Keen

Move Beyond Reporting.
Measure True
Marketing Impact.

Reports show what happens. Advanced measurement
shows what drives results, why performance changes,

and how marketing influences customer decisions.

Advanced Marketing
Measurement & Attribution

Refine Spends

Incremental Conversions

Faster Prioritization

Smart Budgets
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Incrementality Model

Prove What Truly Drives Growth

Separate real marketing lift from outcomes that happen
without paid influence.

What This Solves

Standardreporting can over-credit channels that appear
near conversion. Incrementality isolates true lift,
distinguishing marketingimpact from organic demand.

What You Gain

e Evidence ofincremental performance
« Smarterbudgetallocation
e Clearerinvestmentjustification
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How It s Used

« Validate campaign effectiveness
« Compare channels, audiences, andtactics
e Reduce hiddenmediawaste
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Causality Model

Measure the True Impact of Campaign Changes

Measure the true impact of marketing changes by
comparing actual results against a forecast of what would
have happenedwithout them.

What This Solves

Performance rarely changes for one reason. Causality
analysis moves beyond correlation to help identify the
drivers behind meaningful shifts.

What You Gain

o More confident optimization decisions
o Sharpervisibility into performance drivers
o Fasterprioritization of growth opportunities
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How It Is Used
e Analyze campaign performance shifts
 |dentify drivers of conversion and revenue
e Supportevidence-based planning

Powered by MADTECH.A%




Advanced Marketing
Measurement & Attribution

Keen
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Model

Reveal How Marketing Influences Conversion

Channel with Highest Attribution = Total Conversions Channel with Highest Attribution = Total Revenue

Paid Media 477 Earned Media $272.05K

Channel Performance by Conversions v Channel Performance by Revenue v
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Paid Social
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Measure how touchpoints contribute across the
customer journey andinfluence conversion decisions.
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What You Gain How It s Used

o Clearermeasurement of marketing contribution
 Visibility across channels and touchpoints o Refine channelmixand spendlevels
e Strongercampaign optimization e Improve campaign seguencing
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o Evaluate complex customerjourneys

Integrated Marketing Data Infrastructure
Trusted Data. Trusted Insights.

Advanced measurement depends on clean, connected, andreliable data.

Core Capabilities

Integration

Connect ad platforms, CRM,
marketing automation, analytics,

Transformation

Standardize datainto a consistent
measurement framework.

Enrichment

Add customer, audience, and
campaign attributes that improve

ecommerce, and offline sources.

Hygiene

issues before modeling.
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Resolve duplicates, inconsistencies, gaps, and quality

analysis.

Centralized Storage

attribution, analytics, and optimization.

Create asingle source of truth for measurement,
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Business Outcomes

When trusted data, incrementality,
causality, and attribution work
together, marketing teams understand
performance more clearly, optimize
spending more confidently, and make
smarter decisions that improve
business outcomes.

Ready to Mea
What Really I

See how advanced measurement and attribution canreveal true

marketing impact and guide smarter decisions.

Schedule a Consultation



https://keends.com/demo/
https://keends.com/contact/

