means decAmBitel-BrpsR0IE BREis™ot

repr esentyed, csHH&iRs aBe tihdRictigsly erhi a%ﬁ:ﬁ'i%{hlt th&BhdRICH S, CRITR atdRiursd, Cand

[ 0032] Row 402 conprises information collected for a consuner 1dentified by

t he i dentmégssege 'stryett®s' mAy beritereawy itansmittadude setwsk sarmeationf205i yfg an
advertis pnartieul a i ;

o pe Bt R BsRAThO A 6 APPSR Pa BERRRRIGHOA IO Shd may be
(e.g., clenckpttdonVarivuadpamurieations lioks may dieadbednseaft as devnigeret, a local

advertis ' resp ose jupressions (" [ -0n") a
quanti fi Zaggﬁétﬂrﬁ%ewg’? &g%gteﬁ%ér ’e?f)gbvﬁ ﬁ(?s@{ @%Euég@iﬁéﬁgﬁn,naaggl gﬁ%%)r chase
or ot her neteorkaand smommr t he revenue generated by the associ ated actions) of
those actions ("Results"), 2, and an indication of userO s |ocation

(" Locat i §0026] suckmbediteetsZioP to@decility mialy cbe timplensanted a5 atels us®bweitrd03- 407

i ncl ude inf.or i caol l.ecte out diff rs,fromthe ource

M oonre o VAHSLL RO g BhYESHTNS B Incllded &S 43R R Tl oobilFerd

;:olbl ect e&aﬁdbeiiljaoclndi ﬂémo;en?eﬁoes’,ce?dlﬂmouesr?e_r 2'system_e, smm%mpeeﬁsbebas%daet _ I
a es m | NCl ude separ e I OWS or eacn | nptesst on an I N ugde 1 TI Ona

o or et R, A oaR A o rO Bk PR e CATTET e PREVITPESS] on

such as anipicoeputdis ragnsamer cap@edsotomputidd envif@nhtss 8rav iinfude anys 6fTe

exanpl es, such information may be stored in separate tables.
P the above systems or (?ewces}/anc?so on. P

[0027] The facility may be described in the general context of computer-
executable instructions, such as program modules, executed by one or more
computers or other devices. Generally, program modules include routines,
programs, objects, components, data structures, and so on that perform particular

tasks or implement particular abstract data types. Typically, the functionality of the
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[0033]In this exanple, table 440 represents the aggregation of data in
tabl es 400 and 420 based on marketing channels. Accordingly, table 440
provi des w0 2018di2essei on of the total interactions wth aPoamsetzioge7eanpai gn
across different channels collected fromdifferent sources. In this
exanpl e, row 441 includes |abels for each of colums 450-454 while rows
442- 447 store information representing the performance or effectiveness of
a mar ket igngyradhabdiles Ndl f ber BRIk &rl ra;mstﬁmg@eb§ Gesiebd "iAdNakingy k1" and
"ABC'). Row 448 indicates that table 440 may include additional channels
not repr eSEdadinentsoWiescompitersy stemy eanigurad a5 desaibed pbp v acs tygigally
col | ect eqisb@rto tippstt ftﬁe%ﬁ%r%tu@ﬁrok%é AR ARG ﬁkJ&aneﬁm%nér?%II Borabhfe 440,
[0034] I n thls exanp I'e 460 represents t regation o? tabl es 400
and 420 biaaiecm)nfaplhty ma:)atbemmpdﬁm@mi@d ct;ﬂggrréewcesmv‘owan%a ytypesabang 460
provi des c%Hﬁ%d?? iRt bl%'hgvmé D5 iRRr dodoRRRR. or effectiveness of a marketing

canpaign 1n erént geogr aphi ¢ areas across different marketing channel s.

0 Thi s SusBll . eS| NBbUIROADSSLRLg GRS MyalosSlb WM ERa gl whi | e

rows 462 i ncl ude mar elng I'n mat 1 on r ditferen cation
r epr esentcethponentid 2civl beype exmblediments, gThe "congEPentneriddellg 1¢dlectRoandi 64

di cat t.
76" 5212 Sobaks LRk AP ol Al Eo RORR RS0 8RS SREMLely (flam
consuner snteegotierse hd qulovide ttalel 6ft 4‘66tors[ @é}ﬁé@@dtmgothghtrua\omsectr oezffacttoShown in
t hi I d
col T ect edreli Ry MamuslPoaforL it = nER RO AL oukb el The
Accor di ngbynpohbst dpﬁlﬁlli&SI@’ﬁWSthﬂQOéﬁﬁBCé bt cdéd @ rexohireeridatiof basedlof trer ent
sources to track,the of the user E gp@ |fferent (L &tIOI’IS wher e

n o

the user CANSEn&r QEtt‘aWP‘ka%‘\“%rrl?é?‘ﬂrﬁ% 8 BY'S'8PT o7 W3l S8l

di ff er entintgricketd #éh mhmnélﬁigsé@ﬂfaeugmn@eétg/ almumgﬂ&)rqmﬁ@m.csadj@ﬁmeat c. For
rovi de i nforpati on about when

exanple, an online retailer m
consuner £ glRAYSR dacigiopar {he GPé%UtSp?f(}Bg@Pt'WZ?H%PquMe& mEredRI &RAY C8vhen

adverti sBEHtRNBESMRASSTYERr bQ/atnBS/ @Mﬂé@iﬁﬁfr%ha@iblé h&adhera paeuladn
online advertising network or networks may provide advertisenent inpression

i nf or mat iNATKEEIICAMAHGN Ahel OREMIZ2AVEFAMIISRERICS TAY §BieshiRioYes! the
CONSUITET Q. mém@t.rfgaaémérﬁ(s C.%{br&faabt.m tBﬁniamé%.hgaédt.qmegOéﬁ&%%drbm t he

online retailer and the advertising networ k(s) "'to assess gerfor mance or

ef f ect i v&atanse opCrasHreqUSEIMeTg Segmpaisgrbrams t reRrketst helnfal@pk 19, thn
gener at e c%r@%ﬁ@ﬁtemeels%é‘(a Tr8rfn b uﬂ% ff 6f E@u%&s oL, & LECVURRBRS Rfetari ous

mar ket i ng canpai gns conpletin rmation mssing fromone source with
i nf or mat mwnqiﬂrewamédml@;s datat we@amﬁscenhrwdetaelgmptoe Tftelfemilfryfro@mmlieoh

col | ect eqy brOMonALteaRitc A0SR M ol il S hARRKEAR LALORIER! LA B

consuner user ormat|on co rm “sour wever, does
provi de tfosnativhoperdioally, suechcts orseppeysent, om:et;bmr cmygoegmpedwealk cantht i on

t ed t b| 4 m
o coe P ety The BmBRTE BuBihoBits P YA L SBaftiAd BN, wi ¢
differ elntof rRnkebemef stariuédsyssicarmd diggneght‘hgetherdﬁtam;/kﬁﬁ&e@rmgcbwl ,san rrpaclt
artic S| hess .out.co S er nor e al t u atl on sa es
D e howdengier RRRyaRUCRIRS aly | CIRnTe, ety ealdR, AERGEHE a8 o™
aggr egat %@n@&‘rﬁ@f Piongssion, aBksdrheliscopte, "l memgareny, @@@s@b@tmtﬁmﬁmmagatl on

may be f her. refined using,additjonal fields Addl ionally, one skilled
inthe a }QXX 1§ & GRiB Gitfiusluire RIAOTaHA; | "%trﬁi'@%ﬂét%cﬂeﬁtﬁd acﬁ‘lfff%%%%’%?% on t hat

i s easi| ynaosw ®BERfIrRbBoPhag HalHRPe dRaf RrsomdiémB6dithtd. nf or mati on may be
stored using different data structures and data organi zati ons. [0036] Fi gure

5 is a bljggde]di agnaBlock 3861 tidd | cEnddMenPriREARS BYdefkrmindetra Miferabore
component to determine the true impact of marketing channels on a business
outcome or outcomes, such as revenue. The true impact of a marketing channel on
a business outcome represents the effect that resources allocated to that marketing

channel have on the business outcome; the greater the effect, the greater the
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lift factors conmponent in sone enbodi nents. In block 510, the conponent
identifies consuner interactions anong the coll ected data, such as whet her
a consunmewocebisgkesf2on an adverti senent, opened an e-nmai PCTarst@20i9782 an
advertisenment, etc. In block 520, the conponent identifies results of those
interactions, such as whether a consumer purchased an offering associ ated
with advertisement or marketing canpaign. In block 530, the conponent
quanti fi %Ea&}e I eﬁs&ktﬁoha@ @EnPBnantdgsntiies I|ft%'é’tbt@e&§w69§.l9%§8d a5 dpiidiess
out cones or exanp if the desired outcone of the marketing canpaign is
to generé@realdqoaﬂmdn@rkefm/v&%ﬁuws anhess dftfactosn mavt Ravn baer daspd dfent t hat
resul tS gloo RANSUMREIMI 61 bloBRidBatCAShise B vRBS ARTAEINCE: tht Bhaifzf 1"
whil e ot her I nteractions are assi a value of "O anot her exanpl e,
i f the desmpedeniuitsedmeta. sin deggipn qbr%@u@‘ttherde@erﬁemed é’ueéwtefﬁgt@rs gfee resul t
of an in Nel] e e wer e
old or %gwﬁﬁ&%ﬁﬂeg@éﬂﬁged?mél nter“gcftélggﬁggg%@r g%éez}onﬁng%)éombrﬁg 5@4 t he
corrponentblcmktSrTObmreelspotrta cngpohentheonfirarsi &l dOckeS0l t Int blopkB&@!t ithey
channel s t at ed rac I Sonsuner
may have %ﬁﬁ)%ﬁg@te ré%é:rg n&d%?ésprogd%dpétg ? P#e&!@\ﬂyﬂé Q%Eéﬁ)fg‘i‘rﬁgt Mt eri al s
for the peswucd ailha:ajuoghredorfnﬁmnelanonmsingt thegbadeanor|tbe ckm:rmnamj dnaki life

d i | ad : | eyi.sj

At hough agrscanC R e RRs SRy SR AR P el B BB P R Lk ngy on
an onli n@vedtvterthggarthetproddse th aesthit {(y.greyregiesti fram @ gseea preddt@ntimatenue

Phe " broddet. POREN P o iae) THe oo Ry it Pl SlEre

quantifi %@ldm@ﬁéﬂ dsabamesorfd drhtidifentd, xh&@wmb@mtaﬁey tdaatimdent tareeNt S
were presented to the user or how nmuch ti rrehtgasse bet ween t he present ation

of an ad¥éid TeENERICUR SAVIRE r%ﬁ%ﬁ}?@rp%“%’ﬂw $ejter dHENG BFAsEssipg of th
adverti sefBRLs cBpsseted to the consunmer via each channel, the nunber of
advertisenments presented to a user before the user purchased an offering,

and so Or[oomr exragraﬂew khg FRAPANRAIe NAdgrakd fliuBtdhtth dgfaeéélﬁictdQP'frbhpn of
t he quantlfled result to nore recent inpressions and a snal portion to

earlier idffrerispeses Ifor @hpigoleaAtrEietinghearpp@igd rtfist h@&’n”@thﬁt@ld’ﬂé)’d?e reduce
bi ases t hab Yo PRPEHhe ‘Mf'@dbdm?éﬁtk” IFipid H‘@O P@drfe@érﬂ@@%?a %Ile‘%fé(oeﬁéﬂnv@r%ess of a

mar ket i ng "Canpai gn across different marketing channels, such as a "l ast
click bi §9ur‘cea "squress fl," awhilektaplea20" re@fesenta/\ﬁ@ﬁ Qﬂﬁgﬁteedrorwaﬂethﬁatspwepy t he

corrponenb- r e uant t C
sub- channe(?mg%asedlhgtwst egPﬁ%lga éjé %%éh%vlzsre??gtgﬁfecﬁ?ﬁsé g&gsﬂﬁpgﬁliy each
channel onarketingctampaign tt@:trmhel@swdvenﬂeememtalprmmﬁm by adeaitising netvosks s

pr esent e%n@%&&&%ﬂ?@ﬁﬁ@&%g canpaign in its entirety or by a specific

channel / su hanne y of exanple, if a consumer purchased a product

(o SO0 GRIAT TR TOCOEky NS S PR IR

conponentcolaynsad 10-4 thuard $30486 respeativedy whitey roves 4@i2-#87 and 422- 427 include
information for different consumers (e.g. "userQ" and "user1"). Rows 406 and 426
indicate that tables 400 and 420 may include information for consumers not
represented. Columns 410-416 and 430-436 represent different fields of data
collected for the different consumers, including "Consumer” columns 410 and 430,
"Channel” columns 411 and 431, "Impressions" columns 412 and 432, "Action"
columns 413 and 433, "Result" columns 414 and 434, and "Location" columns 416
and 436. Columns 415 and 435 indicate that the tables may include additional fields

not represented, such as time, advertisement, marketing campaign, etc.

[0032] Row 402 comprises information collected for a consumer identified by

the identifier "userQ." The information includes the number of times an
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mar keti ng channel and $20 to an email marketing channel or vice versa, and
so on. Furthernore, the facility may attribute the quantified results to
sub- channeb2p13aess2as a mar keti ng channel for a specifi @Cadser2iosd78y
network or email marketing conpany. [0039]In block 550, the conponent
determ nes the current allocation of marketing resources to the marketing
channels. In block 560, the conponent uses a statistical regression

anal ysi s J4QeiisemEs: fob H%rtﬂﬁ:laﬁ\ chhip@Rfn Whs Br‘é@eht’eﬂ@@hsér@@ﬂlﬁﬁﬁéﬁbr{m hod, to
dynam cally generate a correlating a current marketing resource

al | ocati &ff ﬂ@mﬁe'bestlrﬁ%%@abﬁ@'t%'ﬁ‘@ré@O%%?ﬁé’é‘s(ecﬁji@@h%%OB@@ veHisement
att 11 but igpnyglonb @it tehke® Vidk®, YRULAYEMERY KE MBsSRANBC|RseF Ripraged e the

corrponent may use a mul t1vari ate I hear regression t echni que tO gener ate
coef fi ci driction'or 5.canshe praankdied nesutt{artnehe nmh”@eg@ﬁtmm the eapetimec mades

represent, {Pw%sé rgpgﬁﬂ ﬂéﬂgé;&xigﬂp %?g@e@wg&&@@qw%g%g the 99&50%&? agl}rkt tgﬁ e form

busi ness CONes the no e represente
n-1y = Eﬂcbaexactrene:("R@ﬂsWn%randyarmmcmupor@dyse@'alobatﬂimébecationboamh n

represents phe pubar of, Bk KeL1 g, shanne! spagoabdabedp bl FEphaREnt s 2
lift factor fof the 1t'h Warketi ng channel” considered, and Xi represents the
anount ofcohentéetobogt diffsent cesrsatdrodid ednteosdunes ("source 1") while rows 422-

427 represent information about users collected from a different source ("source 2").

In some examples, the tables may include separate rows for each impression and

include additional information about any action or activity associated with the

impression, such as a price the consumer paid for an offering or service. In some

examples, such information may be stored in separate tables.

[0033] In this example, table 440 represents the aggregation of data in
tables 400 and 420 based on marketing channels. Accordingly, table 440 provides
an indication of the total interactions with a marketing campaign across different
channels collected from different sources. In this example, row 441 includes labels
for each of columns 450-454 while rows 442-447 store information representing the
performance or effectiveness of a marketing campaign in different marketing
channels (e.g. "AdNetwork1" and "ABC"). Row 448 indicates that table 440 may
include additional channels not represented. Columns 450-454 represent different

fields of data collected for the different marketing channels represented in table 440.

[0034] In this example, table 460 represents the aggregation of tables 400
and 420 based on the locations of the consumers. Accordingly, table 460 provides
an indication of the performance or effectiveness of a marketing campaign in
different geographic areas across different marketing channels. In this example,
row 461 includes labels for each of columns 470-474 while rows 462-466 include
marketing information for different locations represented in the collected data (e.g.,
"77002" and "95131"). Row 464 indicates that table 460 may include consumers not
represented. Columns 470-474 represent different fields of data collected for

different consumers represented in table 460.

[0035] Although two sources are shown in this example, one skilled in the art

will understand that data may be collected from any number of unique and

14-



mar keti ng channel, and C represents an intercept and/or error value. The
gener ated nodel represents the true inpact of the marketing resources

al | ocat edwoaoth2bsseent mar keti ng channel s on a busi ness PoutuSeNn2/08978busi ness
out cones. Al though a linear regression nodel is described, one skilled in
the art will recognize that the facility may be use any type of regression
nodel . The conponent then returns the determned |lift factors, such as the

gener at echdprhbé®i b %ou.fceé %%Brd‘iﬁgl)t hge I@Jlk;emdy%rab@émb%at%bmtéaﬂy

i ncl ude channel s associated with ferent market nmedia. [0040]Figure 6 is

a di spl airoaag@fem spyncas tq Ii@‘FIﬁ@eapﬁI@r I@&Iﬁen‘dfef as®gp diffesgntdecatippy where
recommendiy iA8r 33 RABELOHIR!A GRaReAT kBmPAIER_SITRABHTENLGn B Sirénpage 600
i ncl udes an over al et 610 avallable for a

) Iocatlon to varl ous
mar ket i ngnarh@tmgepbarfrmis/w%@hann@m anlipeecogungree gitesweigk, FeomxaMPERIdAyear). A

user may Rfhd L e %geénl rrﬁ&'rn‘ia%oﬁe%ootu?%w?efnf E&tsubr@ll RGRLLE Y,

i nformati on shown be [ist 6 OWs a user to select from
anong di foladicatar pmchhwbouiunf@Unetlcy'oabwtMenmbysemenanmereememwm| on. In

this exaqlp% Sﬁ?erg“ stIIe?\%tﬁ(rnga I‘r?{rIcf%h ébrﬁﬁg %I/thl}s eItIﬁorrk cﬁcI{QI\gMgtrﬁag{;sl n

this exanp e repr esen resource al ion 't ptim
over al | rpemedmadvertla;etmsntsimmsiam. inttrenation Ys.gr, vshrlreamds hawdadviedisentengoal , t he

f I I d h h I d
goal | Thattip SBRGE b HEORRSSRLI HAS ORGP crBreBR iR dFpPRUEE °' ©
i nf or mat icoledted feme hthef oraing urdisiier céndﬁﬂfd(@tji/msmbammwbﬂc(s)Ean Iassew &@b, 656,

657, 658, 660, 670 nd 680 id tlfles a d| en rketi channel
Shor e oo peRoBhaTeEdr QRRRSS AT & HRIKRRG, R U e MRS the Bou)

mar ket i ngeabriteIeh cohvpleteNpidt@aabt thQWpéﬁ&rmaW@é CHr Gt rPRBSISoft Qaﬁouﬁﬁt i onal
tel evi si on broadcasting mar ketl%e% channel , i ncludes_sub-channel "Station A"

row 656 CRATKeEISoRAMREINS BY FRMRIRO INQTBIAteN oMisstng: IO WA BOUFe MMlferti ser

may al | 0¢ﬁbﬁném>rnlﬁ&wagdb 8AbheRSoUree IFor BBMME, hBGforniitichitolib&ed frokmcl udes
mar ket i ng sub-channel s ér'ﬂ?r am X' row 657 and "Program Y," row 658 each

correspondPHiget b &logpf pelr dmudee|l@eation oinfyMmagpaniosr eRifeaer HserSt atihsn A
where an n‘ﬁFI‘gI“IﬁétIdnS(ﬁfleﬁgbI 6l QeRFR WhIﬁ\%I%I/éIQdB%BI‘UVfb%SthlsI Q@%Iﬂﬁﬁ\ NHLer

exanpl e, marketing channel "Internet Search” row 675, corresponds to

onl i ne se'alpteﬁe@hgl hes aggreenieddsfommatien |r¢rge§€emed;marﬁaté$ §4@Asﬁ3<y comb|nirg "
" Googl e, da?aﬂgoneXFeIa\CAIﬁom difRA&H Jo %Rfe@.sﬂétﬁa&gtyaﬁaﬁ' éés@é@ﬂ&w%%@&c& grBEbé‘Sf
g Channe a e

mar ketin ere an a vertlser can ocat mar ket 1 ng sour ces.
Each of tusese inderact hwithndifiecentamigeting emapaignss and bwm d:ﬁanenélrsarkalyng ncl ude

thei  owlaiicNRNEL SoLARNESHISNA.SBINIGRE O ELARLMILES 2ARAGLEC B W (1

t he sear engi ne, representing an i sing
servi ce @mygragadan sgmBesgre shban, ahé csmlﬁe(zhdvthetarﬂswlsumdnrstahe(thatdhe liath on

words that cause their, adver.ti errents 0 b dIS . users of.the
coar o onnBY Ratacblds &R0 AT R & MnBhS Pl A e® 44 BEreRRII  hra
t he advernhé)slae furteer sefinedtethgoaddiiichad fieldb t IAdld&@peIQL ohe MQghre’thae Adwilr ds,

such as "bicycle" row 677 correspondi n - channel
Svar i s sbtqare e PRNERR aboflistath MR isAiag comBieBs Pl her
di vi ded igtiumah reddel, | teavab@aciafdimmagon aybeeftbrednsind different data structures

and data organizations.

[0036] Figure 5 is a block diagram illustrating the processing of a determine true
lift factors component in some embodiments. In block 510, the component identifies
consumer interactions among the collected data, such as whether a consumer
clicked on an advertisement, opened an e-mail containing an advertisement, etc. In
block 520, the component identifies results of those interactions, such as whether a
consumer purchased an offering associated with advertisement or marketing

campaign. In block 530, the component quantifies the results based on a desired
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(cl/0)" colum 620, "Current Spend ($)" colum 625, "Current Ildeal (c1/0)"
colum 630, and "Total $ Anount Difference: Current Spend - Current |deal”
col um 6380 203umessat Spend (%9 " col unm 620 represents treTASRURN4OB2 t he
mar ket i ng budget 610 that the advertiser is currently allocating to each
mar keti ng channel as a percentage of the overall budget. Further nore, a
user may edit the entries in each of the fields represented in "Current

Spend (CJe/ugbnes§@b%ﬁ&@b&&né&%ﬁt&’oﬁr@@ FF eRBMpRY, ||%§tdééﬂe@foutdo% arar keting
budget. "Current Spend ($)" columm 625 represents the anount of

mar ket i ngh MRIRtiNg1eAMAPFIgR 43 & Jeperatr Hatligrived we@sé%aaﬂwérteﬁaﬁthmwﬁaam
(1000s) qu‘ﬁ%%r%ﬁt thb S AMBYALS cr)ﬁsﬂrrﬁérerrg.ﬁﬁg Ite %%ené %y Bé'éé@%né@ea amount

aIIocate to the marketing channel I1nits entirety (1.e., Including its
sub- channelus) of Fbr \Aévdanﬁpih@r interastiens efe EBsigned 36/ab%0 00K’ oAst Reothar ket | ng

budget . gl Bt Nedld ARLEH: ko SUR oNERAL Sr BBIAEH i RRAIEL:(PRE

adverti serren |'aced wth specific we es) % or $ bei ng
al | ocat edint loteralrmuo@l‘ﬂnmcb}vlashlgnﬁéla \(aduegbasahtvrehowsreamnp@dpbtaoreeievaoidwoO\IN. cov)

d 59 $ Neeo) .g., ad i
glnacgtf Wi tW @%%ﬁl%%ﬂ%(]\#eh cor %%g% ‘?A; E?rPN$%OC(?(¥IO( eo? t hg \égrigffggnt >
budget i ?%ﬁfgocat |§dq|6c9< A4 tH@?éhbSnégﬁ Arﬁtabbt% ol fEns ﬁﬂ.fle%l r%gﬁl?sggozed

to being cate 0 a speci Su nne B €iin'c suc
parti cuI a0 merssiing chammats @esocated ewith trﬁ@@d@]ed(]mrtereﬁtonlsdeﬁbr exarhpeolaunm 630
represents the cur re

21 |dear er(}<et| nﬁ Esour e al t(orcatr on b(f ohon t he
lift factBPRHRT &V 1BYCpPUERRSh& PPRNPURL RodtEls 8l atoVae Wi TR Wi bect to
Fi gure 5. maté'rhalalfo$ theroprotiuddi ﬁhfc&rgerndéferéaﬂrmen@trﬁ@aﬂr@nﬂelgjrsuemtasl daie’ col um
635 represenﬁ's thet drffﬁrencg in tergﬁ of. dollars bglwe n_a c(unltbent

al | ocat i GIVENEETREISC GMeE AdvPdEaeqis: SLaYT'ah COMMAIFR ?nﬁ A8 o AVBRYN or each
mar ket i nghé:rmanmher Erarf rear@rrpur@hasrem/\ftr@@rddndl sedre aftehalickiiyonfart balimgar ket i ng
budget or $7,5 i s curren i)()Iual | ocated to an adverti si n net wor k

mar ket i n@ (Yﬁ%'ﬁ%?”taﬁﬁe tiRgtityt rﬁ‘éyf%tf f& yoms pleiSniRMeANRgURNesYRd gty the

$1, 500, O%rcﬁa§6%blh@ﬂchéhﬁe@of€%hé RfAkdtRG défnpraﬁﬁr%if%ﬁ)ré&rdthe advertising
mar keting channel based on the true inpact of marketing resource

al ocati gpo38|n ot Redor® edgmpleBetrRd¥Shddrfedit mdy aitﬂltﬁﬁ@tthér@uﬁﬁuf@aore@u&, t oo
much to the advertising network marketing channel %% page 600 further

| ncl udes basgd en tipig tech- @@M'OW%"hﬁlqd&ﬁg'sﬂm%@rWQ@ %%ﬂé‘t %2 t@ﬁé:'ﬁ@(e@r to the
"CQurrent h%WePrﬂrcﬁCtjrr/er)pas‘é@H U@e?tw@én QHQ%éseﬁﬂ&ron O6nahy Z8verfddnéan &L thethi ch

i nvokes the anal yze conmponent, and deal ™ button 692 which automatically
popul at e§0ﬂwer@wr@rr@se$ptéa@umr of ad\fqr@ﬁqg@erﬁ:p peasented te e epnmedivites from

"Current e(l?gﬁ%lha(rr@l tr%ohb‘r%erﬁéﬁa?\[é?%&ﬁé’ D ddeREdS tdBYusk Weftfe Ao qﬁ%@gor I ze

channel s differently. For exanple, one advertiser may associ ate
Net wor k, 'purdhased rast offeringeland stndn v@cbrsexaéﬂplﬁatﬂeec@rn@ortamamm sttwputér aa hi gher

evel maickelbnBoGBAIhe AAIAP A QRC ARl KRbiRdpRDAARCL gl ¢ hat

ing channéls are
sub chanrpertﬂonofo ehdiet mlbrerser‘Onsrarlnethmgnaﬂmannmle. component can eliminate or

reduce biases that may appear when measuring the performance or effectiveness of
a marketing campaign across different marketing channels, such as a "last click
bias," a "first click bias," etc., when desired. Alternatively, the component may
attribute the quantified results to marketing channels or sub-channels based on the
total number of advertisements presented by each channel or sub-channel
compared to the total number of advertisements presented for the marketing
campaign in its entirety or by a specific channel/sub-channel. By way of example, if
a consumer purchased a product for $100 after receiving forty advertisements
presented by advertising networks and ten advertisements distributed to the

consumer by email, the component may attribute $80 to an adverting networks
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WD 2013/ 022852PCT/ US2012/ 049782 [ 0045] As used in this application, the
ternms "conponent” and "systenl are intended to refer to a conputer-rel ated
entity, ewoOhersassdware, a conbi nation of hardware and ®offtusarie/04w81t war e,
or software in execution. For exanple, a conponent nmay be, but is not
limted to being, a process running on a processor, a processor, an object,
an executable, a thread of execution, a program and a conputer. By way of

i |1 ustr atphRRetifRPéHBNABI ARPE2E &S é@@nfaﬂﬁﬁ'érﬂgtlr@‘cr%n%@fHre\ﬁc@()é'rsbhﬁn&% WA can be
a conponent. One or nore conponents nmay reside within a process and/ or

thread offusheeterothedadlity reanaibieia thWaBBf'Q%@éPFSz@oﬁL@nd@ﬁ‘ée@oﬁ%ﬁ@r and/ or
distri bu%@ﬁa%ﬁi‘?@ﬁ‘aﬁn‘@f&%ﬁﬁ%&ﬁc ﬁem%lﬁé PetwdMRB eIl Ha‘?l%t?nper i Ayt will

further appreciate that th epicted flow charts may be al Ih a

variety Qéomys ﬁ%lo%%%@@' Ethet&ﬁneér%rt @étanlﬂﬁe§tt‘ﬁ€S cIRIntP8I16&RAbAaBged,
steps may Dbe per forrre in parallel, steps may be omtted, or other steps

may be i medrseleny. repowses | ﬂﬂﬁdﬁ@hemngecwbpbetln &60nthe dermengrisusestid | n
| anguage phRG) Jg?rte%sﬁﬁréﬁ% S)}é[)saieeg@ﬁﬁgmé”%h l0fn %Ptr?'i’?ﬁﬂ'mgérc?éc?e%&i@al - |s

to be understoo hat the Cter defined e appen
not necessathod,ytol dwﬂetrwllycgemh@t@ pemofi¢lccdresdatinges correricmarkegting résmeiiceabove.

For _eXamualGolABldihds SRYOME HIEinke: BANBHRLGAEY bl ibladBERAT 8¢ fOr an
adverti ser across i pl'e" mar ket ng canpargns, for an en 'ndustry, or
for a speesdltsdort’m kemdusgmeh@ﬂn@k:hamned&aﬁueémranﬂepﬂne (Eirrhpoadmbm'aysusesa or a

group of vert ecific features and scr bove are
a0 seb ooedRIUAple B rRaSBR S cpfulect ST R oeliohis ERERSR P ABRY e
t echnol ogyrahselndhe lgeretatet eoquéntammgsérhﬁwealm%mdefcbadhanmetm@ﬂrwsl WA
claim on a business outcome or business outcomes. As an example, the model may be

represented by the form:
n—1
y= Zﬂixi +C,
i=0

where y corresponds to a business outcome, » represents the number of marketing
channels considered, f. represents a lift factor for the i”marketing channel

considered, and x, represents the amount of marketing resources allocated to the

i" marketing channel, and C represents an intercept and/or error value. The

generated model represents the true impact of the marketing resources allocated to
different marketing channels on a business outcome or business outcomes.
Although a linear regression model is described, one skilled in the art will recognize
that the facility may be use any type of regression model. The component then
returns the determined lift factors, such as the generated coefficients, for each of the
marketing channels, which may include channels associated with different market

media.

[0040] Figure 6 is a display page 600 illustrating a marketing resource allocation
recommendation and configuration page in some embodiments. Display page 600
includes an overall budget 610 available for allocation to various marketing channels
for a particular period (e.g., week, month, and year). A user may edit the budget if
desired to see the effect on allocation information shown below. Drop-down list 611

allows a user to select from among different business outcome goals for analysis
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1. A net

hod, perforned by a conputer system having a nenory and a

processor, for analyzing an allocation of resources to a plurality of
mar ket i ngwoharsmekss2f or a marketi ng canpai gn, the net hod PComse12iomays2

col |l ecti

ng user interaction data characterizing interactions of a pl

urality

of users with a marketing canpaign that conprises presenting marketing
messages via a plurality of marketing channels associated with the

mar ket i n%n@aﬂé@aﬂn%ndbr& Map KRk mm@pm@@nbawsnge@aeassmééoa\a.ﬁglyb% ness

out cone;
I nt eract

collecting user result data representing results of t
ireFRMBENdHIONpiNu S iexgmple (RRFPSETF tthe trAarkah rReaurory abeaaiian ghat

he

quant | fyigpinidas §a Rl sl LRERE WABA lsc38IcRILS Blhon GhatiRRr S, Wi Lh

t he marketi ng canpal gn

utin quantl led resul'ts to

t he

pl ural it yaalty rmﬁqmaﬁm@y dirgates @eaw@mr@ar@@tlom tth ariignizeaiheeselegtedaaprli gn;
q . S
eter m nimg, d| e§¥ ﬁg&é‘%é‘d‘é‘i%"?Hcl&%%%Cﬂaﬁfe;%asﬁﬁg@érﬁdggar%%‘?r%hﬂ% ﬁfﬁfééaﬁ an

anmount of nar

resources current to the c

based on of lmenuteber ofi meltketimg)ahar&nedﬁ Faclk eow 0§51 65@ e 6ab) Gﬁ(ht@?d) t@oeach

channel
corrprl Si

P8 SLPRRLLY e bABIAYARLLAL ST EH LiveSIELAL by

ng | i actors eac associ ated w

nodel
I ng

canpai gn mmkelirfg fegsunces.s Irmlﬂulscewempmndnarketlng chzttatl Ny {—hmnlom’alt' rtb\a(6|56r s for

each channe

based at W
channel

it E5TRRaRHT .4 b et S BRS S S bl e T PkeftRe S 3h 0588

S out cone

asbabbateadSutivh A" hew 836 loetresgoreimpil @ hatiohal tetevigicn stagen wutateorre.

an advertiser may allocate marketing resources (e.g., ABC or NBC), which itself
includes marketing sub-channels "Program X" row 657 and "Program Y," row 658
each corresponding to a different television program broadcast by Station A where

an advertiser may allocate marketing resources.

[0041] As another example, marketing channel "Internet Search" row 675,
which corresponds to online search engines, includes marketing sub-channels "Ask,"
"Bing," "Google," and "Yahoo!," each representing a different search engine
marketing channel where an advertiser can allocate marketing resources. Each of
these search engine marketing channels or sub-channels may include their own sub-
channels representing services or features associated with the search engine, such
as "AdWords" row 676 representing an advertising service provided by Google that
allows advertisers to select or bid on words that cause their advertisements to be
displayed to users of the search engine. Additional rows may be included for each of
the words that the advertiser has selected or bid on with respect to Google's
Adwords, such as "bicycle" row 677 corresponding to a sub-channel where an

advertiser may allocate marketing resources.

[0042] Each row is further divided into the following columns: "Current Spend
(%)" column 620, "Current Spend ($)" column 625, "Current Ideal (%)" column 630,
and "Total $§ Amount Difference: Current Spend — Current Ideal" column 635.
"Current Spend (%)" column 620 represents the amount of the marketing budget 610
that the advertiser is currently allocating to each marketing channel as a percentage
of the overall budget. Furthermore, a user may edit the entries in each of the fields

represented in "Current Spend (%)" column 620 to modify the current allocation of
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2. The nmethod of claim1l wherein the user interaction data is collected
froma first plurality of unique data sources. 3. The net hod of
claim2 weereiyn2esse first plurality of unique data sour ®e3/UserpiEes at

| east one advertising network and at | east one publisher website. WO
2013/ 022852PCT/ US2012/ 049782 4. The nmethod of claim 1l wherein the
user result data is collected froma second plurality of unique data

Sour ces. the marketifg bﬁagetnebhﬂdnpép@@@?w ébwmegs RerBSeriS RSB RtHe Yy Of

uni que data sources conprises at |east one data aggregator and at |east one
onl i ne r épyketing budget 610 gllocated faeeaetMerketingichanne f'ﬂlﬁ*ﬂ%ﬁn%ﬁ’&qoﬁ Ab:

adj usti ngioﬁar%!Jr'fk%“ém%br‘wt@‘?@br‘e@@nt@ﬁ iBEKR oW h I GRRPIECH RoRASABCAB i the

generate
marketing channel in its entirety (i.e., including its sub-channels). For example, a

total of 12%, or $6,000,000 of the marketing budget, is currently allocated to the
website marketing channel (e.g., advertisements placed with specific websites) with
6%, or $3,000,000, being allocated to the CNN.COM channel (e.g., advertisements
placed with CNN.COM) and 5%, or $2,500,000, being allocated to ESPN.GO.COM
(e.g., advertisements placed with ESPN.GO.COM). Accordingly, 1%, or $500,000,
of the marketing budget is allocated to the website marketing channel generally as
opposed to being allocated to a specific sub-channel or sub-channels, such as a
particular website, time period, etc.

[0043] "Current Ideal (%)" column 630 represents the current ideal marketing
resource allocation based on the lift factors determined by the facility as discussed
above with respect to Figure 5. "Total $ Amount Difference: Current Spend —
Current Ideal" column 635 represents the difference in terms of dollars between a
current allocation and the current ideal allocation of marketing resources for each
marketing channel. For example, row 680 indicates that 15% of the marketing
budget, or $7,500,000, is currently allocated to an advertising network marketing
channel and that the facility is recommending a 3%, or $1,500,000, reduction in the
allocation of resources to the advertising marketing channel based on the true
impact of marketing resource allocation. In other words, the advertiser is allocating
$1,500,000 too much to the advertising network marketing channel. Display
page 600 further includes "Save" button 690, which allows a user to save any
changes to the "Current Spend (%)" values or budget 610, "Analyze" button 691,
which invokes the analyze component, and "Ideal" button 692 which automatically
populates the "Current Spend (%)" fields of column 620 with values from "Current
Ideal (%)" column 635.

[0044] Advertisers may divide or categorize channels differently. For example,
one advertiser may associate "Ad Network," "Internet Search,” and "Website"
marketing channels with a higher level marketing channel, such as an "Online"
marketing channel such that the "Ad Network," "Internet Search,” and "Website"

marketing channels are sub-channels of the "Online" marketing channel.
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nodel . 7. The method of claim1l wherein the plurality of marketing
channel s associated with the marketing canpai gn conprises an e-nail

channel , wo=ewrek8sehannel , a vi deo channel, and a websi PeTalsan2OU9782

8. The method of claim 1l wherein the marketing canpaign is a cross-nedi a
mar ket i ng canpai gn. 9. A conputer system having a nenory and a
processor, the conmputer system conprising: a conponent configured to

col l ect iigpd4m)act i g dad an QH@r@gﬁm@éﬂow e it&nRY %dmmnw Mu asyété?ﬁSaféﬁannel

mar keting canpaign froma plurality of sources; nponent

conf i gur SHOPRRCE 1 I 9 o GPTPURT- relotegr enibntaitngr hestiae, o1 CaTeNaiePhict i ons
W th the o ReseCHRNNSIrwWHRS, k%ﬂt\}@% eCHPEbAark! MMeefltidhal 'ch)f Bkarfipd! GES;

a conponent configured to attr te the represented results to a plurality
of mar ketconpooerinmay Seakigtdeinat balited tthbeing @ PReess Henmind omrarikeesssgr.canpai gn;

and rocksEoTEH OB of O | UEGbie r{%@éé‘tcﬁ &Jchtu&‘?‘%%%g?fa% §A§M, channel

associated wt 0ss- channe I 'ng canpa
computer. By way of illustration, both an application runnlng on a server and the

server can be a component. One or more components may reside within a process
and/or thread of execution and a component may be localized on one computer
and/or distributed between two or more computers. Those skilled in the art will
further appreciate that the depicted flow charts may be altered in a variety of ways.
For example, the order of the steps may be rearranged, steps may be performed in
parallel, steps may be omitted, or other steps may be included.

[0046] Although the subject matter has been described in language specific to
structural features and/or methodological acts, it is to be understood that the subject
matter defined in the appended claims is not necessarily limited to the specific
features or acts described above. For example, the facility may be used to generate
true lift factors for an advertiser across multiple marketing campaigns, for an entire
industry, or for a specific marketing channel or channels across all advertisers or a
group of advertisers. The specific features and acts described above are disclosed
as example forms of implementing the claims. Accordingly, the technology is not

limited except as by the appended claims.
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wherein at | east one of the conponents conprises conputer-executable

I nstructions stored in nenory for execution by the conputer

system WO

2013/ 022850RQUIR/(23%012/ 049782 10. The conputer sy®Cemsed12okesm 9,
further conpri sing: a conponent configured to update the lift factors

generated for each channel associated with the cross-channel
canpaign to lift factors previously stored for each channel

mar ket i ng
associated with

t he cross-channel marketing canpai ggLAIMS 11. The conputer system of
claim9 wherein the plurality of marketing channels associated with the

cross-channel marketing canpai gn conprises an email channel,

a search

channel , I/inldeo_ channel, and a website channel. 12. The conputer
syst em of § P9 wherein interaction data and result data are col |l ected
fromdifferent sources. 13. The conputer systemof claim9, further
conpri si ng:

1. A method, performed by a computer system having a memory and a
processor, for analyzing an allocation of resources to a plurality of marketing
channels for a marketing campaign, the method comprising:

collecting user interaction data characterizing interactions of a plurality of
users with a marketing campaign that comprises presenting marketing messages via
a plurality of marketing channels associated with the marketing campaign, the
marketing campaign having an associated business outcome;

collecting user result data representing results of the interactions of the
plurality of users with the marketing campaign;

qguantifying the results of the interactions of the plurality of users with the
marketing campaign;

attributing the quantified results to the plurality of marketing channels
associated with the marketing campaign;

determining, for each channel associated with the marketing campaign, an
amount of marketing resources currently allocated to the channel;

based on the determined amounts of marketing resource allocated to each
channel and the attribution of the quantified results, generating a model comprising
lift factors for each channel associated with the marketing campaign on the business
outcome; and

updating the lift factors for each channel associated with the marketing
campaign on the business outcome based at least in part on previously estimated lift
factors for each channel associated with the marketing campaign on the business

outcome.

2. The method of claim 1 wherein the user interaction data is collected

from a first plurality of unique data sources.

3. The method of claim 2 wherein the first plurality of unique data sources

comprises at least one advertising network and at least one publisher website.
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a conponent configured to adjust a current allocation of marketing
resources based on the generated |ift factors. 14. The conputer
syst em ofwol2aian2@seherei n i nteraction data is coll ect ed PCrarse@208478e
tel evision provider and wherein result data is collected froman online
retailer. 15. A conmput er-readabl e storage nedi um cont ai ni ng

I nstructions that, when executed by a conputer, cause the conputer to

per f orm oper ayi onsTIROAREAGYH B¥laim 1 whefdth HRELisdtdesiif @aMaas bhiltteSPONGE, data
representing user interactions with an advertising canpai gn associated with

an of f er isagond pluralityqfjuniiei 4aig SPYERs-a second source, data representing user
actions associated with the offering; aggregating the collected data;
attributing at least a portion of each of the user actions associated with
the of fering bo at Theasthahef cfaim $plwheitint he ofecohd miehlity aafswtifieg edtan t h t he

adverti s'ngrc%g%Bﬁw'pﬂQés at least one data aggregator and at least one online retailer.

6. The method of claim 1, further comprising:
adjusting a current allocation of marketing resources based on the generated
model.

7. The method of claim 1 wherein the plurality of marketing channels
associated with the marketing campaign comprises an e-mail channel, a search

channel, a video channel, and a website channel.

8. The method of claim 1 wherein the marketing campaign is a cross-

media marketing campaign.

9. A computer system having a memory and a processor, the computer
system comprising:

a component configured to collect interaction data characterizing interactions
with a cross-channel marketing campaign from a plurality of sources;

a component configured to collect result data representing results of the
interactions with the cross-channel marketing campaign from a plurality of sources;

a component configured to attribute the represented results to a plurality of
marketing channels associated with the cross-channel marketing campaign; and

a component configured to generate lift factors for each channel associated
with the cross-channel marketing campaign,

wherein at least one of the components comprises computer-executable

instructions stored in memory for execution by the computer system.
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assessing performance of the advertising canpaign with respect to each of
the plurality of adverting channels based at |least in part on the
aggr egat edoat3x2assd the attri bution of the user actionsPCo/usb@2pharsal ity of

channel s; and determning lift factors for each of the plurality of
mar ket i ng channel s based on the assessed performance of the adverti sing
canpai gn. 16. The conputer-readabl e storage nmedi umof claim 15

wherei n assesgpng s EQMPBBESys®m RBlarsYeflithel B SAIRAI gn cormrl ses
generating a nmodel using a regression techn

conput er - 1 eadalﬂo@@f‘éﬂta@fé‘ﬂﬁ’éiﬁddﬁl uprdatg f@iemftlfggmfaw@ewaﬁeatf%ﬁ@cfr ehanmet |
conpri si Rgsociated wiPARE | Gesd-Bearfhet @ﬁéFkélﬁng; Eér'fnba&gﬂcfoohﬁ faBoRageslidlsy €ast in

part on determned lift factors. he conputer-readab e storage
medi um ofstarpaifaneeshwhannd! assoniated with ﬂs@grm%ctwrrnﬁ* meaketing cadpaidn. si ng

net wor k. 19. The conputer-readabl e storage nmedi um of claim 15 wherein
the plurality of marketing channels conprises a search channel, an

adverti si ng nétworkise champotEr, syatein ari aaimall whéraim éle. plurality o? Onarkbiing

conput er - eadabl e st or g%th”%d' um_of hcI allm 1 st t he_operations. further

conpr i si [fhannels associated Wi e cross-channel markéting Gampaign comprises an €-

mail channel, a search channel, a video channel, and a website channel.

12. The computer system of claim 9 wherein interaction data and result

data are collected from different sources.

13.  The computer system of claim 9, further comprising:
a component configured to adjust a current allocation of marketing resources

based on the generated lift factors.

14.  The computer system of claim 9 wherein interaction data is collected
from a cable television provider and wherein result data is collected from an online

retailer.

15. A computer-readable storage medium containing instructions that,
when executed by a computer, cause the computer to perform operations
comprising:

collecting, from a first source, data representing user interactions with an
advertising campaign associated with an offering;

collecting, from a second source, data representing user actions associated
with the offering;

aggregating the collected data;

attributing at least a portion of each of the user actions associated with the
offering to at least one of a plurality of channels associated with the advertising

campaign;
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adjusting a current allocation of marketing resources based on the
determned |ift factors for each of the plurality of marketing channels.
21. The cwopotianr2$seadabl e st orage nmedi um of cl ai m 15 whecgius2aibe4pBural ity
of marketing channels conprises a tel evision marketing channel and at | east
one sub-channel associated with the tel evision nmarketing channel.

assessing performance of the advertising campaign with respect to each of
the plurality of adverting channels based at least in part on the aggregated data and
the attribution of the user actions to the plurality of channels; and

determining lift factors for each of the plurality of marketing channels based

on the assessed performance of the advertising campaign.

16.  The computer-readable storage medium of claim 15 wherein assessing
performance of the advertising campaign comprises generating a model using a
regression technique.

17.  The computer-readable storage medium of claim 15, the operations
further comprising:
updating the determined lift factors to based at least in part on determined lift

factors.

18. The computer-readable storage medium of claim 15 wherein the first

source comprises an advertising network.

19. The computer-readable storage medium of claim 15 wherein the
plurality of marketing channels comprises a search channel, an advertising networks

channel, and an e-mail channel.

20. The computer-readable storage medium of claim 15, the operations
further comprising:

adjusting a current allocation of marketing resources based on the determined
lift factors for each of the plurality of marketing channels.

21. The computer-readable storage medium of claim 15 wherein the
plurality of marketing channels comprises a television marketing channel and at least

one sub-channel associated with the television marketing channel.
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