
49% of marketers cite 
siloed and incomplete 
data as the main reason 
they question their 
measurement accuracy.

Trans Union - Why confidence is marketing’s new currency; 2025. 
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Measuring it is 
hard

Impact is seen 
as indirect

Focus is often 
on short-term 

incentives

Lack of 
education

Brand has always been Performance, 
but why do we treat it differently? 





Awareness

Brand Performance

Reach

Recall

Long Term Metrics

Sales

Revenue

ROAS

Short Term Metrics

Which leads marketers to rely on metrics in 
front of them in platform







Incrementality 

testing allows us to 

see the additional 

value marketing 

brings against the 

baseline.
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Measuring the causal impact of 
a combined offline activation, 
influencer campaign and paid 
ads to launch a new product.

41M 
Impressions from 
the day

29%
Increase in 
product category 
sales in the 
following week



66% increase in brand 
consideration and new 
customers in the North 
West post-campaign.



But consistent experimentation and testing is needed to 
continue to show Brand is Performance

Design the testing 
plan

Select test type:
Geo holdout,

budget upweight,
or channel blackout

Brief Channel 
Teams

Run In platform Capture insights
Feed results into 

planning and 
optimisation

Feed MMM

Execute
change per brief*

Run 4-8 Weeks Approx 
Per Test

Use results to rollout to 
further testing and 

gather insights

Form further testing

Measure incrementality*

Isolate channel
contribution

Causal Impact Output

Reciprocal testing plans

Feed testing results into 
MMM to increase data 

density and build 
stronger priors.

Used for media planning 
and budget allocation 

upon results. 

If you have 
MMM 

running!



So how can you get 
started on your journey?

• Start small 
• Educate

• Use a multifaceted view
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